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BISHOP’S JEWELED CROSS AND RING 


i igwsesem unusual pieces demonstrate the very 
highest order of craftsmanship, both im 
originality of design and in quality of execution. They were 
recently produced on special order in our custom shop. 


Craftsmanship such as this is indeed rare today, and is 
to be found only in establishments thoroughly grounded in the 
finer traditions of the jeweler’s art. 
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Ours is such an establishment. We take pride in special 
assignments that put our creative ability to the test. We will 
welcome your inquiries. 


A. SAUER 6 COMPANY 
Manufacturing Jewelers 
439 RACE STREET, CINCINNATI 2, OHIO 
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- The cover — Returning 
veterans not only will be 
ers of jewelry for 
their sweethearts and 
wives but will also need 
accessories for their own 
new civilian outfits. Are 
you going after this im- 
portant market? Jewelry 
shown in no yaa is 
from Swank, Inc. 
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SPEAKING OF 


ASHION is casting a more dis- 

cerning eye on the younger set 
these days for many of their ideas 
that start as a school fad eventually 
sweep the country and make real 
fashion news. 

There is one, however, that own- 
ers of the corner drug store and ice 
cream parlor are keeping their fin- 
gers crossed about, that it won’t go 
any farther than it has. 





Seems spoons had a mysterious 
habit of disappearing from an ice 
cream parlor at an upstate New 
York town. No trace of them could 
be found until an investigating clerk 
discovered that the bobby-soxers 
were converting them into bracelets 
by a simple bend and a twist. 


_ silly season in the jewelry 
business is upon us. We sub- 
mit in proof the following evidence 
sent us by our agents in the South 
and Midwest: Miss Ileen Carney, 
employed in a Memphis, Tenn., 
jewelry store recently won a news- 
paper contest with the following 
anecdote: “The other day a woman 
came into the store and asked if we 
could file a ring off her finger. I 
looked at the ring and told her that 
it could be done. She then asked, 
‘Can you do it while I wait’?” 
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Exhibit B comes from H. J. Den- 
ker of Malashock’s Jewelry Store in 
Omaha, Nebraska. A woman brought 
a diamond wedding band and en- 
gagement ring into Malashock’s to 
have them sized. The woman had 
never before been in the store but 
she smiled charmingly at Mr. Denker 
and asked if he wouldn’t give her 
another set of rings to wear while 
he was sizing her own. On second 
thought, maybe Exhibit B wasn’t so 
dumb! 


o > 


NE of the war’s most famous 
heroines is Capt. Lucienne 
Marchand, an ex-schoolteacher who 
worked in the French underground. 
She was known as “Lt. Renee,” and 
some of her Maquis activities in- 
cluded a raid on a bridge, holding it 
and killing 50 Nazis in the process. 
For security reasons she wore no 
jewels or wedding ring, to reduce 
the possible number of reprisal vic- 
tims in the event of her capture. 
Capt. Lucienne, in spite of her ama- 
zon qualities, is really a charming 
woman who is just as attracted by 
jewelry as the next female. When 
the war ended, she returned to her 
home to get her wedding ring. But 
she found her house bombed-out 
and her jewelry gone. Nor could 
she buy another ring in England or 
France. 

Not long ago, Capt. Marchand ar- 
rived in New York and was met at 
the airport by Rene Lavigne, her 
husband, a Free World editor, who 
hadn’t seen her in five years. Their 
first stop was a Fifth Avenue jewel- 
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ry shop, for a new wedding ring and 
new jewels. 
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JC-K reader who sometimes 
has occasion to travel for his 
firm suggests that anyone who main- 
tains a clock cn a_ public highway 
or street be made responsible for 
keeping the clock on time and that 
local ordinances make it a misde- 
meanor for anyone to expose a clock 
publicly that is out of time. 
The suggestion was the result of 
a recent trip to a small Eastern city 
in which our friend passed four pub- 
lic clocks on his way from the hotel 
to the railroad station—all four 
being wrong. The difference be- 
tween the fastest clock and the slow- 
est one was a full half hour. 





The experience of trying to catch 
a train against the evidence of these 
conflicting clocks is more than any 
human being should be asked to en- 
dure, our correspondent thinks. In 
all seriousness, the exposure of a 
clock to the public gives the public 
an implied guarantee that the clock 
is, in effect, right—at least within a 
minute or so. 


© 
OR almost half a century the 
citizens of Albion, Mich., passed 
the Tuchtehhagen Jewelry store in 
front of which was affixed the “Main 
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Street Clock.” And every day, 
hurrying to and from work, hundreds 
of persons set their watches by the 
faithful old clock. Many had known 
the clock since childhood; it had as- 
sured them then of a few more 
minutes of frolic before school time. 

The “Main Street Clock” had the 
distinction of being Albion’s only 
outdoor timepiece. Not long ago, a 
careless motorist crashed broad side 
into Tuchtehhagen’s. The old clock 
landed on the sidewalk, completely 
demolished. 

Now the City Fathers have voted 
funds to have the clock replaced 
with a new one. But any Albion 
citizen will tell you, no clock. ever 
assembled can ever replace the old 
“Main Street Clock.” Like a loved 
one, it had always been taken for 
granted. 


& 
ARINES on Okinawa believe 
there’s a pygmy tribe of 


Japanese somewhere on the island. 
Making routine searches of caverns 
and hillside caves, they came upon 
a storehouse of silverware—dainty 
pieces measuring up to 3 inches in 


‘ length—which had apparently been 


abandoned when the Marines came 
along. 

Forks in the collection measured 
8 inches long and a quarter-inch 


wide; spoons were éven shorter, 
some not more than 2 inches in 
length. With the exception of chop- 
sticks, all the ware was heavily sil- 
vered and expertly wrought. 

One marine picking up a handful 
of the toy-like silver exclaimed: 
“Gee, just like in Gulliver's Trav- 


” 


els! 
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NE of the first things that Gen- 
eral Jonathan M. Wainwright, 
returned hero of Bataan and Cotre- 
gidor, did as soon as the ceremonies? 
celebrating his visit to New York on 
Thursday, September 13, were één- 
cluded was to visit a jewelry store... 
After a strenuous day of parading, ° 
speechmaking and other festivities,’ 
the General and Mrs. Wainwright 
retired to the seclusion of their suite 
in the Waldorf-Astoria for a much 
néeded rest. 
When they emerged the next mévi- 
ing, an entérprising néWspapé? re- 
porter was waiting in the hallway to 
covér the General’s activities of the 
day. As the General walked down 
the corridor from the elevator, writes 
the reporter, a hall full of MPs— 
officers and enlisted men—snapped to 
attention. General Wainwright came 
down the hall slowly, smiling at the 
men who were posted here for his 
welcome and remarked to a captain 


a 





"| just want to try these for size!" 
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that he and Mrs. Wainwright were 
going to do some shopping. 

“How do I get to Tiffany’s?” he 
asked. “I lost my father’s watch in 
the Philippines and I'd like to get 
another one.” 

Washington bureaucrats may have 
characterized jewelry stores as “non- 
essential” during the war but just 
the same the things that they sell are 
pretty close to the hearts of even our 
greatest fighting men. 

o 
AMUEL SHULMAN, jewelry 
‘ repairman, Philadelphia, thinks 
hé couldn’t have been robbed by 


neater bandits. The thieves with- 
out disturbing Shulman’s family, 


“entered his home and removed $800 


werth of jewelry, which he was to 
repair, from their envelopes. Then 
the gentlemen robbers neatly stacked 
he envelopes into a drawer and sat 
down for smokes. Realizing the 
shortage, they used only five of 
Shulman’s cigarettes. 
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RRORS in the shipping room 

are usually a source of head- 
aches, but sometimes one occurs that 
has its laughable side. 

A few weeks ago, the lady who 

buys the popular priced jewelry of 
a southern store, thinking to please 
a certain manufacturer of charm 
bracelets from whom she buys, sent 
him a clipping of a sizable advertise- 
ment that she had run featuring the 
manufacturer’s charms aud mention- 
ing the line by name. 
, She guessed right—the manufac- 
turer was delighted and wrote her 
a note acknowledging her letter, and 
saying that in appreciation he was 
sending a little charm which would 
express his sentiments. He instructed 
his shipping clerk to mail her a 
charm which spelled out the words, 
“T love you.” 

A couple of weeks later, the buyer 
called at the manufacturer’s show- 
room but her manner was decidedly 
cool and distant. The manufacturer, 
wondering what was wrong, asked 
her point blank, to which she replied 
that she did not think much of his 
sense of humor and that she hadn’t 
found his gift very funny. 

You’ve probably guessed it. The 
shipping clerk had sent in error a 
charm of the same design but bear- 
ing the words, “Go to hell.” 
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They’ re iii @ Women by the millions will be rushing to buy the pat- 
terns they’ve waited for so long! Make your store local 

1847 Rogers Bros. headquarters. Use the ‘Preferred Res- 

ervation Plan” for customers whose requests you can’t 


fill immediately And be sure to use your “Back in el 
ness’”’ merchandising aids! 


1847 ROGERS BROS. 
CHmtiai Chinet-chilaey elie 


International Silver Co., Meriden, Conn. 
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Ben Tipp's "Scoop Window" is used to keep customers advised on new ship- 
ments of scarce merchandise. This lineup followed a showing of alarm clocks. 


Making the Most 


of Still Searee Goods 


ETTING the pace for reconversion are keenly 
alert, progressive jewelry establishments. New 
tacks in advertising or promotion to meet return of the 
distribution of consumer goods just ahead are being 
taken by outstanding jewelry stores which have widened 
departments to embrace many civilian products now be- 
ing re-made after four years of war. 

Particularly is this poted in small homewares lines, 
which many jewelry stores especially in the credit field, 
added to their strictly jewelry items, and which they 
will again feature as they become available. One “poli- 
cy” for re-instituting these lines is that expressed in 


' the accompanying advertisement of Weisfield & Goldberg, 


Seattle. The box at the top of the ad, which offers a 
dozen newly-arrived food mixers, explains the program 
the store will follow with respect to these and similar 
still-scarce items. It reads: 


Our Poticy on Reconversion Goops 


“It will be Weisfield & Goldberg’s policy during the 
period of reconversion to offer all wanted merchan- 
dise as we receive it, and in quantities received. In 
this way we hope to get as much merchandise as 
possible into our customers’ hands just as soon as 
it is available. So watch these Weisfield & Gold- 
berg ads for news of reconversion merchandise !” 
Note the suggestion that people “Watch Weisfield & 
Goldberg” so as to be among the first to get the long 
awaited merchandise that they have been waiting for 
so long. 
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Weisfield & Goldberg 
offer new goods as soon 
as they are received 
and with a policy of 
first come, first served 





Another store, in Bremerton, Wash., has slanted its 
recent advertising in such a way as to use the general 
hunger for such goods as a means of building store 
traffic. One such advertisement handled it as follows: 

About Newly Released Merchandise 
A Statement of Policy 

“With the end of the European war more and 
more items once restricted are being released. As 
a matter of fact, many of these items have already 
been shipped to us in limited quantity. 

“Because of overwhelming demand for the limited 
supply we have felt it unwise to advertise ‘such 
goods and so arouse an anticipation which :could 

(Please turn to page 284) : 


181 








Guide to Color 





In Planning Jewelry Displays 


‘ 
One of the most important components of visual merchandizing 


is the use of color to achieve effective selling emphasis. 


Here’s a guide to the correct use of color in jewelry display. 


by VIRGINIA DIXON 


HERE is nothing that is more subject to a variety 

of individual interpretations than color. To the 
painter, it is the pigments on his palette; to the stage 
designer—the beams of colored light thrown upon the 
stage; to the jeweler—the sparkling colors refracted 
from the facets of gem stones; to Mrs. Jones—the fash- 
ion shades which she finds most becoming to wear and 
most pleasing to decorate her home. In visual merchan- 
dising, it is a combination of pigments, dyes, colored 
light and merchandise contrasts which will achieve the 
most effective selling emphasis. 





Since silver may be considered neutral in color, it har- 
monizes with almost any soft color, but seems to be best 
flattered by warm blue tones. A safe rule for the display 
of china is to repeat one of dominant colors in pattern. 


To attempt to condense the various aspects of such a 
subject into one short article is not only presumptuous— 
it is impossible! Reams of rules for the use of color 
have been evolved, but the distracting thing about the 
subject is that all the rules may be violated with original 
and powerful results . . . if you know how! 
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Harmonious rather than contrasting combinations will give 
the greatest richness and dignity to jewelry displays. Dia- 
monds will sparkle against black and most deep rich colors. 
Colored stones require careful choice to bring out best in 
gem colors. Pink and rose tints flatter lustre of pearls. 


This article is merely an attempt to indicate in a brief 
and breezy fashion a few guides to aid in such con- 
sideration as must be made of color in planning eye- 
appealing jewelry displays. 

Everyone has his own personal color preferences, but 
in using color as a tool of merchandising, it is not sound 
to be guided by such preferences alone. In display, 
color has one definite purpose—to emphasize and flatter 
the merchandise shown. Beautiful and striking color 
schemes may be used, but they should never call atten- 
tion to themselves—only to the merchandise. The mer- 
chandise color or colors is the starting point for the 
window color scheme. To it are added such background 
colors as will form a pleasing harmony with the mer- 
chandise color the dominant one. 

The accompanying chart indicates some of the char- 
acteristics of the three primary colors—red, yellow and 
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blue and the neutrals—black, gray, white, silver and 
gold. 

To begin with the neutrals, these may always safely 
be used with each other or with one color to produce a 
rich and dignified combination. Black velvet and white 
satin are jewelry display stand-bys for good reason... 
silver, gold, diamonds and colored stones are always 
elegantly flattered by them. Black is a particularly good 
background choice if a number of different colors of 
merchandise must be shown together. Black or white 
will “hold together” a variety of colors and give a feel- 
ing of unity. 

The neutrals are safe territory, but become monoton- 
ous to the eye in time. For more stimulating color 
schemes we must cross over into the color columns. The 
painter has a definite advantage in planning his color 
schemes for by mixing his colors—softening and modify- 
ing the pure reds, blues, greens and yellows—he can 
always be sure of just the harmony he wants. In plan- 
ning displays, we cannot change the color of the mer- 
chandise and we are limited in the background colors we 
may have by the tones of fabrics and papers that are 
available. Therefore we must learn to distinguish the 
characteristics of the colors we are handling so that we 
can choose those that have elements of harmony. It is 
not possible, for instance to say that red and green is 
either a good or a bad combination. A certain shade of 
red with a certain shade of green may be beautiful, 
while another shade of red with the same green may be 
quite awful! Colors “do things” to each other. There 
are few “bad” colors. Any color, unless it is muddy and 
impure, will be vibrant or dull depending on the color 
used with it. 
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Chart above shows effect of various combinations of primary colors. 


Every pure color has, of course, infinite variations, 
obtained by the painter by adding black or white or 


- other colors to the original pure tone. One simple way 


of classifying these modifications is by identifying them 
as “warm” or “cold” tones. The primary color red, for 
example, when mixed with a little blue becomes a “cool” 
red—the shades we know as American Beauty, burgundy, 
maroon. When combined with a bit of yellow, the red 
becomes a “warmer” tone—Vermillion, Coral, Salmon 
Pink. The primary yellow, in its turn, is “warmed” 
with red, becoming Orange; “cooled” with blue to Lemon 
Yellow. Blues may be the cool greenish Turquoises and 
Aquamarines or the warm purplish Sapphire. 

Although gray was referred to above as a neutral 
color and may be treated as such in planning a color 
scheme, it also may be either warm or cold in tone and 
for the greatest harmony should be combined with like 
tones in any colors used with it. For example with a 
warm, purplish red, a warm reddish gray rather than a 
cold bluish gray should be used. Warm grays are those 
which have been mixed with red or yellow rather than 
blue or green which makes for a cold tone. 

As a general rule, the combining of warm tones to- 
gether or cold tones together will produce a harmonious 
color scheme. This is true of the combinations of the 
primary colors with neutrals and closely harmonizing 
colors indicated in the column of the chart labeled “Har- 
monious Colors.” It is even more true of the contrasting 
colors suggested in the “Active Color’ column. The 
harmonious color schemes attract the least attention to 
themselves and create an effect of richness. 

The contrasting “Active” colors must be used with 

(Please turn to page 287) 
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Can Be 


Rad's store is a 
. fine example of 
a modern reta” 
establishment, 
with fresh and 
up-to-date stock 
with wide range 
of appeal and 
price to offset 
offerings of near- 
by city stores. 


+ 


OBABLY there is no jeweler who has a harder 

row to hoe than the one whose store is in a suburb 

of a nearby metropolis. The widespread belief among 

the people of the town that they will find a wider selec- 

tion to choose from in the big city, and that prices there 

will be lower, plus the. fact that the city is so near and 

easy to get to, is a pretty severe handicap for the subur- 
ban jeweler to overcome. 

Yet it can be done. One of the stores that has done 
it is that of L. J. Rad, of West New York, N. J., 
with Times Square only 15 minutes away from his estab- 
lishment, a study of whose methods may be helpful to 
other jewelers who are similarly situated. 

Relying solely on the use of sound and consistent 
practices, Mr. Rad has built up a clientele which has 
been patronizing him for the past quarter of a century. 
He has always striven to retain the confidence of his 
customers and although located in a thickly settled 
urban district, Mr. Rad retains the affection and esteem 
of his neighbors much as do pharmacists in small towns 
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Big City Competition 

































who are often called “Doc” and settle personal problems 
as well as the trade needs of the townsfolk. 

Despite the fact that Rad’s handles only jewelry, 
(although the line ranges from the highly expensive to 
the modestly priced), it is looked upon as a sort of 
general store in the community. It’s the sort of place 
where Johnny will go to see that his name is properly 
engraved on his high school trophy or grandma to have 
her spectacles fixed, or grandpa to have that hole in 
his wallet sewed properly. , 

Scrupulous fairness in his business dealings is the 
keystone of Mr. Rad’s merchandising policy. He 
stresses ability and willingness to serve customers as 
they want to be served, so that they gradually come to 
rely completely on his.integrity. No extravagant claims 
are ever made on the quality of the goods sold, prices 
are rarely advertised, and all business is done on a cash 
basis, although exceptions are made occasionally for 
time payments to an old customer. He never resorts to 
price cutting, uses only moderate markups and maintains 
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which is fresh and up-to-date with a wide range 


of appeal 
New York stores. i 
Considering the strong competition he faces, his rec- 


ord of business success emphasizes that old-fashioned 
remedies without frills and fancies still remain the most 

tent. During the same time that many of the stores 
in nearby Hudson and Bergen counties have been de- 
teriorating, Rad’s has steadily increased its business un- 
til today it draws at least half of its patronage from 
outside of its immediate locality, many of the customers 
residing in New York City itself. This diversity of 
trade justifies his slogan of “Jeweler to Northern New 


Jersey.” 


his practice of consistent advertising, using newspapers, 
bus cards, telephone directories and some direct mail. 
Mr. Rad writes his own copy with the assistance of a 
prepared service, modifying their patterns to satisfy 
his own requirements. His ads are generally institutional 
in character, stressing variety of goods and ability to 
serve, rather than price. 

Likewise, the emphasis is on the store name rather 
than the products. During the war, ads were usually 
centered around current patriotic themes such as ration- 





Many suburban jewelers find their nearness to the big city 
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and prices to offset the offerings of the larger — 


Contributing highly to his merchandising success is’ 


leaves them only the ‘‘gleanings.’’’ L. J. Rad’s store is only 
l5-minutes from New York but his business is steadily growing. } 


x 


ing, restrictions, or buying war bonds. For a non-pro- 
fessional copywriter, Mr. Rad has done so well that 
the Public Service Corporation of New Jersey with 
whom he places bus advertising used some of his placards 
as a model of well-written copy in an exhibit they re- 
cently conducted. 

Bill boards are used for advertising at key points 
where the motor traffic is heaviest. Newspapers used 
are the local ones circulating in the immediate area. 
In former years, Rad took up half of the back page 
of the local telephone directory, but when war-time 
paper restrictions cut down the available amount of 
advertising space, he has recently been forced to confine 
this type of advertising to the yellow business section in 
the back of the book. 

During the Christmas season he sends out personal 
cards of greeting to his clientele without mentioning any 
specific goods. These cards are lithographed and per- 
sonally signed by Mr. Rad above his brief message of 
thanks for patronage extended. Mailings are timed to 
reach addresses about two to three weeks before the 
holiday. Radio was used in former years but was 
discontinued because it was found to be too expensive 
for the results obtained, with much of it being wasted 

(Please turn to page 236) 








Very important to Mr. Rad's business success 
is his policy of consistent advertising, using 
newspapers, bus cards, telephone directories 
and direct mail, stressing service over 





















How To Get Publicity 


In Your Local Paper 


As told to Dorothy Diguam by the Fashion 
Editor of an important Midwestern Daily 


Editor's Note: The advice set forth in this. very prac- 
tical article is the result of an interview with a woman 
who is fashion editor of a well-known and highly influ- 
ential daily and Sunday newspaper in one of the big 
cities of the Great Lakes district, though for obvious 
reasons she prefers not to be identified. In a normal 
year she writes nearly 250,000 words of fashion copy, 
including a daily article, a weekly shopping column, 
text for a Sunday spread of pictures ‘(which she also 
takes) and seasonal rotogravure sections devoted to 
furs, college fashions, Easter apparel, etc. Money won’t 
buy a mention of your store or your merchandise in any 
of her columns, but you can get such mention by giv- 
ing her what she wants—fashion news—and the result- 
ing publicity will increase your prestige, your sales, and 
your profits. Jewelers fail to get the publicity which 
should be theirs, often because they just don’t know 
how to go about it! Miss X tells all! 








The newspaper fashion editor is always on 
the lookout for interesting and timely 
news of jewelry to use in stories such 
as shown here. It's to your advantage 
to get acquainted and keep her posted. 
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no space-grabber on the women’s page of the 
daily papers. Never once in the 20 years that I have 
been in newspaper work has any retail jeweler called 
me up to say he has something new in the store, inviting 
me to come in and look at it! ; 

I happen to be more-than-average fond of fine jew- 
elry, too. I own a diamond pin containing 10 carats of 
good-quality stones, especially designed and made for 
me by one of our best local jewelers. I have had some 
family diamonds reset in rings. I am thrilled just to 
look at aquamarines, star sapphires—or any other fine 

ms. I have visited cutting shops to see how diamonds 
are cut and polished, and I know why precious jewelry 
is more costly to make than other ‘kinds. 

In short, it would be a delight, not a mere duty, for 
me to step around to your store and see something new. 
If the merchandise justified it, I would write a story 
that you couldn’t buy-on my page for any amount of 


money ! 


MoM. JEWELER, I can honestly say that you are 





Backa vOun 
ieh Bech St vy RUTH 





bole, 





‘ 
What I want, however, and what my readers want, 


is local fashion news. Local jewelers just don’t seem 
to know they are selling fashion merchandise, so per- 
haps that’s why they don’t bother about publicity. 

Well, what is publicity anyway, and why is it de- 
sirable? 

In the first place, it is not advertising. It is a mention 
or a write-up in the regular columns of text in the news- 
paper. My articles and pictures appear on the women’s 
page, the logical place for any news about your mer- 
chandise. If the news is about your industry, your or- 
ganization, your officers, or some special event, it may 
be of greater importance to the city desk than to the - 
women’s page. For the sake of good public relations, 
you should know the publisher or city editor and the 
women’s page or fashion editor (sometimes combined) 
on each of your local newspapers. 

As a rule, however, you are only in touch with Gus 
Ad-getter who comes around to get your advertising 

(Please turn to page 238) 


Free publicity worth thousands of dollars is waiting 


et for jewelers who never claim it. All that’s needed 





But no! Jewelers never tinkle my telephone! So I 
go my way, busy with 20-odd department stores, spe- 
cialty shops, milliners and furriers who are in frequent 
touch with me by mail or phone. 

And naturally, when I sit down to report what is new 
in fashions, I write about the things I have seen. Usu- 
ally I haven’t seen any jewelry except costume pieces 
in the big emporiums; so the real thing is relegated to 
a brief mention when I get around to it. My best jew- 
elry news and photos come from a few manufacturers 
or promotional groups in New York. But there are only 
about five of these public relations persons sending out 
material on diamonds and other real gem-jewelry, 
whereas in the millinery field I get pictures and stories 
from at least 20 different sources. 
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is a little “know-how.”’ 














The ancient and modern set the theme for gifts in this window background for 
Christmas selling. 


The third-dimensional scenes in the shadow boxes form an 


unusual but effective background for jewelry displayed on the steps in front, 


To Dramatize Your Windows 


Dramatic and effective window settings set the theme for modern 
visual merchandising. These windows, designed by Edna Eckert 
for some leading jewelry stores, are something out of the usual. 


F there is any merchandise in the world that calls for 
dramatic eye-arresting display, that merchandise is 
jewelry. Beauty, glamour, luxury and brilliance are the 
very essence of fine jewelry, and the manner in which 


such goods are offered must be in keeping with the char-, 


acter of the goods themselves. 

Jewelry needs for its display all the imagination, 
beauty, sensitivity, lighting and richness that can be 
put into it—the romance and glamour of a beautiful 
stage setting to enchance the allure of the play. 

A good example of those principles, and one that is 
well worth studying, is to be found in the displays that 
Edna Eckert is currently creating for a clientele of fine 
jewelry stores. The accompanying photographs of some 
of the preliminary models of her Christmas settings 
which are presented on these pages give an idea of their 
general layout and design, but unfortunately cannot show 
the coloring and the dramatic lighting effects which are 
so essential a part of their eye-stopping appeal. 

At the top of the left hand page is a unit which utilizes 
the symbolism of the offerings of the first Christmas to 
lend impressiveness on the gifts of 1945. In the shadow 
box at the left, brilliantly illuminated by concealed light- 
ing within, is a scene of Bethlehem in full color under 
a deep blue midnight sky with the star above. On the 
steps directly before it are cards with the lettering 
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“They gave precious gifts—Gold, Frankincense and 
Myrrh,” while at the right, similar cards on the steps be- 
low a modern Christmas landscape (also in: full color) 
proclaim, ‘You, too, can give precious gifts—-Diamonds, 
Rubies, Emeralds.” The corresponding stones, or 
jewelry containing those stones are placed on the steps 
beside the cards. - 

Other pieces are displayed on and in front of the 
steps in the center and are hung from the smaller shadow 
boxes. The whole is flanked and backed by miniature 
snow flecked evergreen trees. The group of steps is in 
three units, left right and center which can be re-ar- 
ranged as desired and used as the basis for other dis- 
plays. The shadow boxes, also, are separate removable 
units. . 

Like all Miss Eckert’s work, each copy of the display 
is individually tailored to fit the window of the specific 
store in which it is to be used. 

The second photograph is of a display that is much 
simpler yet highly effective in its very simplicity and 
contrasting colors. This, too, employs a shadow box for 
the point of focal interest but the scene consists only 
of silhouette evergreens cut from fiber board, painted 
white and placed before a background of deep blue sky 
illuminated by concealed light. A shadow box within 
this shadow box has a circular opening in which a piece 
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r concealed light, makes a simple but effective 


of jewelry is suspended with a brilliant light upon it, 
: ‘items can be laid in front of the trees. A tiny 


and other 
street lamp lighted by a miniature bulb adds interest at 


the left. 


A still different treatment is shown in photograph 
Number 3. Here is the interior of a room richly paneled 
in oak and hung with deep red velvet draperies. A 

riod lamp containing a miniature bulb hangs from 
the ceiling, and a window looks out on a Christmas land- 
scape (for which, incidentally, other scenes that will 
he appropriate can be substituted at other seasons of 

“the year). The large “pictures” on the walls are illum- 
‘jpated recesses, each containing a miniature holly 
‘wreath, and one or more pieces of jewelry. Laid on 
the miniature table in the center is a necklace (or what- 
ever the jeweler wants to show), and other items may 





houette evergreens, painted white, against a 
tee of deep blue sky illuminated by 


Christmas setting. Jewelry is displayed in fore- 
ground and in the shadow box cut in the "sky." 


This eye-stopping treatment represents an 
interior of a room, looking out on a win- 
tery landscape. Room is richly paneled in 
oak and hung with red velvet draperies. 
Jewelry is shown in “picture” shadow boxes. 
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be spread out on the window floor in front of the unit. 

For that little display in an odd corner, Miss Eckert 
suggests the fixture shown in the fourth photograph. A 
panel of fiber board in the color of old gold, has a cut- 
out silhouette of a candle and flame to reveal an illum- 
inated recess with glass or plastic shelves on which 
small pieces like rings or earrings can be placed. The 
high degree of lighting within the recess focusses atten- 
tion on the merchandise and displays it to excellent ad- 
vantage. A spray of artificial holly is fastened at the 
bottom of the candle. 

Several things about these settings—as about all of 
Miss Eckert’s work—are especially noteworthy. First 
of all, they “stop traffic” because they are beautiful and 
Rut though they are dramatic, they: are han- 

(Please turn to page 244) 


unusual. 








A display unit to fill an odd 
corner is this fixture with a 
cutout candle silhouette. 
Small shelves in the cutout 
are used to display small 
pieces of featured jewelry. 
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-OPA’s Reconversion Price Program 


ANY RECONVERTING MANUFACTURER IS FREE TO SELL AT EXISTING CEILING PRICES. However, in 
any case where price adjustments are necessary to provide a prospect of good profits. when production 
gets rolling, OPA WILL PROVIDE RECONVERTING MANUFACTURERS WITH NEW PRICES in one of 


the following ways: 


I- INDUSTRY -WIDE ACTIONS 


THIS 1S THE BASIC PART OF OPA'’s RECONVERSION PRICE PROGRAM FOR RECONVERTING INDUSTRIES, 
OPA CONSULTS WITH INDUSTRY: 


@ AT MEETINGS 


NECESSARY PRICE ADJUSTMENTS 
ARE MADE IN THE FOLLOWING WAY: 
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$7.00 ed | $8.08 $109.08 
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INDIVIDUAL FIRMS THAT NEED BIGGER ADJUSTMENTS MAY APPLY FOR THEM UNDER THE INDIVIDUAL-FIRM ADJUSTMENT 


PROVISIONS AT THEIR OPA DISTRICT 


OFFICES. 


II- INDIVIDUAL-FIRM ADJUSTMENT PROVISIONS 


There are three circumstances under which a particular reconverting firm may apply for necessary ‘individ- 


ual adjustments. 


® A firm that needs bigger adjustments: than - 


the industry-wide price increase factor 
allows. 


@) A firm returning to civilian production 
before its industry requests and re- 
A an industry-wide price increase 


® A firminan industry which will not have 


an industry-wide price increase factor 
because the industry as a whole never 
converted to war production. 





HOW FIRMS OF VARIOUS SIZES FIGURE THEIR INDIVIDUAL 


PRICE ADJUSTMENTS 





FIRMS EXPECTING GROSS ANNUAL SALES 
OF LESS THAN $50,000 


hk a 


FIRMS EXPECTING GROSS ANNUAL SALES 
BETWEEN $50,000 & $200,000 


| Tiolotota 


FIRMS EXPECTING GROSS ANQWUAL SALES 
OVER $200,000 


RK aBammHe 





(@ TAKE TOTAL CURRENT PRODUCTION 
costs... WS E, ” 


ADO OWN PROFIT MARGIN FOR 


FIRST OF FOLLOWING YEARS — arg 

1939, 1940, OR 1941 — FOR 

WHICH FIRM HAS FIGURES walhl 
. OR , ‘ ‘ 7] , , 

OPA'S INDIVIDUAL 

ADJUSTMENT PROFIT eit 

FACTOR™, . , 

RESULT—NEW CEILING PRICE 
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RESULT—NEW CEILING PRICE 


@ oo own 1936-39 
PROFIT MARGIN. . . 








(© aduust own 1941 Costs FOR 


A. INCREASES IN OWN 
BASIC WAGE RATES 
SCHEOULES... 


8. GENERAL LEGAL INCREASES IN 
OWN MATERIALS AND & 
PARTS PRICES... 


IF THESE ADJUSTED COSTS ARE 
HIGHER THAN EXISTING CEILING, 
ADO OPA'S INDIVIDUAL ADUJUST- y 


MENT PROFIT FACTOR *. . . a ‘3 


RESULT—NEW CEILING PRICE 











*Individuel edjustuent profit factors will be provided by OPA District Offices along with application forus. 
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New Price Program for Small Business 


Recent order of Office of Price Administration is designed to 


help new, small volame manafactorers start immediate profitable 


operation at selling prices in line with present high costs. 


ARLY last month, the Office of Price Administra- 
tion announced details of a new action to assist 
new small businesses to get under way during the recon- 
version period. The action, taken under the general 
consumer durable goods regulation, provides two special 
pricing methods that would open the way for immediate 
profitable operation for new small volume manufacturers. 
This group, which will include many returning veterans 
and ex-war workers, will, in general, be starting without 
sufficient capital to absorb the present abnormally high 
cost of setting up a business. Under this action, these 
new businesses will be permitted the option of in-line 
prices or temporary ceiling prices calculated on the 
basis of current costs plus a specified profit margin. 
Due to the recent lifting of price controls on all 
jewelry, this program does not apply to manufacturers 
of jewelry, but for the many allied lines such as watches, 
clocks, silverware, ceramics, giftwares, leather goods, 
lighters, etc., that are closely tied up with the jewelry 
industry today, this plan is of current importance. 


COST METHOD 

If a new manufacturer elects this method, he will 
submit estimates of total current costs, including mate- 
tials, labor, other factory expenses, and selling and 
administrative costs. To the sum of these, the applicant 
will add a profit factor to be supplied by OPA. This 
factor will represent in each case the full average peace- 
time profit margin of the industry that the applicant is 
entering. 

When the new manufacturer has had three months’ 
operating experience, he will recompute his ceiling 
prices, using actual costs incurred during this period in 
place of his estimates used in the original calculation. 
The new proposed ceiling prices must be filed within 30 
days following completion of the three months’ opera- 
tion. The original calculated ceiling prices will auto- 
matically expire at the end of five months from the 
beginning of production. 

If a new small volume manufacturer has had ceilings 
established since September 1, 1944, but the ceilings 
have proved unsatisfactory, he may use this cost-method 
to recalculate existing ceilings. In this case he would 
use his latest cost figures if he has been in production 
for three months or more. 
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IN-LINE METHOD + 

The second alternative open to such manufacturers is 
to select a product comparable to the one they expect 
to produce and adopt the ceiling price now in effect for 
the comparable articles. Appropriate additions or sub- 
tractions from the ceiling price are to be made for ma- 
terial differences in cost of production between the two 
articles. 


AUTOMATIC PRICING 

Whichever pricing method he chooses, the manufac- 
turer must submit his proposed price to the OPA dis- 
trict office, together with whatever supporting material 
is required, on a form that is now available from any 
OPA office. 

In general, the new manufacturer may begin to sell at 
his own estimated price 20 days after filing the above- 
mentioned form. If additional information is required 
by OPA before the price goes into effect, the applicant 
must wait 20 days after filing the additional informa- 
tion before beginning to sell. If prices are incorrectly 
calculated, the agency will revise them and notify the 
applicant at once. 


ELIGIBILITY 

To qualify for a ceiling price under this new order, 
an applicant must show that he is both a “new” manu- 
facturer, and a “small volume” manufacturer, as de- 
fined by the following: 

To qualify as a new manufacturer, an applicant must 
show either: 

1. That he is just now starting his business, or that 
he started it after Sept. 1, 1944, (date of the first issu- 
ance of the War Production Board’s “spot authorization” 
program) or, 

2. That the entire output of any business he engaged 
in before Sept. 1, 1944, was on contract or subcontract 
with Government war procurement agencies or Allied 
Governments. 

To qualify as a small volume manufacturer the appli- 
cant must show that both the following conditions exist: 

1, In the six months before reporting his new ceiling 
prices under this order, his total net sales to civilians 
amounted to $100,000 or less, and, 

(Please turn to page 248) 
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The Technique of Salesmanship 4 


As we swing back to peace-time operation the art of selling 


once more comes into its:own. This is the first of a series of 





articles on sales technique that is recommended reading. 


by KARL S. BOWMAN 





Editor's Note: With the ending of the war, and the 


consequent renewal of emphasis upon the selling end 
of the retailer’s operations, it becomes of primary im- 
portance for the merchant to give careful attention to 
the selection, training, and development of the store’s 
sales personnel. 

For that reason, this series of articles on the tech- 
nique of retail jewelry salesmanship is particularly 
timely and is recommended to the especial attention of 
every JC-K reader. The first instalment appears here- 
with, and further chapters will be published in each of 
the nezt several issues. 

The author, Karl S. Bowman, is exceptionally well 
qualified to discuss the subject, having had a back- 
ground of 25 years of personal experience of selling in 
jewelry stores of every type in both large cities and 
small ones, during all of which time he has made a 
point of. studying, analyzing, and experimenting with 
the principles and methods of effective retail jewelry 
salesmanship. 

He has also traveled for one of the largest wholesale 
jewelry houses, and therefore has had an opportunity 
to observe the technique and operations. of a large num- 
ber of stores to supplement his own personal experience 
behind the counter. His present connection is with the 
Budd Jewelry Co. of Muskegon, Mich. 

Mr. Bowman has given lectures and demonstrations 
on several occasions at retail jewelry conventions, and 
is much in demand as a speaker at business gatherings. 

In these articles he presents the fruit of his wide 
experience and observation in the retail jewelry trade. 
They are worth careful study by every jewelry: store 
owner, manager and salesman, 











KARL S. BOWMAN 


ALESMANSHIP, as very few men realize or cate 

to realize, begins long before starting to talk toa 
customer. Long before the customer enters the door, 
It even begins long before the store doors are opened 
for business in the morning and it lasts long after the 
doors are closed at night. 

Salesmanship starts in a man the minute he becomes 
conscious of the fact that he really enjoys selling mer- 
chandise. Then, and only then, will he start to study 
the subject from every angle and try to find out all he 
can about it. 4 

We know that a man can go to school or college to — 
study most professions and trades. He can, with the aid — 
of teachers and text-books, familiarize himself with most 
of the fundamentals and basic principles so that he cam 
practice those professions. | 

Many large companies, like General Motors, Singer — 
‘Sewing Machine, Fuller Brush and others have schools — 
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of their own in which they train their salesmen before 
letting them practice on the public. 

But jewelry salesmanship is one profession in which 
the student has had to get all his information and in- 
struction from observation, practice and self-analysis. 
He has had to learn it all by himself. It is to help that 
man that this series of articles is presented. 


THE URGE MUST COME FIRST 


If a man does not really enjoy selling merchandise, 
and if he is merely doing it in order to eat, he will not 
exert himself to learn anything about it. He will not feel 
the urge to be a better salesman, and will never make 
a real success at selling. 

I once heard a supposedly first class salesman in a 
fine jewelry store make this remark—“All I am trying 
to do is make a living the easiest way possible.” 

You can easily see that this man had no conception 
of what being a salesman was. He was merely putting 
in his time until pay day and was not interested in 
whether sales were on the gain or otherwise. 

What good was this man to himself or his boss? 

You may say that it is ridiculous to refer to an isolated 
ease like this, but let me assure you that it is far from 


being the only one in our jewelry stores. There are. 


thousands of them just like this scattered all over the 
nation. Many of them are holding responsible positions 
and drawing fairly good salaries. 

The wonder of it all is that there are also intelligent 
jewelers owning stores who still put up with this kind 
of salesmen. 

Salesmanship is one profession that a man must be 
enthused about to be a real success. 

There are two classes of retail jewelry salesmen. In 


the one class there are those many clerks whom we just 


mentioned, and who are not interested enough to want 
to improve themselves either by thinking or stud : 

In one city the Board of Education, together with the | 
business men of the town, offered to give anyone inter- 
ested a series of six lessons in retail salesmanship for 
one dollar. There was only one person out of all the 
jewelry stores in whole city who took advantage of this 
opportunity. 

One salesman in one of the jewelry stores made the 
remark, ‘Why should I pay a dollar and give up one 
evening a week to learn how to be a salesman? [’ye 
been getting along all right for 20 years and I guess ] 
don’t need it now.” 


I will leave it to you to imagine what kind of a sales- : 


man he was. 


tne glen 2 il 


In the other class are those all too few men who are © 


enthusiastic about selling merchandise. They love their 


work. They love to see the real beauty in diamonds and 
watches. They know the pleasure and pride and satis- 
faction of personally owning a beautiful diamond or 
watch, themselves. 

These are the men who could be the real retail jewelry 
salesmen—the “‘stand-outs.” Most of them, however, 
are handicapped because they have not had the oppor- 
tunity to study the subject from every angle. They 
have been too busy making a living to investigate the 
real technique of salesmanship. And so they merely go 
on using the same old methods and phrases that they 
have always used or heard others use. 

In the chapters are to follow, therefore, we'll try to 
examine not just those superficial details of selling 
phraseology, but the basic elements on which the struc- 
ture of successful jewelry store salesmanship is built. 


Chapter I. 


Personal Qualifications for the Successful Salesman 


HE most important qualifications for a jewelry store 
salesman is to be a gentleman. 

Being a gentleman is not merely a matter of being 
polite and saying, “Please” and “Thank You.” It means 
putting the other person before yourself. The success- 
ful salesman must be generous, considerate, self-sacri- 
ficing, unselfish and tolerant at all times, not only to the 
customers, but to his fellow-workers as well. He must 
also always remain calm. 

You must always think first of the other person’s com- 
fort, both mental and physical. You must not embarrass 
the other person or belittle his ideas. You must always 
put the customer at ease. 

For instance, if you have a customer for a diamond 
ring, you must not stop and talk to someone else before 
waiting on him. To do so is to belittle his importance 
and he resents it. If you do this, you are immediately 
creating sales resistance and making it tough for 
yourself. 

What you should do is to give the customer your 


194 


undivided attention, at once. He will feel flattered be- 
cause you have made him feel important. In this frame 
of mind he will be easy to work with. 

Then if you find out that he wants to look at a dia- 
mond, for example, do not say—‘Step over here” or 
“Step this way, please” and then rush over to the dia- 
mond case ahead of him. 

Instead, say—‘‘Would you like to go over to the dia- 
mond case?”, meanwhile gesturing toward the case. (Do 


not point.) Let the customer walk ahead of you and 


see that he is in front of the case before you take your 
place back of it. 

If there are chairs in front of the diamond case, as 
there are in most of the newer stores, help your customer 
to get seated. If he has any packages, see that they 
are deposited out of the way. Make him as comfortable 
and at ease as you would a guest in your home. Then 
step around behind the case and start the sale. 

This, after all, is merely being a gentleman. You 

(Please turn to page 245) 
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She Oroun... by KRONSON ! 


The much wanted Crown Table Lighter 
... an outstanding “conversation piece” 
in any smart table setting . . . is ready to 
resume its pre-war popularity. 

This exquisitely modeled Table Lighter 
in rich silver plate .. . featuring the 


patented RONSON “press, it’s lit—release, 
it’s out” action .. . is again in. production 
and will become available in increasing 
quantities for Holiday selling. 

We are sparing no effort to speed up 
reconversion . . . to enable us to supply 
RONSONS as rapidly as possible to our 
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WORLD'S GREATEST LIGHTER 


good friends in the Trade who have 
waited so patiently for them. 


RONSON ART METAL WORKS, INC. 
NEWARK 2,N. J. 


PRIZED FOR MASTER 
CRAFTSMANSHIP 


“Press, it’s lit... 


Release, it’s out” 


BUILD YOUR FUTURE 





























Medieval ‘in styling . 
* is the wedding gown ° 
“worn by this model. 
Her: jewelry is an | 
antique gold and 
diamond cross of 4 

long chain from the 

Hammer Galleries. 










Diamonds “Married” to Fashion 
In First Vietory Style-Show 


HE first big fashion show to raise cheers in New 
York after the V-J celebrations was focused directly 

on diamonds. 
This should point-up two factors of great importance 
to retail jewelers who are rubbing their chins and wor 
dering about the consumer’s reconversion spending: 

1. Diamonds are definitely going to lead the grand 

march as Society begins to dress more elaborately 
this fall and winter; 

2. This and similar shows will keep diamonds in 

the public eye. 

Called “Dream of Diamonds” and presented at the 
Ambassador Hotel on Park Avenue, Aug. 23, the show 
was attended by 250 fashion editors, writers, reporters 
and radio commentators who, through the millions of 
words they write for newspapers, magazines and in 
radio scripts help form the opinions of virtually all 


"Dream of a Christmas Bride” is the theme of 
this wedding costume designed by Mme. Oro of 
Jay-Thorpe. Curves of neckline are accented with 
three diamond cones designed by Marianne Ostier. 
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The wedding 


Francis P. Donatoni to Miss Linda DeMarco 
gt St. Colman’s Church, Ardmore, Pa. 
Original presented to the bride. 


of Ist Sergeant 
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The new diamond campaign, with 177,104,400 messages in the country’s leading maga- 
zines, honors the weddings of American service men who are returning to civilian life, 
salutes the many foreign background groups of American citizens who make up 
the united nations of the United States at peace, and presents important facts 
about diamonds. De Beers Consolidated Mines, Ltd., and Associated Companies. 






































educated American women as to what is really in or 
out of fashion. 





SHOW MAKES NEWS 


These critics, who attend more fashion shows than 
any drama critic attends “first nights” (and get just as 
bored with them), declared that “Dream of Diamonds” 
was one of the most. unique performances ever given in 
New York. Columnists devoted their entire columns to 






This brown velvet and felt turban worn here 
with a costume for the informal bride, was 
especially designed to feature the beautiful 
jewel—a rare Oriental cat's-eye framed 
with rows of baguette diamonds from 
Trabert & Hoeffer-Mauboussin, New York. 
























Diamond and ruby jewelry 
from Trabert & Hoeffer- 
Mauboussin, carries ou? 
the wild rose motif of 
this bridal gown from the 
salon of Jay-Thorpe, N. Y. 


the gowns and the diamond jewelry while three large 
photo syndicates that furnish fashion pictures to news- 
papers and roto sections all over the country, took over 
all available photographs and will distribute them from 
coast to coast. Unless your store is in the middle of the 
Painted Desert, some of these enthusiastic stories are 
bound to be read by your customers, reminding them 
that diamonds are always in fashion, always in demand. 


Ain impressive list of creative jewelers exhibited in 
(Please turn to page 248) 


The bride in the finale of the showing appeared 
in a flower-garlanded gown by Jay-Thorpe, with 
a necklace of baguette and oblong-cut dia- 
monds and diamond earclips by John Rubel. 
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With the increasing trend toward 


STAR SAPPHIRE rings, fine jewelers are 


offered an unusual sales opportunity. As the 


largest importers of STAR SAPPHIRES in the, 


United States, we present a distinguished 


collection of mounted and unmounted stanes. 


AMERICA’S LEADING 
SPECIALISTS IN PRECIOUS 
COLORED STONES 


Harold tohen 


BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK 
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Opals and Tourmalines 


Rough opal, at left, with several cut stones including a black opal and a fire 
opal. At right, several specimens of cut tourmalines and also rough, showing 
occurrence of crystals in matrix. Stones from Wm. V. Schmidt Co., Inc., N. Y. 


O alternate stones have been designated as Octo- 


ber’s stones, though neither has much basis in tradi- 
tion. Presumably, tourmalines were coupled with opal 
because some superstitious people have succumbed to 
the myth that opals are unlucky stones. The origin of 
this belief is a little obscure, but most authorities attrib- 
ute it to a tale, Anne of Geierstein by Sir Walter Scott. 
According to this story, the mystic Lady Hermione 
arrived one morning, wearing an opal in her hair. After 
her marriage and the birth of her child, a drop of holy 
water fell upon the stone, causing it to instantly turn 
milky and opaque, and with this transition the Lady 
Hermione was taken ill. After her death a few days 
later her body disappeared, leaving, in its place a pile 
of ashes, and thus vanished her famous opal, and the 
popularity of opals as gems. Probably Scott had no 
thought of the disservice he was doing this unique gem 
when he wrote his story, and it made little difference to 
anyone for a few years; until new deposits of opal were 
turned up in Australia a few years later. Here was a seri- 
ous situation; when it was-only Hungarian or Mexican 
opals no Englishman cared very much, but when Australia, 
a British possession, had stones it could not sell, some- 
thing obviously had to be done. QueenVictoria courage- 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 
Gem Consultant for JC-K 


ously took the step, by wearing and popularizing # 
opal, meeting with some but not unqualified success in hg 
campaign. The success could not have been comp 
for we still find the great majority of the people m 
ing some remark about bad luck when opals 
discussed. 

There are perfectly legitimate reasons for viewing al 
opal askance, though the common garden variety @ 
hard luck is not one of them. Opals are hydrous silie# 
the same as quartz except that it is a solidified gel rathe 
than a crystallized mineral, and it contains a fairly 
high percentage of water. The water is both its chit 
asset and its principal liability. Asset because it gi 
the opal its color, liability because it is not so secu 
trapped that it cannot escape, and in escaping it cause 
the stone to crack (or check, as we say of opals). 

There have been many theories about the origin of the: 

(Please turn to page 254) ‘ 
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HE tourmaline, although the alternate birthstone for October, was used in these jewelty 

pieces by Sol Kaufman, of 562 Fifth Avenue, New York, because the gem fits in especially 
well with modern styling. 

Mr. Kaufman has used tourmalines here in combination with sapphires, thus obtaining the 
smart color contrast which has recently come into prominence in the fine pieces shown by leading 
jewelry stores. Diamonds have been used also to accent the pieces, adding fire to the unusual 
combination of colored gems. 


The ornamentation is modern with high three dimensional effect. 
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SCORPIO, the Scorpion * 


The Sign of the Zodiac for October, 


* 
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FOR/OCYOBER—.Sourmatine and Opal 




















It is fitting that the sentiment for the month of October is Hope. 


*K © * Now that Victory is won, we again go forward determined that our hope 


| Py *K for an ever-lasting peaceful world must and will be realized. 





The birthstones for October are the Tourmaline and the Opal. For birthstones and all 


other stones, come to Stone Headquarters. 


* S. NATHAN & CO., INC. 


610 Fitth Ave. New York 20. N. Y. 
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Training in Specialty Trades 


Holds Future Jobs For Many 


Youth must specialize in order to build their future security, 


is belief of Packer & West, Ogden, Utah, jewelry firm. Need 


for capable watehmakers and jewelers makes training essential. 


Mr. West, left, and Mr. 
Packer with three pretty 
apprentices. During the 
manpowershortage, girls 
have demonstrated their 
ability to carry on in 
skilled specialty work 
in jewelry setting and 
in watch repair work. 


PPRENTICESHIPS in specialty trades must be 
resumed if young people are to have jobs in the 
postwar era. The mounting of precious stones is an 
art; capable watch repair men are rare. These must be 
maintained. 

This, in effect, is the guiding philosophy of the 
jewelry firm of Packer & West, of 2325 Washington 
Boulevard, Ogden, Utah. To quote Mr. West: “In- 
tegrity pays and pays. There can be no reliable business 
built around substitutes. We do not sell ‘erszatz’ mer- 
chandise.” 

While other firms have added new lines to offset short- 
ages, Packer & West have remained with the same fine, 
old traditional firms on which they have relied in the 
past. They have been rigidly scrupulous in maintaining 
their standards of watch repair work and in the install- 
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ing of war-time substitute merchandise, preferring to 
stick to old established lines, even when it meant tem- 
porary loss of volume they might have had. This has 
given them a reputation for reliability not found in the 
smaller and less known stores which have mushroomed 
during the war. 

According to Mr. West it has been almost impossible 
to find young people with vision enough to see that 
present high wages may not always continue. Youth 
must specialize, and those who do not will be left out 
on a limb when the present boom is over. 

Both Mr. Packer and Mr. West began as apprentices 
back in the days preceding World War I. Because 
“Les,” as Mr. West is called by his friends, has a nat- 
ural tendency for art, he was placed in the jewelry sec- 
tion; while LeRoy Packer, who likes to see what makes 
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There will be more sales in your diamond department when you have the 
Magic Circle diamond agency. This amazing diamond with its continuous 
polished girdle is not only more brilliant, but it presents a talking point 
for your sales force that definitely means MORE DIAMOND SALES MADE. 
The Magic Circle diamond leadership is backed by a powerful, personalized 
mat service, display service and promotional service for your EXCLUSIVE use. 


Write today for a memorandum selection of Magic Circle diamonds and the full 
story of how they can increase the sales turnover of your diamond department. 


ay ot 


MAGIC CIRCLE DIAMONDSYARE A reer OF 
“i La > LL / pe 15, OHIO 
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things tick, was assigned to the watch repair department. 

“We began our apprenticeship with a serious purpose, 
knowing that if we saw it through, we would eventually 
be professionals in highly-skilled specialty trades. Our 
pay began at two dollars per week,” explained Mr. 
West. 

“Now-a-days, we start the boys out at $18 a week,” 
Mr. Packer broke in, “then, as soon as a young fellow 
has learned how to take a clock or watch apart and put 
it together again, he immediately wants a raise. Know- 
ing he is not yet proficient, we refuse. He then goes out 
and either looks for another job or starts a shop of 
his own. 

“This is an alarming tendency and one that is going 
to do much harm to the jewelry trade if something is 
not done about it soon. We hope eventually to organize 
classes. In these we will first convert young people to 
the need of efficiency in skills, and then instill in them 
the desire to become perfectionists. 

“It is going to be difficult for us to accentuate the 
learning of a specialty trade, the need of it rather, but 
if we can take a student at—say the age of 16—and 
teach him watchmaking. and repairing, or the art of 
mounting semi-precious stones, he will have an assured 
vocation, or, at the least, it will attract him to a fascinat- 
ing avocation. 

“An apprentice should allocate three years or more to 
the mastering of these skills. Perhaps four years, if he 
has had no previous experience in the handling of tools. 

“He will need to know the uses of small files and 
saws, drilling and making simple clock repairs. He 
will be taught fine hand skills such as dovetailing of 
wheel teeth, mainspring repairs, hardening and temper- 
ing of metals, polishing steel and brass, and learning 
how to operate a watchmakers’ lathe. 

“Later he will work on watches, learning minor re- 
pairs and replacements. He will be taught the uses of 


206 


L. C. West, at left, does firm's jewelry 
work and engraving, while L. R. Packer, 
right, carries on all watch repair work. 


by L. K. BLEEKER 


i 
* 


stems, screws, drills and taps, also some flat steel polis e 
ing and some jewelsetting, and adjusting pivots to size, 
reducing and polishing their surface.” q 

The writer, curious about the last year’s apprentice 
ship duties, was told that it was comparable to an im = 
terne’s duties in a hospital. He must, in the final year) 
put into practice all that he has previously learned. — 

Jewelry apprentices must be taught the mounting of | 
precious and semi-precious stones, how to appraise 
them, and must learn about karat gold, plated, gold” 
filled and silver jewelry, patterns and grades of silver 
flatware and hollowware. 


As the diamond is the stone in greatest demand, he is | 
shown how each one is different from all others—the 
things that determine a diamond’s value—the different ” 
styles of cutting and mounting, the history and romance ' 
of the diamond engagement ring, and also, and this is © 
essential, how the owner should take care of her dia-~ 
mond jewelry. Lastly, he must feel the deep pride and | 
love for his work that any artist feels who has mastered © 
technique, knows values, and is imbued with strictest 
integrity. 

One needs only to appraise the sales staff and student 
learners in the Packer & West store, to gain that feeling © 
of confidence that, “Here, at last, is the bona-fide estab- — 
lishment I have been looking for.” 

Simplicity is the keynote in the small display room. ~ 
The lighting is adequate but not lavish; the shelves are ~ 
not loaded with china and bric-a-brac, colored glass or 7 
statuettes. 

Instead, one has the feeling of coolness so apparent ~ 
where there is no crowding; of the refreshing coolness 
found on a velvety green lawn with little boxes of 
jeweled flowers in design. 

In the show cases are brilliant gems, sparkling 

(Please turn to page 264) 
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TQ OVERSUBSCRIBE THE — 


VICTOR Mee OLANIDRIVE 


THE GUILD OF AMERICAN DIAMOND CUTTERS 
an affiliate of 


BAUMGOLD BROS., INC. 


Creators of the Circle of Light. Diamond 
62 WEST 47th Sieeer.| NEW YORK CITY, N. Y. 
Melee Plant: 305 East 15th Street, N. Y. C. Los Angeles Office: 220 West 3th Street 


‘ . v) 
Diamond Tool Research Co. 304 East 45¢th Street, N.Y. ¢ 























Radio Talks 


Create Gem Interest 


ONCE-A-WEEK, 15-minute, semi-classic musical 
program, plus short talks on gems by Sam D. 


» Seudder, Jr., Registered Jeweler of the American Gem 


Society and member of the firm of Safford and Scudder, 
has proved a major business getter for:this fine old 
store, established some 90 years ago in Kingston, N. Y. 

Mr. Scudder, a musician of note in his community, 
has combined his hobby and profession as gemologist 
into an entertaining radio feature. What had prompted 
Mr. Scudder to try these programs in his home city 


“was a Gem Study Group by the American Gem Society 


at their Boston Laboratory at which a North. Carolinian 
member mentioned radio talks he was giving in his home 
state. 

In a short time after that, Mr. Scudder, armed with 
“Jewel Song” from “Faust” as appropriate theme and a 
carefully prepared script, conducted the first “Hour of 


, Gems” program some two years ago over WKNY, also 


placing a paid advertisement in local paper to announce 
the event, and then sat back to wait for results. At first 
he received no fan mail, but customers and friends meet- 
ing him on the street remarked, “Heard you Sunday .. . 
you going to be on every Sunday?” 

Mr. Scudder explained, “I tried planning my pro- 
grams according to my customers’ reactions . . . for 
instance, I found many of my younger lady customers 
asked, ‘When are you going to talk about my birth- 
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Telling the story of gems on the 
air has brought Sam Scudder, of 
Kingston, N. Y. a wide circle of 




























Soins 


listeners, many of whom have count 


to his store as new customers, 


Sam D. Scudder; Jr., a Registered Jew- 
eler, A.G.S,, speaks with authority on his 
“Hour, of Gems" weekly radio program. 








| Sam Scudder 
will_talk about the 


PEARL 
Birthstone for June 


Station WKNY 
Sunday, 6:15 p.m. 


Small one-column newspaper announce- 
ments tell readers of next program. 





by SOPHIE MILLER 


stone?’, which furnished me with am idea for all future 
programs. On the first Sunday of each month I arrange 
to talk on the birth-stone of that month and advertise 
in the newspapers accordingly, which brings about an 
avalanche of phone calls to our store and radio station, 
asking as to exact time of program, many wanting to 
talk to: me personally, and asking various questions as 
to the gems they own and also that I mention some of 
the legends connected with their particular birth-stone, 
. .. that they heard this and this . . . and was it true, 
ete. “The Curious Lore of Precious Stones” by Dr. 
George F. Kuntz answered many of their questions. 
Older women especially liked the traditional stories 
handed down from generation to generation. I seemed 
to have a particular type of listener that liked the anec- 
dotes about gems. 

On the other hand, the men customers seemed more 
interested in the scientific and technical aspect of gems, 
stories about pearl divers, and how pearls come from 
the bottom of the sea, more un the adventure style and 
a bit of heroism. On one of my very recent programs 
I sadly dispelled the notion that fine pearls can ever be 

(Please turn to page 264) 
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576 FIFTH AVENUE 


RUBIES « SAPPHIRES ¢ SPINELS 





The above letter from the W.P.B. and the good news of Vic- 
tory over Japan has ended our obligation for war production. 


All our efforts, equipment, facilities and well trained force are 
now devoted to the processing of American made Synthetic 
Corundum and Spinels for civilian uses both industrial and 
for jewelry purposes. 


We will endeavor to keep all our war time employees and to 
cut Ring Stones with the same skill and efficiency applied in 
the making of Precision Jewel Bearings. 


MAX DURAFFOURG 


FACTORY + NEW ROCHELLE, N. Y. 


NEW YORK 19, N. Y. 
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With an Eye 
To the Future 


The blue and gray Cararra glass frame 
of this modern front makes it strik- 
ingly alive. Its principal feature is 
the unobstructed vision it allows 
passersby of the interior of the store. 


TARTING at the front, you see a huge frame of 
gleaming French blue and gray Cararra glass, The 
name “Vermes” is written large in cold cathode neon 


script at the top. Neatly below it, in smaller, unlighted,. 


sans serif type, is the legend, “Jewelry on Credit.” 

This is the customer’s introduction to one of the North- 
west’s finest new shops and one of the most uniquely 
attractive stores in the nation—an establishment which, 
because of the high praises heaped upon it by the literally 
hundreds of merchants visiting it in recent months, can 
be fittingly described as a model postwar store. _ 

The name of the shop is Vermes Jewelry, Inc., and it 
is located at 625 Hennepin Ave., Minneapolis, Minn. 
Harry Vermes, for 28 years associated with Max A. 
Kohen, Inc., Twin Cities’ oldest credit jewelers, and 
secretary-treasurer Of the Minneapolis Retail Jewelers’ 
Association; and A. Ml. Rosenzweig, a newcomer to the 
jewelry trade, are the proud co-owners of the business. 
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A showcase on wheels that can be rolled 
into the small narrow window at the 
right of the entrance is a new feature. 


by MILTON FIGEN 


NOTHING HIDDEN 


Most unusual feature of the new Vermes shop is that — 
everything in and about it is “open.” This “out-in-the | 
open” atmosphere keynotes the business policy as well) 
as the physical premises. The two are ingeniously in- ~ 
terwoven. 

The atmosphere is first apparent from the sidewalk 
in the absence of conventional window backgrounds 
which turn this superbly lighted store, in effect, into an 
entire show window in itself. There are displays in 
the windows, of course, but customers can look “over” 
and “under” the merchandise shown directly into the 
store. A modern, transparent, heavy glass Herculite door 
aids this bettered visibility. 

An innovation in the “windows” is the fact that the 
merchandise displayed therein is as much a part of reg- 
ular store stock as any of the merchandise inside. Clerks 
can come right up to the window and remove merchan- 
dise. The display unit behind the wider left glass 
(which, by the way, rises from within a foot of the 
sidewalk level) is an exact duplicate of all inside display 
units. These are streamlined “glass beds,” low and 
“unskirted,” open below. They rest on finely grained, 
slender, panelled walnut supports. 
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Oren diamond. set.in our jewelry is cut in our own 


modern Cutting Fricbovg 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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WINDOW ON WHEELS 


The short window to the right of the transparent door 
is a true innovation. The space here was narrow, rec- 
tangular, with the narrow end facing front. A double- 
decker case mounted on casters was designed to fit it. 
The whole unit rolls back into the store. This makes all 
merchandise in the case quickly available from the in- 
side. Washing the inside of the glass is reduced to less 
than a chore. 

Not only does the store front attract attention and 
admit the maximum amount of light to the interior, but it 
invites entrance. The customer walks in over a warm- 
colored salmon-pink terazza floor which carries back 
eight feet into the store. His real surprise comes just 
inside the door! 

The perfect visibility is apparent. Banks of cold 
cathode neon tubing suspended in walnut panel frames 
from the ceiling flood the premises with warm, shadow- 





A homey, loungy atmosphere is created at Vermes by the mod- 
ern custom leather seating nook just inside the front door. 
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ae _ in * Vermes store are ' 
ined and neat. They rest on cefu ; 
matched walnut supports and sethed : fonlp 
have plenty of room to tuck feet under Cases, 
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Stock drawers behind display ¢ , 
no pullouts to break symmetry pri ne 
but are overlapped and opened bye 


fingers beneath lower lip. and pulling oy 






































less illumination. The atmosphere inside is entirely 
informal. This is a credit jewelry store, but no cold 
marble and grilled windows frown forbiddingly upon 
the customer. Instead, just inside the door his sight en- 
counters first of all a modern, custom-upholstered blue 
leather lounge. Its lines are simple—the whole shop and 
all fixtures and decorations are styled on simple lines, 

From this lounge, and the walnut flower box, which 
he sees upon entering, the customer gets the feeling of 
comfort. He is subtly told, in effect, that he need not 
rush, that he will be given all the time he wants in 
selecting merchandise. 


FUNCTIONAL FIXTURES 


We stated earlier an “out-in-the-open” policy of doing 
business and physical premises that are “interwoven.” 
How one is made to reflect the other is shown by the 
very fixtures on the inside which are suggestive of this 
feeling of everything—merchandise as well as merchan- 
dising practice—being open for public inspection. The 
floor display cases don’t crowd each other. Each is 4 
well-lighted modern unit with ample room to “stand up 
to” and supported at either end by two slender walnut 
blocks. The cases are narrow. Clerks can get to the 
merchandise quickly. There are no compartments below 
the display level for extra merchandise storage. There 
is nothing “below board.” 

(Please turn to page 268) 
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( MULTI-FACET DIAMOND 2 
oO INSURED -GUARANTEE 


‘ NSUVAANCE €2 
P2000 








THE news was sensational . . . and so was the reaction! Diamond 
dealers everywhere instantly recognized Multi-Facet’s pioneer- 
ing insurance-guarantee for exactly what it is: 









A POWERFUL SELLING TOOL! ae ee oe ee ——d | 


Multi-Facet’s patented, faceted girdle adds greater 


brilliance and beauty to the diamond. And Multi- Wulk. ee 
Facet’s guarantee, underwritten by one of Amer- ae 


ica’s foremost insurance companies, protects that 


beauty against loss by chipping. : DIAMOND RINGS 


NO OTHER DIAMOND 
OFFERS THESE TWIN ADVANTAGES! 


And only franchised Multi-Facet dealers can capi- 


talize on these powerful selling arguments! 
If you would like to profit by our progressive 





policy and dynamic merchandising methods... 
join the trend to Multi-Facet. Write, wire or tele- 


phone for details on franchise rights. Do it today! DIAMOND CRAFT OF AMERICA 


Diamond Cutters for Four Generations 
This indiwidual policy-guar. ‘ 551 Fifth Avenue, New York 17, N. i? 
covers the full value of every 
Multi-Facet diamond purchased. 


*Pat. & Reg. U. S. and Foreign Countries 
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“Dependability” Supplants “Price” 


Looking forward to possible changes in buying habits in postwar 


years, many jewelers who formerly sold “‘price’’, revamped their 


advertising appeal during war to build customer confidence. 


q@* E of the important developments in the jewelry 
trade that was brought about by the war was the 
opportunity it provided for stepping up the tone of the 
advertising of those stores that formerly depended 
almost wholly upon the featuring of price and credit 
terms as their chief appeal. 

Even before Pearl Harbor many of the better credit 
jewelers had begun to shift their emphasis to quality 
and reliability, and to tone down their “sensational 
offers” and the heavy black appearance of their ads in 
favor of the kind of advertising that suggests the high 
grade establishment rather than the bargain basement. 
The war speeded up the process because with an eager 
public clamoring for goods there was no longer any 
point in’ stressing price, terms, trade-in sales or “free” 
premiums. : 

It was a wonderful opportunity to build consumer 
confidence. in the store as a buttress for the post-war 
era, and forward looking jewelers were not slow to 
grasp it. One of the outstanding ones was Rudolph 
Bros., operators of a chain of 28 stores in 26 New York 
and New Jersey cities and one of the largest users of 
advertising space in the retail jewelry trade. Advertise- 
ments of these stores now stress dependability instead 
of price and the management is pursuing an integrated 
plan to create public confidence as a solid foundation 
for its present and future merchandising activities. 

Rudolph stores are located in cities of all sizes. 
Three are in cities of 12,000 or less and two are in 
cities of more than 300,000 population. All except four 
stores are in New York State. Headquarters are in 
Syracuse, from which all advertising and merchandis- 
ing activities are directed. 

Immediate cause of the shift in advertising tactics 
stems from wartime conditions, with merchandise short- 
ages and greatly increased public buying power. But 
other factors also underlie the change, and it may be 
regarded as the natural result of the maturing of a 
vigorous merchandising organization. Rudolph’s cele- 
brated its 39th anniversary in June. 

In the early days of its existence Rudolph’s attracted 
attention: and clinched sales by what were considered 
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spectacular methods—some competitors termed them 
undignified. Rudolph’s sold on easy credit terms and 
used large newspaper space and bold-black layouts in 
advertising. Non-jewelry lines were added to build vol- 
ume and every possible inducement was offered to cus- 
tomers. By its very daring, Rudolph’s advertising and 


Price takes a back seat in this 
Rudolph ad in which the perfec- 
tion of matched sets is stressed. 
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Announcement of the: store's new 
brokerage service, offering to 
serve as agents for customers 
who wish to sell their jewelry. 


merchandising accomplished its purpose—to sell more 
merchandise. People who formerly considered jewelry a 


luxury beyond their reach were lured into Rudolph. 


stores and sold on an easy payment basis. Rudolph’s 
was among the first to apply the principle of making 
it easy for the customer to buy. 

Now the picture has completely changed, with an 
institutional note dominating all Rudolph advertising, 
and the once prominent price theme subordinated. 


FURTHERS IDEA OF OLD, ESTABLISHED FIRM 


“We emphasize dependability, reliability, confidence,” 
said Jerome S. Weill, advertising manager. “We want 
to build up the idea that we are an old, reliable organi- 
zation and that customers can buy here with confidence. 
It is perhaps only natural that many would-be custom- 
ers are a little skeptical about patronizing a firm which 
has stressed price for so long. We feel that the present 
is an opportune time to subordinate price. Jewelry is 
for the most part hard to obtain and people are willing 
to pay for it. So we are concentrating our efforts upon 
building public confidence.” 

Even before the war Rudolph’s advertisements ‘un- 
derwent a gradual change, especially in physical ap- 
pearance. The heavy, black smash, the “‘hit-’em-in-the- 
eye” effect, gave way to a lighter style that made liberal 
use of white space. In this Rudolph’s was following 
the general trend of good advertising technique. At 
present the firm’s advertising compares favorably in 
artistic merit with that of most exclusivé jewelers. 

Because of the vast amount of detail involved in the 
préparation of advertising for so many stores, two 


advertising agencies write the copy and attend to the _ 






mechanical production of all Rudolph advertising, One. 
agency handles newspaper advertising, the other looks 
after radio, direct mail and other forms of advertig 
Mr. Weill estimates that a typical year’s advertising 
appropriation is divided as follows: Newspapers, 75 
per cent to 78 per cent; Radio, 12 per cent to 15 per | 
cent; Direct Mail, 10 per cent. The frequency of news. 
paper advertising varies from twice a week in smaller 
cities to daily ads during the busy season in larger 
cities. Rudolph advertisements measure from 20 to 69 
or 80 inches. Size of the city, volume of business done 
by that particular store, competition, and, more recently, 
publishers’ restrictions on the use of space, govern the 
amount of space used in a given city or newspaper, 
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NO SET FORM TO ADS 


The firm follows no “house style” in its advertising, 
has no exclusive or favorite type faces for headings or 
copy and confines itself to no set form of layout. Ad- 
vertisements are written and laid out to make the most 
effective use of the selling message. All illustrations 
are sketched from actual merchandise, type is all hand- 
set, and the best quality engravings and mats are used. 
Mr. Weill states that they could have their mats made 
for half of what they are now paying, but consider that 
good mats are well worth what they cost. 

Although it might seem that the necessity of handling 
all advertising through an agency would slow up the 
production cycle, delaying the insertion of last-minute 
ideas and the featuring of newly-received merchadise, 
such is not the case. 

“Both of the agencies through which we work are 
comparatively small and flexible organizations,” Mr. 
Weill explained. ‘We find that we can prepare better 
ads and obtain more careful production through agencies 
than would be the case if we tried to handle all the 
details in our own offices.” 

Mats and proofs are sent by the agency to each 
Rudolph store and the insertion of the advertisement 
is handled by the local manager, acting on instructions 
from the head office. 


CAPITALIZES ON ALL GIFT OCCASIONS 


Rudolph’s capitalizes on all holiday and gift occa- 
sions. Here emotional appeals are used. The customer 
is not urged to buy a piece of jewelry as such, but a 
wedding ring as “the perfect symbol of your love.” 
“For dear dad . . . he will be proud to wear this hand- 
somely designed, fine cameo ring in 10K yellow gold.” 
“Gifts that will do justice té6 the importance of your 
anniversary, exquisitely designed jewelry, fine watches, 
practical gifts for the home.” “Graduation will be a 
memorable occasion ...” “Birthdays deserve remem- 
brances like these . . . They are neither too young nor 
too old to appreciate the charm of birthday gifts like 
these.” 


- 


USES RADIO ADVERTISING TOO 


Radio advertising is an important adjunct of news-- 
paper advertising’ with Rudolph’s, but here the theme 
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is entirely institutional. “Dependable Rudolph’s” is a 
phrase which cannot escape any listener. Radio time 
is devoted entirely to spot announcements and the firm 
professes itself well satisfied . with the results. 

Direct mail assumes impressive proportions at 
Rudolph’s, where the mailing list comprises 250,000 
names. In normal years four illustrated booklets are 
mailed customers—in March, June, September and No- 
vember. This year there will be but three mailings. 

The -Christmas promotional piece usually runs to 16 
pages in color, the other mailings often take the form 
of folded pieces, all liberally illustrated in effective 
color. Here, even more than in newspaper advertising, 
mail-order catalogue technique is followed, simply be- 
cause it is good advertising. Occasionally a customer 
will order a pen or pencil from such a booklet, but the 
promotional pieces are aimed at building good will and 
drawing customers into the stores.. No serious attempt 
is made to check results from direct-mail work. Mr. 
Weill believes that no accurate measure is possible, 
judging from his experience with Rudolph’s and with a 
Central New York State department store chain. It 
is obviously impractical to survey customers to ascertain 
how many were led by mail advertising to buy -at 
Rudolph’s. The rm does know, though, that the all-over 
results are good. 

Even direct-mail pieces carry the dependability theme. 
“Buy DEPENDABILITY when you buy diamonds,” 

















Direct mail is a big item with Rudolph 
with a mailing list of 250,000 names. 







urged the 39th Anniversary mailing in June, “@ 
of judging diamonds is the result of long years of ; 
ing and experience. . . . That is why it is so importayy 
to make your gem purchileés from a store with a re pe 
tation for dependability built through many hono) ae 
years. Rudolph’s is such a store. We give our aston e 
ers scrupulous service, and we are proud of our ski 
in selecting and assembling some of the finest gems 
obtainable.” 

In addition to strictly promotional mailings, Rud 
sends routine letters to all persons opening or clo 
accounts. These, of course, are valuable in by 
good will and prestige. 

Promotions of “hardware”—the firms designalll 
electrical appliances, cameras, sporting goods, dishes and 
allied lines—have been absent in the war years, Nor 
mally these lines account for 20 per cent of total yol- 
ume. These items were favorite leaders for price com- 
petition in past years. They served the duai p 
of getting people into the stores and swelling the volume 
of sales. When reconversion makes tgese lines again 
available in quantity, they will once more assume some 
importance, although it remains for future _develop- 
ments to determine just how large a part they “will play 
in the firm’s' operations.’ 
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DIAMONDS NEVER “PROMOTED” i 


Watches and diamonds are never “promoted” at Ri- 
dolph’s. Famous names are featured, especially in 
watches, and the store furnishes written guarantees of : 
cut, color and purity of gems. 

A wartime development has been the establishment 
of brokerage departments in several of the stores to sell 
customers’ diamonds and jewelry which has been a pro- 
nounced success, bringing scores of fine old jewels out 

(Please turn to page 272) F 
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Even Though Disabled, 
They Can Produce : 


JAMES J. CASSIDY 
Personal Manager, 


Jacques Kreisler Mfg. Co. 


Physically-handicapped persons proved themselves capable of 


maintaining high work standards in war plants. Disabled 


veterans will swell their ranks—all they ask is a chance. 


URING the past few years the problems of plant 

operators in finding workers to fill war-occasioned 
vacancies in their working force made it necessary to 
look further afield to secure the manpower—and woman- 
power too—in order to fulfill the increasing demand for 
the materials of war. 

There was one large pool of workers that was virtual- 
ly untouched and that was the some 130,000 physically 
disabled persons in the United States who were ready 
and willing to go to work and lacked only the oppor- 
tunity. This figure includes only those persons who are 
in the working-age group and who have that type of dis- 
ability which may be fitted to the average industrial 
operation. 

Today our country is at peace but as an aftermath of 
our hard-won victory are the thousands of physically 
disabled veterans who gave of themselves to make this 
peace possible. All that these men ask is nothing more 
than the chance to take their places once again in civil- 
ian life with an equal opportunity to work and maintain 
themselves and their families. 

Our point is this: while these veterans have been at 
war, other physically-disabled men and women have 
gone into war work and have proven themselves fully 
capable of maintaining a high standard of performance, 
in fact, they have in most instances set such an example 
for the able-bodied employee that they have served to 
stimulate production and safety for the entire working 
group as a whole. 

The experience of the Jacques Kreisler Mfg. Co., 
North Bergen, N. J., which has attracted wide publicity 
for its policy of employing handicapped persons is a 
good illustration of how one plant maintained a high 
production record and an excellent safety record during 
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With crutches and canes by their sides, 
these workers at the Kreisler plant set 
a high record of attendance and work. 


the war years. This concern’s business is principally 
the manufacture of novelty and costume jewelry—wrist- 
watch expansion bands, ladies’ and men’s jewelry. Dur-, 
ing the war its facilities were adapted to war work, turn- 
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The handicapped are more conscious 
of safety rules and set an example 
for the more physically fit workers. 


ing out precision parts for a list of about 35 war con- 
tractors throughout the country. 

Personnel manager of the firm is James J. Cassidy, 
who, himself handicapped, came to the company a few 
years ago as a timekeeper. Through advances won solely 
on the basis of his proven ability, he is now in charge 
of all personnel matters and as such, is well qualified 
to speak on the subject of the use of physically-handi- 
capped persons in industry. 

According to Mr. Cassidy, the company first hired 
handicapped persons for work in their plant more with 
the idea of testing a conviction of Cassidy’s, rather than 
with a view of preparing themselves against the day 
when the labor market would feel the pinch of a war- 
time shortage of able-bodied workers. 

Knowing himself the obstacles ordinarily thrown in 
the path of persons with physical limitations, the first 
disabled workers were hired with the purpose of dis- 
covering whether such individuals could prove their right 
to be considered for work in industry. The results more 
than confirmed Cassidy’s conviction. It was found that 
once properly trained in a job which fits their capabil- 
ities, the handicapped person can equal or exceed the 
production of others more physically fit. They have 
demonstrated a remarkable record for work attendance 
with virtually no absenteeism. Because they are more 
conscious of hazards, not one of them has been involved 
in a lost-time accident. In addition, the example set by 
these persons has served to stimulate production and 
safety for the entire plant personnel. 

“An important consideration in hiring physically- 
disabled men and women,” Mr. Cassidy statts, “is to 
determine the kind of work which each individual appli- 
cant can perform. This would undoubtedly be more 
serious in the case of certain industries, unlike our busi- 
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A crutch was no deterrent to this man 


at his work at Jacques Kreisler Mfg, Co, 


This man has a wooden 
leg but, seated, he is 
fully capable of turning 
in a full day's work. 


ness, in which the majority of the operations involve 
much moving about the plant, lifting of heavy materials, 
or prolonged periods of standing on the job. We have 
only a small part of our operations which fall into these 
categories and we have used our discretion in placing 
the handicapped in these jobs. 

“The manner in which we have operated to place these 
people in work where their limitations do not impede 
production, and where their own physical well-being 
will not be further jeopardized, has been relatively 
simple. In filling a place with a handicapped applicant, 
we are guided by a pre-employment examination of his 

(Please turn to page 278) 
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Systemeering ... 


A program for planning and controlling your retail 
operations to create and conserve greater and surer profits, 


Editor's Note: Lack of complete and accurate informa- 
tion is the rock on which many a retail business found- 
ers. For efficient operation, the retailer must know at all 
times exactly where he stands on inventory, sales, prof- 
its, assets and liabilities. 

Many storekeepers fail to maintain adequate records 
because they think. it means installing a complicated 
and elaborate system which they will not have the time 
or the help to operate. That is not the case. The average 
small store requires only a few simple records covering 
the essential points, but they must be intelligently 
planned. 

Landers, Frary & Clark, manufacturers of “Univer- 
sal” electric appliances, have worked out such a system 
for the small store with the advice and cooperation of 
such business management experts as the Burroughs 
Adding Machine Co., the Shaw-Walker Co., Moore 
Business Forms, Inc., and others. The net result has 
been formulated into a complete but simple set of essen- 
tial forms and methods which has been entitled “Sys- 
temeering,” and the highlights of which are presented 
here in order that JC-K readers may have the benefit of 
this. practical assistance. 





YOU buy from one man and sell to another in order 

to make a profit! The more you sell of what you 

buy the more profit you should make. Yet the money 

that comes in is like sand in a sieve$ there are so many 

places for it to go: rent, insurance, lighting, heat, sal- 

aries and commissions, cost of merchandise, taxes, store 
improvements. You get what’s left. 

The odds against the poorly prepared retailer are 
tremendous, “Studies show that over I6 per cent fail 
within the first year. Over 50 per cent are out of business 
by the end of the third year, and only one out of six 
succeeds in getting established permanently on a profit- 
able basis! 

Even though sales and profit opportunities are excep- 
tionally good, if you are to get your share you must 
know what it takes to operate a store profitably. You 
must study and apply sound business methods. 

Records that speak for your business, forms that 
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speed its operation, equipment that validates and re- 
cords its conduct, all help you.to create and conserve 
a profit. For if you would make money you must be 
continually advised of your business’ pulse-beat in 
order to better regulate and control it for a continued 
state of good business health. Modern business science 
makes all this possible and practical. 





A SELLING 











The PROCEDURE 
of RETAILING. 


NET PROFIT 


Copyright 1945, Landers, Frery & Clark 


The first essential for a profitable merchandising 
job is to make sure your store has the right kind of 
physical facilities and layout. This means your store 
must be conveniently located. It must have an attrac- 
tive, well-planned and arranged interior in which cus- 
tomers can shop conveniently and where your merchan- 
dise can be displayed with maximum sales-appeal. 

The second is efficient store operation and control, 
which means setting up procedures and establishing con- 
trols whereby every job necessary to profitable store 
operation will be performed efficiently. 

A study of your store’s operations will reveal that to 
run a retail business profitably you must: 

1. Buy intelligently. 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















We're choosing this 


Jine way to tell 
. your fine trade that 


a fine product is” 
ADVANCE 

BUYERS: 
EDITION 


FoR OCTOBER, 1945 





2. Sell effectively. 

8. Control efficiently. 

Let’s take a quick look at what is involved in each 
of these. 

















( Ae BUYING FUNCTION ) 





ee SM Lamia ey 6 et 


Your Buying Job Consists of 


1, 


Determining what to buy. 

This means studying your local customer’s wants, 
studying your own records of sales, looking over 
your competitors’ assortments, analyzing your 
stock on hand, and setting up your buying plan. 
Deciding where to buy. 

This means making market studies and contracts, 
finding reliable resources, and maintaining good 
credit rating and vendor relations. 


. Placing the Order. 


This means deciding when to buy, developing and 
using a good ordering procedure, setting up the 
right systems and records for receiving and stock- 
ing incoming goods. ; 


Adequate records are your best guide to a good buy- 
ing job. Those that are essential for the average jewelry 
store are: 


7: 


A simple want-slip form: There need be nothing 
formal about this record. All that is needed is a 
pad on which can be recorded customer requests 
for merchandise out of stock, but which your store 
should carry. This form can also be used for spe- 
cial orders. One of the advantages of small scale 
retailing is that you can often give special atten- 
tion to the personal needs of your customers. Much 
of your buying can be on a special order basis, 


‘or at least, with the personal needs of your cus- 


tomers in mind. 


. A purchase order form: Every store, regardless 


of its-size will find it advantageous to use a pur- 
chase order form. Such a form is essential be- 
fause— 


3. A receiving record. This serves as a 


. A record of payments. 


incoming merchandise ‘for marking, stocking ti 


accounts payable purposes. 


. A permanent accounts payable record. This record 


makes possible prompt payment of.’the purchase 
and serves as a permanent record”for your guid. 
ance. agar 

Finally, after the goods are received and the in. 
voice recorded, payment must be made. So, as 
the check is written and sent to the vendor the 


amount of the check is entered in your daily trans- 


ye agtion report, and then is recorded on the Various 


atcounts that are affected when you pay out money, 
The result is a balanced up-to-date ledger control, 


Your selling job consists of: 


1, 


Maintaining useful customer and prospect records, 
This requires knowing how your customers ae 
and what they want to buy. 


. Effective selling and sales promotion. 


This means aggressive personal selling and well 
planned advertising, display, direct mail, telephone, 
and other sales stimulating activities! 


. Attractive store maintenance and merchandise pres- 


entation. 
This means keeping your store neat and clean and 
your stock orderly and attractively arranged. 





Copyright 1961. Lenders. Prery @ Cte 


4. Efficient sales records. 


This means the operation of a practical system of 
recording sales, receiving cash, handling charges, 
recording time payments and lay-away sales. 
Provision for Adequate Customer Service. 

This requires a proper wrapping service, provision 
for making adjustments and handling customer 
complaints, making delivery, and handling the 
many special customer service problems that build 
permanent business. 





Adequate records are essential to a successful selling 
job. The system described here is your minimum esset 
tial. It will give you the facts you need every day. 
Don’t try to get along with less! 

1. Prospect File or Record. 

A good prospect file is a must for many types of Me 
(Please turn to page 282) Mil 


---An order is a contract and should be in writing. 
---An order form provides the proper space for 
stipulating the conditions of the contract. 
—The order form can give instructions to the 
shipper which, when followed may reduce trans- 
portation costs and speed up the shipment. 
—It provides a record for purchase follow-up. 
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Y brother and I operate a retail jewelry store 

in Erie, Pa. In conventional fashion, it has a 
display window which is fronted by heavy plate glass. 
We are very proud of our window, and to my brother, 
especially, it is a matter of the greatest distress, when 
we arrive at the store in the morning and find it covered 
with finger prints that have been implanted by window 
shoppers who insist on smearing and daubing the glass. 
To remove the marks requires work that seems unneces- 
sary, and sometimes .we have rather uncharitable 
thoughts about the daubers. 


We became interested in the window daubers, and dur- . 


sing the business lulls in the lazy July days we decided 
to give attention to the subject. Who are the daubers? 
“What sort of persons are they who cannot inspect a 
“Jévely window without leaving smears on the glass? 
What techniques are used in daubing? For posterity’s 
‘benefit, a study was made, and although our subject was 
trivial we accorded it the same respect that a candidate 
for the Doctor of Philosophy degree would give to a 
major research problem. 
wolitirst. of all, we eliminated from consideration the im- 
prints ’ “of children’s noses on the window glass. That 
is in a ‘slightly different category from daubing, and 
possibly in some other languid July we can give atten- 
to it, and produce a separate essay on the topic. 
a ‘Window daubers, we noted at ‘the outset, are ambi- 
xtrous. Of the scores of daubers studied, 71 per cent 
got in their licks with their right: hand, twenty per cent 
employed the left, and fortunately, the most devastating 
of all the daubers, those who employed BOTH hands, 
comprised only nine*per cent of the total. The twenty 
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A smear means a look and q look sometimes means. a 


by RICHARD L, BEYER 2 










per cent of lefties may seem a bit high, but observa 
revealed that the dauber often is carrying a package | 
bundle in his right arm, and itis thus more convemi 
to do southpaw daubing. 


you didn’t know), and our statistics show the follo owing 
breakdown: women, 82 per cent; men, nine per centy 
girls, seven per cent; boys, two per cent. Thus, 89 per 
cent of all smearers are female, and 91 per cent of b we 

(Please turn to page 314) i 















Editor's Note: In the language of the radio commer 
cials, do you have trouble with window daubers, dot 
your plate glass have to be cleaned very mo in 
remove the smears left by window gazers of the 
ous evening? 

An Erie, Pa., jeweler humorously bemoans the 
ending job of keeping his windows clear and bri 
the face of the ceaseless assaults by smeary fing 


ing caused; but we also suggest that despite the adde 
labor, it’s a whole lot better to have the windows da b 
even at the cost of polishing them every morning, | 
not to have people stop to look at them at all. W 
knows—some of these window daubers might come® 
the next day and make a purchase. 

Any contributions to this momentous discussion which 
any of our readers may care to make, will-be welcomed; 


a Se 
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St The names given in each case are those of the president and secretary. ae 
“American Seciety—Kenneth L ‘an Cott, 60 Court Street, Binghampton, N. Y., Jewelry’ Crafts Association—Ww. Waters Schwab, 216 E, 45th St., N, Y.: He 1 
GO oo Demsaiies chsiemen; William H. Scwanke, 331 East Wisconsin Sperling, 20 W. 47th St., N. ¥. + Maney 1, 
mnt Jewelry Industry Publlelty Board—w. Waters Schwab, 216 E. 45th : 
Reetitane dyaiied Watel Manufacturers Assoclation—C. M. Kendig, Hamilton Watch »-MeNeil, 365 Fifth Ave., N, Y. St, m Ys Willan 
. Pa, serine Chain Manufacturers’ Association—Adolf Jaeger, 141 Goorsia Ave. Pomuct, 


suites Maine Ly Geet Jewelers’ Association —C. I, Josephson, 1514 Fifth Avenue, 
Charles T. Evans, 551 Fifth Ave., New York. 
American ‘Wateh Assemblers Association—S. Ralph Lazrus, Benrus Watch Co., New 
‘ York 13; I, Robbins Kornbliet, 261 Broadway, New York 7. 
: Bretherhood. of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaza, N. Y.; 
.Archer I, Ceapin, 18 Park Road, Maplewood, N. J. 


eee coll B. Strachan, Fort. William, Can.; Norman J. 
dpa Poe 73 ichmend Ber Toe 


* Clock. Manufacturers aaeetion of Amertonaiibiliee Ingraham, 394 North Main S8t., 
cy. “Bristol, Conn. ; E, . Dodd, 48 Leavenworth St.; Waterbury, Conn. 
be aa oy Manufacturers Association—H. H, Hix, 17 John Street, New York; 
-@ Irvin Mfg. Co., Owatonna, N. Y. 
Gemological Institute of gy gy of Governors—Leo a ost 826 Olive St., 
St. Pine, Mo, ; 0. C. Homann, 220 8. 16th St., Omaha, Neb, 
aun Aineriea—Frank D. ey Elgin, Il.; Ralph E. Gould, National 
; of Standards, Washington, 
Jewelers’ Board of Trade—Edgar B. me Fag a Sabin St. Providence, R. I.; Horace 
Peck, Turks Head Building, Providence, R. I 
‘tevtors ‘oourity eg sage ag Eitelbach, oe Fifth Ave., N. Y.; Richard 
» Exec, Secy., 535 Fifth Ave., 
eveore Vigilance Committee—G, H. Niemeyer, 82 Fulton St., N. Y.; P. Irving 
, Exec. Vice-Pres., 17 W. 45th St., N. Y¥. 
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Alabama Retail Jewelers’ Association—Robert Bromberg, 218 N. 20th St., Birming- 
ham; F. W. Anderson, 1917 2nd Ave., Birmingham. 
be Retail Jewelers’ Association—Thomas W. Chauncey, 206 EB. Washington 8t., 


Arkansas. Retail Jewelers’ Association—John Stinson, Camden; P. G. Keebey, 111 
Capitol Ave., Little Rock. 
California, , apeamed Association of—R. P. Gallien; R. B. Schorsch, 5335 10th 
Ave., Los Angeles. 
California Retail as! <iengelation—wWilliam G. Stedman, 109 N. Spadra, Fuller- 
Sais Riee, 1906-Stevenson St., Oakland 12. 
Gelerado Masterwatchmakers—wolff C. " 3D. Heigert, 
a047 <i one olff C, Hansen, Oxford Hotel, Denver; D. EB. Heige 
‘Golerade Ketall Jewelers’ *Association—No officers. 
Sonnecticut Horological Associatin—Secy, Emanuel Seibel, 437 Logan St., Bridgeport. 
‘Connecticut Retail Jewolers’ Association—Frank S. Coskey, 805 Main St., Hartford; 
Sturman F, Dyson, 54 Main St., New Britain. 
(Plerida Retail Jewelers’ Assoclation—Eugene Mumpower, 121 E. Flagler St., Miami, 
Georgia Retail Jewelers’ Association—Walter R. Thomas, 103 Peachtree St., Atlanta; 
Miss Lillian C. Harclerode,; P. O. Box 635, Atlanta. 
Hessler Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H. RB. Haerr, Gruen Watch Co., Cincinnati, Ohio. 
idahe, Horological Association of—Charles Braun, 434 State St., Weiser. 
Minels Watchmakers Association—s. G. om. 27 East Monroe St., Chicago; J. H. 
RBhinesmith, 350 North Ave., Lake B 
‘Milnels Retail Jewelers’ os lng aera D. Jacobs, West Frankfort; Charles H. 
Barker, 605-606 Leland Office Bdlg., Springfield. 
nea Jewelers 24 Karat Club—E. 0. Little, Auburn; A. S. Rowe, Indianapolis. 
jana Watchmakers Asseclation—Frank A. Kroetz, Valparaiso; Managing Director 
L. R. Douglas, 1142 Park Ave., Tedianapetis.” , ‘ 
lowa, bay ad Association of—E. L. Berner; Ray Wiley, 526 East Locust 8t., 


lowa — Jewelers’ Assoclation—H. ©. Woodbury, Newton; Wallace G. Boyson, 218 
Third Ave., Cedar Rapids 
Kansas oe leal Assoclation—P. ‘on Saunt, 519 Main St., Newton; Norman 
I, Osborne, 108-110 N. Topeka, 
Kansas Retall Jewelers’ _ ocerties ge llaty ee Benger 2 No. Main 8t., Hutchinson; 
W.. B. Brasfield, 110 Topeka Ave., Wichita 
—_— + oy” Jewelers’ Association—Nolte C. Geinds, 447 4th Ave., Louisville; 
. Slith, 329 Guthrie St., Louisville. 
cntdenate coe Jewelers’ Assoclation—Louis J. Bernard, 108 B: 8t., Ni 
Samuel Goldberg, 161 Third St., Baton * Rouge. * — ee 
Malin Retali Jewelers’ Assoelation—Everett .. Coffin, 503 Congress St., Portland; 
Mateon Tinker, 521 Congress 8t., land. 
Meryland-Delaware-District of Columbia Jewelers’ Assoclation—Sidney J. Ross, 7 W. 
Lexington Ave., Baltimore; Harry Groll, 7th & Shipley Sts., Wilmington, Del. 
Massachusetts potent Association—Winifred D. Hebert, 1112 Main S 3 
Ww Belch Wi t., Worcester; 
& Island Retail Jewelers’ Association—H 
22 Beacon St., Poston; John Peterson, Needham. a 
Michigan’ Retall cee a ‘Assoelation—A bert Ni bohr, 200 M be 
re Rapids; Howard T. Doxtader, 111 8. Washington Ave. SS Lensing. eee 
Michigan sega Aaseclation—Sid Thom Mt. Pl it; 
200 Monroe St., Grand Rapids 2. ie ee 
— Master Watchmakers Association—R. 8. Paffrath, Willmar; C. W. 
a. 961 Ashland Ave., St, Paul one 
aneseta Retall Jewelers’ Association—s, P. Elam, Austin; Morton 
Nicollet. Ave., Minneapolis, esse sagas 
Horological Association—Clemens Wolf, 826 Olive St., 
age 218 Victoria Bldg., St. Louis fp) patna seeps, 
Missour! ete sews Jewelers’ Assoclation—Harry L Carter, J. H. Mace Co., 
Bldg., Kansas City; Fred Sands, 1610 Dierks Bldg. -» Kansas City. og ae 
Nebraska Herological Assoelation—Ashley Conger; Sten F. Nilson, 607 World- Herald 


Ld 
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STATE 


The names given im each case are those of the president and secretary. 






























; George Benker, 75 Eagle St,, Providence, 
Metal Findings Sag ag ont oe aang Py Cc. Saad : " 
Providence RB. I.; John-T. Murray, 151 Exchange 8t., Pawtucket ena Np a 
nies _Assolation of Credit Jewelers—Fred P Dreifus, Memphis, Tenn, : tha 
, Exec. Secy., 545 Fifth Ave., N. Y. na 
National “Asseelaton of Watch and Clock Collectors—Robert Franks, Jr,, 
; L. D. Stalleup, 1813 Beechwood Ave., Nashville, Tenn. Ss 
NB Gift and Art Association—Henry Underberg, 225 Fifth Ave; 
Little, 220 Fifth Ave., N. Y. bs 
National Wholesale Jewelers’ Association—Silas B, Reagan, 26. Peon & 
apolis, Ind.; George A. Fernley, 505 Arch St., Philadelphia, 
New — Manufacturing Jewelers’ .& Silversmiths’ Associ 
erly St., Providence, BR. I.; Exec. Secy. Edward Otis, 
pestabeets R. IL. : é 
Precious Stone Dealers Assoclation—Max Stern, 17 John 8t., N. ¥,; Lira ¥. 
10 W. 47th St., N. Y 
Sterling Silversmiths Guild of America—Roy W: International 8 
Gonn.; Alexander Vincent, 851 Fifth Ave. N.Y vee Os. ie 
United Horological Association of Ameriea—John J Neeyen; w:~ Third | 
Monica, Cal.; Orville R. Hagans, 226 16th st, Denver, Col. 
United Diamond Manufaeturers Association—Frank Pals, 71 Nassau Bhp 
Konia 550 Fifth Ave., N.“Y. Rae: 








Nebraska Retail Jewelers’ Association—Harold Sutton, McCook; William J, Br 
ridge, 648 W. Second St., Hastings. in 
New Romocbine Retail Jewelers’ Association—Mrs. Addie Fiske Goodell, 3 
. Blaine B. Pinet, 75 W. Pearl St., Nashua. me. 
New Comoe Watchmakers’ Association—Hans Decker, 275 Michigan Ave., Torney | 
Charles Soemer, 29 Oakland Terrace, Newark. 3 
New Jersey Retail Jewelers’ Assoclation—L. J. Rad, 6011 Bergenline Ave., f 
York; William Schoppy, 1440 Atlantic Ave., Atlantic City. 
New — Horological Association—L. W. Graham, 723 W. Roma, 
ell, 723 8. Walter St., Albuquerque. bie 
New Moxie F a Jewelers’ Associati B d Spitz, 76% San Francisce | : 
2 a 


New vere we we Jersey Associated Credit Jewelers—Seymour G: 
» New York; Exec, Secy., William Wagner, 545 Firth Ave., N. 
New vox State Retail Jewelers’ Association—Thomas F. , 39 "Water 
Newburgh; Lathrop Sunderlin, 76 East Ave., te 
New by se State Watchmakers’ Association—Charles K. portend Rochester;.A, 
t, 45 Owen St., Rochester 13. # 
North yo -a4 Retall Jewelers’ Association—Alfred E. Smith, Charlotte; alt 
Schiffman, 225 8, Elm S8t., Greensboro. 
North Bow Retall Jewelers’ Association—C. A. Bonham, Bismarck; Iver laren, 
jan. iy 


Ohio Retail Jewelers’ Association—H. Bruce McCague, 1305 Euelid Ave., Cleveland; — 
Hugh N. Beattie, 1117 Euclid Ave., Cleveland, ei 
Ohio yoneser Association—L. W. Heimberger, 245 So. High S8t., bese 
Foelger, 31 B. 4th St., Cincinnati. 
solani we rheaee ae Association—W. B. Smith; L, F. Wells, 9 W. 9th St, ai, 
Oklahoma Retail Jewelers’ Assoclation—George J. Sloan, 20 E. 4th St., Tulsa; Pig i 
L. Kelly, wn N. Custer St., Weatherford. ; 
Oregon gown tehmakers’ Association—Jack Peare, La Grande; Harold ° 
1636 8. E. Miller, Portland. 
Oregon Retail Sener Assoclation—Joseph F. Gilray, 8. W. 10 & Morrison h 
Portland; Exec. Secy. Edward N. Weinbaum, 824 8. W. 5th Ave., Portland. — 
Pennsylvania Horological Assoclation—Herman Pedrick, 1218 Chestnut St, 
delphia; J. P.:Sommer, 1524 Beaver Ave., Pittsburgh. 
Pennsylvania Retail Jewelers’ Assoelation—Leonard Helfer, 715 Liberty Ave., 
burgh; William Pinkstone, 142 S. 52nd St., Philadelphia. a 
Penne/ivanio, Retail Jewelers’ Association of Western—John M. Roberts III, 439 
‘ood St., Pittsburgh; Martin 8. Morrow, 504 Locust St., McKeesport. 
Rhode bere Watehmakers Assoclation—J. H. Coutu, 49 Clneyville Sq., Providence; 
John P. Clinton. 
South Carolina Retall Jeweters’ Association—J. D. Rainey, Waterboro; B. J. Ort- 
mann, 251 Kink St., Charleston. 
South Dakota Retall Jewelers’ Association—Carl R. Damuth, Redfield, acting secy. 
Tennessee Retall Jewelers’ Association—C, C. Breese, Franklin; D. Monroe Meeks, 
Dyersburg. 
Tennessee Watchmakers’ and Jewelers’ Assoclation—George R. Harding, 805 Market 
St., Chattanooga; L. D. Stalleup, 1818 Beechwood Ave., Nashville. 
Texas Retail Jewelers’ Association—B. L. Turner, 621 Leopard St., Corpus Christi; 
H. E. Dill, 402 Steward Bldg., Dallas. 
Vermont Retail Jewelers’ Association—L. J. Bell, Barre; A. Earl Wilson, Springfield. 
Virginia Retail Jewelers’ Assoclation—H, A. Goldberg, Portsmouth; Frank Moose, 
207 8, Henry St., Roanoke. 
Washington “~~ Jewelers’ Assoclation—Charles H. Larne, 1529 4th Ave., Seattle; 
teward, American Bldg., Seattle. 
West Sainel oe Jewelers’ Association—Floyd Frazee, 814 Market St., Parkers- 
burg; P. Stanford, Elkins, 
Wiseonsin Retall Jewelers’ Assoclation—Ray Treiber, 224 W. Cellege Ave., Appleton; 
A. W. Anderson, 104 E. Wisconsin Ave., Neenah. 


swinsiinhe Watehmakers Association—Joseph Hurbis, Racine; B. W. Heald, 339 N, 
5th St., Milwaukee. 












SECRETARIES, PLEASE NOTIFY US OF INACCURACIES OR CHANGES, SO THIS LIST MAY BE ALWAYS UP-TO-DATE . 


—— 
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» TOOL AND DIE DEPARTMENT 


Here is centered an unusual staff of precisionists to whom accuracy is something akin 


to religion. Equipped with the best machine tools and gages available and working 
with the sureness of long experience, Wadsworth Tool and Die Makers translate the 


Watch Case Designers’ ideas into microscopically exact steel dies. 


The mechanical excellence and enduring protection of Wadsworth Cases are tributes 


to the skills of this outstanding group of specialists. 


a adoworth WATCH CASE COMPANY, INC., DAYTON, KENTUCKY 


WR OcToBer, 1945 








MAKING THE MOST OF STILL SCARCE GOODS 
(From page 181) 


only result in many disappointments. It has been, 
and will continue to be, our policy to put this mer- 
chandise on sale as soon as possible after arrival. 

“No reservations will be taken and it will be a 
case of first come first served. These items are 
arriving daily now. It will pay you, therefore, 
whenever you are downtown to drop in, and look 
around. Ask a sales person to help.you if you are 
unfamiliar with the store. We feel that this policy 
is the fairest to all and we hope that you will visit 
the store at every opportunity to ‘get these much 
needed items as they arrive.” 


“SCOOP WINDOW" OF SCARCE ARTICLES 


Still another way of capitalizing on the situation on 
those occasions when a jeweler is able to offer hard to 
get items is the technique employed by Ben Tipp of 
Seattle, widely known for his enterprising and original 
promotion and merchandising ideas. 

Tipp’s method is to set aside one of his display win- 
dows for what he calls his “Scoop Specials.” News- 
paper advertising explains that whenever the store gets 
a shipment of scarce merchandise, such as electric appli- 
ances, alarm clocks, small radios, etc., it will be placed 
on display at once in this special window, which the pub- 
lic is urged to watch in order to keep informed on these 
desirable “buys.” 


The ads never mention any specific goods but mere] 
recommend watching the window for their appearane, 
And the public certainly responds, as shown by the 
accompanying photograph of a line-up of customers one 
morning when the window contained a display of electric 
alarm clocks. 

In the days ahead more and more of the civilian 
articles or consumer products, strictly speaking, wil] ro}j 
from production or assembly lines. The aftermath of 
war will bring about that reconversion. period with al] 
the benefits to merchandising that it entails. A greater 
number of articles, strictly of a “selling” nature fo, 
those on the home front will be secured by jewelry 
stores, and it will behoove the jeweler to keep eyes 
focused—to have folks “on the watch,” either watching 
windows or watching the ads of the store, and have them 
continue to “drop in.” 


"STRANGELY ENOUGH" SUGGESTED FOR ADS 


From time to time JeweLers’ CircuLar-Keystone has | 
received suggestions that the “Strangely Enough” fea- 
ture that is published in the news pages of JC-K every 
month be made up into mats suitable for newspaper ° 
reproduction and made available to retail jewelers for ' 
their advertising. 

We’re wondering whether enough stores are interested 
in a service of this kind. If the response is sufficient, 
we'll be glad to give this suggestion every consideration, 
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Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 


Call on us for your needs. 


We wish to notify the trade that we buy 
mounted 


estates consisting of 


diamond 


platinum and gold jewelry and colored stones. 


ous dae 4 


BOS FIFTH AVENUE NEW YORK 


Telephone MEdallic 
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: IMPORTERS AND CUTTERS OF 
ig a 
m 
DIAMONDS 
: 608 FIFTH AVENUE 
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NEW YORK 20, N. Y. 


Cutting Works: London 
4 West 48th Street 32/34 Holborn Viaduct 
















We have a large stock ot Preiiods: : 
soon moeentse a aheescgyos : 
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SHAVES 


Memorandum Selections Upon Request 


























Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


FPROTHERS 


WHITE ETE AW 


Diamond Importers & Cutters 
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more for advertising today than 10 or 15 years 


. serving the needs of other merchants in the trade. 


BIG CITY COMPETITION CAN BE OVERCOME 


(From page 185) 


because it reached listeners outside of his tradin 
The store spends an average of about 4 per poe. 
its total budget toward advertising. During he 
'pressipn years, advertising took up about 6 per ais 
expenses#but now with a greaté¥ volume of busi ' 
the percentage of advertising expenditure is down ale 
though in dollars and cents Rad’s spends considerably 


Itemizing his advertising budget, about 40 per cent 
goes toward support of local enterprises, 25 per cent 
for newspapers, 20 per cent for billboards and 15 per 
cent for telephone directories. 

Since he does not advertise brands or conduct Special 
sales, Mr. Rad has no means of tracing sales directly 
to, media used. He is firmly convinced, however, tha 
by keeping his name consistently before the public anj 
building up that highly valuable and intangible agse 
known as good will that his advertising expenditures 
are well justified. 


PARTICIPATES IN LOCAL AFFAIRS 


Another form of advertising which has brought him 
worthwhile results is participation in the local civic and 
cooperative ventures such as Réd Cross, Community 
Chest and other patriotic and community enterprises, 
Not content with generously contributing toward these 
efforts, Mr. Rad takes an active” Ppé¥Sonal interest in 
their success. He has served for many years as presi- 
dent of the local Board of Trade and, can always be 
relied upon to fill in on a committee, and push his 
shoulder toward the common effort. This willingness to 
help the other fellow along transcends even local lines 
as Mr. Rad is president of the New Jersey Retail 


Jewelers’ Association and takes an active interest in 


STORE IN MODEST TASTE 


In contrast to the ornate and elabosate establish- 
ments of many jewelry stores, Rad’s is somewhat ofa 
model of decorum and modest taste. The store occupies 
a single building with a white stone front, two windows, 
and is smaller than the average, the selling space tak- 
ing up only about 25 by 65 feet, with only one entrance, 
Mr. Rad started in business in 1920, moving to his 
present site five years later and purchasing the building. 

There are four cases on each side of the store, well 
stocked and departmentalized, with the center usually 
displaying the leading items. The wall cases contain 
a wide variety of goods which may be inspected at & 
glance. On the right as one enters, and partitioned from 
the selling floor is the optical repair department. In 
the rear and not open to the public are the watch re 
pair department, stock room and office. All of the stock 
and goods sold carry the firm’s own label or trade-mark, 
manufacturers’ boxes being discarded. 

Although he has lost five employees to the armed 
service including his son, S/Sgt. Richard Rad, now if 





Belgiutn, Mr. Rad has made up ‘for the lack of & 
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perienced. help by taking on women clerks and high 
school youngsters who are available during the sum- 
mer months and school: vacations. He is ably assisted 
by his sister, Anne Rad, who takes active participation 
re, in managing the establishment. There are 15 employees, 
of 7. of whom are part-time, this force being augmented 
de. during the rush seasons. 
t of Window displays are a valuable and successful ad- 
ess, junct in the store’s merchandising effort. Mr. Rad 
ale dresses. all of his windows himself. He endeavors 
bly to show a wide variety of goods on flat pads and plat- 
ig0, forms with the uppermost aim of leaving the impression 
‘ent that it is the offerings of a first-class store and that the 
ent most diversified tastes can be satisfied. Limited by time 
per from giving this branch of the business as much. at- 
tention as he would like, nevertheless, he has succeeded 
cial in displaying his jewelry to the best advantage, invit- 
tly ing spectators to come inside and see other wares. 
hat But the most outstanding factor in helping to build 
and up sales, Mr. Rad finds, is to make the name of his 
set store synonomous with fairness and good dealing in 
Tres the eyes of his customers. Satisfy their wants no mat- 
ter how humble they may be, supply them with a wide 
variety of merchandise from which they can make a . o  One-of-a- 
selection to fit their particular: purse and requirements, | (iy  spieces/of je 
lean toward understatement rather than make any | [eee - * ‘advantageously a 
nim lavish claims—is a recipe which has enabled a com-| [ie “3 ‘aiklace® new able 
ind paratively modest jeweler in an outlying area of a 
ity large metropolitan center to compete successfully with 
ct the big city establishments. . 
ese 
2 GUIDE TO COLOR IN JEWELRY DISPLAYS 
2 (From page 183) 
his} care in display arrangements. The artist may de- 
to} ‘liberately plan to carry you away with the brilliant and 
nes vibrant contrasts of his painting, but a window display 
ail is not an art expression—it is a merchandising tool and 
in it must tend to its business of drawing attention pri- 
marily to the merchandise,, _ . 
An important color consideration in selling jewelry 
is the current fashion colors. The jeweler should keep 
himself posted on the seasonal changes in dress and ac- 
sh- cessory colors and utilize them in his displays. Fashion 
ba conscious women—and what women aren’t—will recog- 
ies} nize this up-to-dateness and identify it with fashion 
° rightness of the merchandise. 
. LIMITS REPAIRS TO ONE DAY'S WORK 
. The only thing that counts in watch repairing is to 
al get the watch fixed and into the customer’s hands in 
ly good working order, and the number of watches on the 
‘in bench awaiting repair doesn’t mean a thing. That’s the 
| way E. Grose, operating a watch repairing shop at Santa |, 
fe Fe, N. M., feels about it. Mr. Grose takes only such 
Th work as he can do during the course of the day. When 
am he opens his shop in the morning, six days a week he be- 
< gins to accept repair work that comes to him. As he 
k, takes each watch in for repair he makes a mental esti- 
mate of about how long it will take to do the job. When 
a he has taken in enough work that will keep him busy for 
te the day he stops taking in more work regardless of who a ee 
a brings it in or the urgency of the work. He then puts a | telephone — Vanderbilt 6-0457 *ALL PRICES KEYSTONE 
little sign in the window reading: “No More Work Platinum Items To Order 
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Taken Today.” If any come in after that they are kindly 
asked to bring the work in the next morning, earlier if 
possible. 

Mr. Grose is alone, doing all his repair work. He 
knows the need for watch repairing but believes it is the 
better part of wisdom to conserve his health, doing what 
he can and not putting himself under the psychological 
strain of having work pile up on him with people coming 
in every day complaining. 

Mr. Grose generally finishes all the work he takes in 
during the day before he closes at night. In rare in- 
stances he miscalculates a bit and a job will run over 
into the next day, but such instances are rare. After a 
job is finished he holds it for 24 to 48 hr. for regulation 
and when found all right, it is then put in the box of fin- 
ished work until called for. 

Whenever a watch is brought in that requires a part 
that Mr. Grose doesn’t have in stock he refuses to take 
the watch for repairs. If the person bringing in the 
watch is a regular and old customer he will order the 
needed part and then notify the customer when the part 
has been received. 

Promptly at five o’clock every afternoon, six days a 
week, this shop closes and Mr. Grose goes home without 
a worry on his mind because every bit of work that he 
took in during the day has been finished and there isn’t 
any work left over from the day before. At least he is 
not disappointing the public and he believes that now, 
during the postwar period, he has made plenty of real 
friends who will remember that when others disappointed 
them, Mr. Grose didn’t. 


HOW TO GET PUBLICITY IN LOCAL PAPERS 
(From page 187) 


contract. When you think you have something for a 
“big write-up” or the newspaper has something you'd 
like them to soft-pedal, you run to the phone for Gys 
Ad-getter. He’ll fix things for you! 

Well, Gus is a good guy, but he doesn’t fix anything 
on my page. And here are the reasons why your news 
should come to me direct instead of through the business 
office of my paper: 

Gus is not an expert on jewelry or fashion. He algo 
sells advertising space to furniture stores, laundries and 
garages. 

Gus has other things to do besides get you a story 
in the paper. Maybe he helps you write your adver- 
tising, but that’s very different from writing a fashion 
item or a feature story. I write my own material— 
every word of it. . 

Gus is several persons remote from the women’s page, 
Suppose you get an idea that you'd like to show some 
of your engagement rings or other diamond pieces on 
a page of bridal dress pictures. You call up Gus. He 
says, “Sure! I'll do what I can for you!” Then he 
speaks to his boss, the advertising manager, who writes 
a request to the Sunday editor, who dictates a memo 
to me. And then I have to go and see the rings before 


I say whether or not I'll use them in the paper. Now 
if you knew me and I knew you, a phone call or a note 
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jewelry is suitable, I will arrange to photograph it. No 
cost to you. No obligation! 


LET'S GET ACQUAINTED 

There are about 18 stores in my town that sell prec- 
jous jewelry, wholly or together with art wares. When 
I say they all leave me alone, I must explain that in 
several of these shops I have good jeweler friends, and 
when I go in and ask for these men, I am invariably 
treated with courtesy. Gradually fine gem specimens 
are brought out and shown to me, and maybe I get a 
story—which is what I am looking for. But only two 
of the 18 stores have an advertising manager, and not 
one has any partner or employee who is designated to 
receive the press and show them merchandise. 

The 20 department stores and specialty shops that 
contact me regularly don’t all have advertising man- 
agers, either. But the owner or the merchandise 
manager or the buyers make it a point to know me and 
tip me off to news. An accessories buyer will call me 
and say, “Oh, I’ve just gotten back from market, and 
I bought some clips that look exactly like the real stuff. 
You should see the glitter!! I brought two or three 
samples along with me, and if you can stop in tomor- 
row, you might want to photograph them in advance. 
There are some stunning big ‘knuckle rings,’ too—yes, 
that’s a new line, knuckle rings. What time do you think 
you might get around?” 

Right away, my curiosity is aroused. I stop in to 
see the merchandise. If it is as new as she says, I prob- 


ably give 600 to 1,000 words and one or more pictures 
to costume jewelry. The family jeweler, who is mainly 
interested in more expensive and slower-moving jewelry, 
may not have new goods to show me as often as the 
department store buyer. But gems and real jewelry 
from local jewelry stores could have at least one good 
picture story on my page every two or three months. If 
they supplied me with enongh news to warrant it! 
Which brings us to the important point of 


WHAT IS NEWS? 


There are three types of information that would 
warrant space on my page, and perhaps elsewhere in 
the paper: 

General news: Such as the announcement that plati- 
num is now freed for jewelers’ use so that manufacture 
of new platinum and diamond jewelry, long overdue, can 
now proceed. 

Feature material: New jewelry you are making to 
incorporate odd souvenirs from the war zone. How a 
scrap of aluminum from a famous plane or a nut from 
a tree that sheltered a wounded G. I. was made into 
a smart, ornamental bracelet. 

Merchandise news: Some new ear-clips swinging lit- 
tle gold tassels that you saw in the market and brought 
back to show me. 

Of course, you don’t have news like this every week 
or every month, and I don’t expect to hear from you 
that often. The general run of business in your store 
is not news. For instance, in normal times you may put 





FOR OCTOBER, 1945 


95 Nassau Street 
New York 7,N. Y. 





239 

















»  C piack 
ONYX 
ALL SIZES 








Also Available 
‘Synthetic Stones 
Semi-Precious Stones 
Precious Stones. 
Marcassiteés 






ws; 


240 









ST 47th STREET » NEW. YORK 1% 





on a sale. That announcement should go into. the ad 
vertising columns, not into my department. Nor Lis i 
always the million-dollar ruby that makes the rarest 
story. Sometimes a simple little episode: has a Warm 
human quality that makes it usable. For instance: prett 
girl comes in to help her brother pick out his cugigniia 
ring; the young salesman who waits on them gets jn. 
terested in the girl; she prefers a ring that her brother 
doesn’t buy; young salesman wins the girl, buys her the 
ring she‘ wanted, their engagement is announced and ] 
get the story from you for use in my fashion gossip 
column. Of course I expect you to give the tip to me 
exclusively. If I can’t use it, I will tell you at once. 
Through experience you will learn what type of ma- 
terial each of your local women’s editors or fashion 
writers prefers. Which brings. us to the first of ten 
practical tips: get acquainted with your editors and 
read their pages. 


_TEN TIPS ON GETTING A STORY 


_ 1, Meet the ladies. Use your friend, Gus Ad-getter, 
to arrange things with his own No. 1 women’s editor. 
Send her a gift of a good book on jewels or historical 
jewelry, to get her interested. Invite Gus to bring her 
around to see a special collection of birthstones includ- 
ing her own. 

2. Be specific about news. Don’t ask her to write 
about your “good values and wide range of styles that 
invite inspection.” Tell her that you just got in some 
star brooches and thought she might like to see them 
before they go into stock. Or ask her if she has seen 
the little owl watch for college girls? 

8. Shall you write or phone her? Either one. But 
don’t be demanding, and don’t check her up more than 
once on the same subject. Wait awhile and try some- 
thing different. Write her a note immediately when she 
mentions you in any way, and write compliments to 
her boss when she gives you a complete story. If she 
fails to credit the store and has promised to do so, don’t 
make an issue of it. Get her in the store again and then 
bring it up casually. 

4. Don’t expect anyone on a newspaper to “send a 
photographer right over!’ Picture assignments, espe- 
cially these days, are planned in advance. If your build- 
ing collapses, we have a man available to cover that! 
Just a phoney stunt which involves a girl seated on 
your counter with a yard-and-a-half of leg showing is 
not.good publicity for you, and certainly doesn’t interest 
me! 

5. Have someone in ‘the store designated to take care 
of the press as promptly as consistent with waiting on 
customers. Don’t treat the fashion reporter like “that 
girl from the newspaper.” Make an appointment with 
her and handle her like a personal friend. 

6. She doesn’t know a thing about fine jewelry! Okay, 
Mr. Jeweler. You don’t know so much about furs, 
flexees or bowl-crowned felts, either. Help her to learn, 
to appreciate fine jewelry. Give her booklets on dia- 
monds. Explain platinum, palladium, red gold, ete. Bet- 
ter to make sure she understands than to have her 
make mistakes in. your story! 

7. When you go to market, send her a postcard and 
bring her some small gift occasionally. A bottle of 
jewelry cleaner wrapped as a gift and coming as a sur- 
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rise means more than an elaborate present at Christ- 
mas. Always have a gift or a message‘remind her of 
jewelry. ¢ . et} ; 

g, Look for “trend” items in the market and always 
have some fashion news for her when you get home. It 
doesn’t have to be confined to large, splashy pieces 
which your trade won’t buy. There are trends in tiny 
items—charms, baby jewelry, studs and links for men’s 
new civvies. 

9, Call your merchandise by new names. Get on to 
some of the fashion terms. Encourage the girls in your 
store to keep up on the lingo. Names such as “knuckle 
rings” are new. Others like “cuff bracelet” are old but 
sound new. Fashion editors also like to write about name 
designers. You can buy precious jewelry designed by 
such manufacturers as Marc Koven and Marianne 
Qstier. Don’t be afraid their names will overshadow 
yours. You have a head start in your town. 

40. Time your contacts with the editor carefully. In 
planning a big store event, notify her a week or two in 
advance of announcement to the public. Watch for sea- 
sonal opportunities to tie-in with picture pages she will 
be planning; about three weeks ahead on this. Copy 
this calendar as a reminder: 

JANUARY—Promote birthstones for the year. 

FEBRUARY—Valentine and sweetheart gifts. Mid- 
year graduations. Start spring campaign on diamond 
engagement rings. 

MARCH—Pre-Easter merchandise and gifts. 

APRIL—Bridal merchandise. 


MAY¥;-—Mother’s Day gifts, jewelry fashions for ma- 
ture women, bridal merchandise. 

JUNE—Father’s Day gifts, wedding gifts, gradua- 
tion gift§:S*> 4 . 

J ULY—Jewelry for sportswear, men and women. 

AUGUST—Jewelry, watches and writing equipment 
for ‘school ‘and college use. 

SEPTEMBER—Fall fashion jewelry and rings for 
fall ‘brides. nes JON 

OCTOBER—Formal fashions in jewelry and the 
more elaborate pieces for the coming social season. 

NOVEMBER - DECEMBER — Holiday gifts, of 
course. 


a 


SHE GAN HELP YOU WITH FASHION NEWS | 


it 

Finally, since I’ve asked you to help the fashion edi- 
tor in so many ways, I want to suggest that she can 
help you with more than just an occasional story in her 
paper. 

Let her tell you what fashions in wearing apparel and 
furs are incoming in your own city. She knows. Let 
her help you with ideas for fashion promotion in your 
advertising and window displays, especially if you have 
to handle this yourself in addition to other duties. Let 
her suggest where you might borrow props that will 
give your windows new interest.* Let her air her ideas 
on store and showcase engagement. Women are great 
little “arrangers” anyway, and never so happy as when 
helping “helpless Man.” 
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Can You Help Me? 


My Display Problem |, 





by VIRGINIA’ DIXON 


Readers’ questions about window and inside-store dis la 
will be answered in this department each month by Migs ri 
ginia Dizon, one of America’s topnotch display experts whos 
talents have been brought to a focus on the jewelry felg, 
Miss Dixon is already well known to JC-K readers qs the 
author of many stand-out articles on jewelry store display, 


E have read with interest the article in the August 

issue regarding store lighting. We are much inter. 
ested in show case lighting, both wall and flat counter 
cases. We now have an estimate for a new lighti 
system using cold cathode cove lighting in both wall 
and counter cases, but we are wondering whether this 
is the proper lighting for these cases. We would appre. 
ciate your putting us in touch with a lighting engineer, 
—B. B. 

Answer—The cold cathode lighting is being incregs. 
ingly used and has a number of very definite advan. 
tages, but of course it is impossible to say whether it 
is the answer to your problem without seeing the store, 

One of the best of the lighting engineers is Mr. James 
Gordon Carr, 80 West 40th Street, New York. He has 
done a great deal of work in jewelry stores including 
the new Tiffany store in New York and was the archi- 
tect for the House of Jewels at the New York Worlds 
Fair. I am sure he will be able to advise you or put 
you in touch with a lighting engineer in your locality. It 
is important to have some one who understands the par- 
ticular problems of lighting jewelry and silverware. 


UR new sales room will be 18 feet wide and 60 feet 
long, wall cases on each side, with show cases in 
front of the wall cases. The only available floor covering 
| we can obtain at this time is asphalt tile in two colors— 
maroon marbleized and light tan marbleized, which is 
satisfactory to our general color scheme. However, we 
are tired of the “checker board’ design which we have 
used for years, and we are afraid to use alternating 
“stripes” of the 9-inch blocks, for fear that it will make 
the room look too long and narrow. What sort of design 


Ruby, and all Semi-Precious Stones se we - suggest using the above mentioned colored 





Distinctive Modern Jewelry in Emerald, Sapphire 





Thank you for past advice in regard to the construc- 
tion of our windows. Your ideas are incorporated in 
from our huge stock of | the plans of our new store front which is under construc- 
individual designs are very tion at this time.—A. C. 
smart, and moderately Answer—Arranging the asphalt blocks in “stripes” 

e as you suggest would be a nice alternative to your 
priced . . . Aquamarines, “checkerboard” pattern, but instead of running the 
Amethysts, Topaz...14K | stripes the length of the store, which would as you say 

a gold mountings. emphasize the length and narrowness of the room, rut 
them crosswise, so that they accent the width of the floor 
and make the store appear wider. Also if you use three 
JEAN RITZ-WOLLER COMPANY or four bands of the nine-inch squares in the maroon 

Creators of Distinctive Jewelry alternated with one band of the light tan squares, you 
220 West Fifth Street © Los Angeles 13, California will get an effect of a dark floor with light bands, rather 
Dept. JK-10 than equal alternating stripes of light and dark whic 

may make a confusing pattern. 


These three matched pieces 
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SHOPPING NOTES 

OR stores that want to experiment with colored 

lighting, now that brownouts and blackouts are over 
for good, the National Hanger Co., Inc., 253 West 26th 
Street, New York 1, N. Y., have a color kit consisting of 
red, green, blue and amber lenses to fit over Birdseye 
Reflector lamps. They also have the spotlight holder 
and the Birdseye lamps. 

If you want a lively Christmas border in paper sculp- 
ture for holiday store or window decoration, write for 
details and prices to the Rip Studio, 15 East 22nd Street, 
New York 10, N. Y. They also have amusing Santa 
Claus masks and Christmas stockings. Their specialty 
is storewide promotions, custom made in papier mache 
and paper sculpture. 

Another good source for preserved Christmas foliage 
—several were mentioned in the column last month—is 
More Displays, Santa Cruze, California. Their sprays 
of heather, pine and fir are luxuriantly flocked or 
sprayed in a range of colored paints and metallic glitter. 
They also have giant painted pine cones which could be 
used nicely for displaying costume jewelry pieces. 

Note of cheer . . . The Jeweler’s favorite display 
fabric—velvet—should be available in nearly normal 
quantities beginning the first of the year, the velvet 
manufacturers say. Nearly all of these mills have been 
on almost 100% war work and fine fabrics have been 
one of the most sorely missed of display materials. 

Attractive and delicate hands of lucite are made by 
the Scheur Manufacturing Co., 307 West 38th Street, 


New York 18, N. Y. Although made primar iv for the 
display of such things as scarfs and gloves, they would 
add distinction to ring and bracelet displays without 
detracting from the jewelry itself as many of the com- 
position hands are apt to do. Colorful chiffon squares 
drawn through the lucite fingers would soften the effect 
and accent the jewel colors. 





NEW PRICE PROGRAM FOR SMALL BUSINESS 
(From page 191) 


2. In the six months after reporting his ceilings, the 
applicant cannot reasonably expect that his sales to 
civilians will amount to more than $100,000. 


RESTRICTIONS 


Eligibility requirements must be met in good faith, 
it was stressed by OPA and attempts at evasion will 
disqualify applicants under the action. For instance, 
established manufacturers who open branch factories 
for the manufacture of new types of goods are not “new” 
manufacturers, and a manufacturer who closed down a 
currently operating plant and then re-opened another for 
the purpose of manufacturing the same type of commod- 
ity at a higher price, similarly would be disqualified as a 
“new” manufacturer. 

Persons having a substantial interest in one manu- 
facturing business also are automatically disqualified 
as a “new” manufacturer in another business they may 
now undertake. 











48 WEST 48TH ST. 


Z a VAMA RINES * TOP 


FoR OcTOBER, 1945 


‘ . WY \ 


DREHER BROS. 
ann WIDER 


Importers and Cutters of 
Precious and Semi-Precious Stones 











TO DRAMATIZE YOUR WINDOWS 


(From page 189) 


dled in such a way as to draw attention to the jewelry 
rather than to themselves. They are like a theater where 
the character upon the stage are of the primary im- 
portance yet are given greater interest and reality by an 
effective stage setting. 

Secondly, all of the displays are so designed and con- 
structed as to provide for re-use without apparent 
repetition. All of the larger ones, at least, are made up 
in separate units which can be re-arranged in various 
combinations and employed with various backgrounds 
for various occasions and seasons. Third, as stated 
earlier, instead of being built in just one standard stock 
size, each display is individually constructed to fit the 
dimensions of the particular window in which it is to 
be used. 


Finally, Miss Eckert, whose studio is at 47-A Wash- 
ington Square in New York City, will furnish any given 
display to only one jeweler in any one city, so that each 
one is “exclusive” to. the store which uses it. As a 
further protection all of her creations are protected by 
copyright so that they cannot be “pirated” by com- 
petitors. 

Naturally, with each display being built individually 
to order and to measure, Miss Eckert’s prices are not 
cheap, but the fine jeweler who wants something differ- 
ent and outstanding, can find it here. 





JEWELER OWNS UNIQUE RING COLLECTION 


The strange stories of love and hate which are the 
inherited background of the unique rings owned by 
New York Jeweler, Charles Harris, are told in a recent 
issue of Mechanix Illustrated Magazine. 

Harris’ collection contains over thirty masterpieces 
of fine workmanship, the oldest of which is Greek and 
dates back to 750 B.C. One emerald ring, originally 
owned by the famous Cigliano family, contains a secret 
compartment from which a pellet of poison can casually 
be dropped into the victim’s drink. Another is the 
wedding ring which Simon Bolivar, the South American 
revolutionist, gave to his wife. It has an inner section 
in which love messages were hidden. Later Bolivar 
used the ring to pass code messages on to his generals, 

The most famous item in the Harris collection is 
the deadly Borgia ring, a hollow gold circlet, measur- 
ing 14-inch wide by 14-inch deep, in which poison was 
concealed. When a personal or business relationship 
was to be permanently terminated, the wearer pushed 
down a little gold flower and immediately a sharp, 
poison-laden pin popped out of the bottom of the ring. 
A hearty handshake did the rest. When Mr. Harris 
obtained the ring it was still full of powdered poison 
sediment and had to be boiled countless times to avoid 
accidental infection. 

Mr. Harris has also created quite afew unusual rings. 
Most of these have been for lovers who are con- 
tinually looking for new ways of expressing their emo- 
tions. 
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THE TECHNIQUE OF SALESMANSHIP 
(From page 194) 


have made the customer feel as if you really enjoyed 
having him there and he will be easy to work with. 

If a customer for a diamond ring asks what seems to 

» a silly question about diamonds, as, for instance— 
“Are all diamonds perfect?” Do not answer her by 
simply saying—“No, they are not,” without further 
explanation. 

This, to a customer, is being “slapped down” and 
makes her feel very uncomfortable mentally. She may 

il the sale for you by wanting to hurry and get out 
of the store. 

Instead, answer her by saying something like this— 
‘No, madam. Not all diamonds are perfect. Some of 
them have a slightly yellowish cast, though often it is 
w slight that only a jeweler would know it. Some have 
iittle carbon spots in them and others have little flaws in 
tir structure. These flaws are usually too small to be 
yen with the naked eye, but they are there just the 
gme. But the diamonds we have here are all free from 
these defects. They are perfect or what is known as 
wumercially perfect.” 

Again, you have merely been a gentleman. You have 
yen tolerant of the lady’s ignorance of diamonds. You 
we also turned the answer to a silly question into an 
gening for your sales talk. 

If, at another time, you already have a customer, and 


another customer walks in who expects you to wait on 
him, don’t be selfish, and keep the customer waiting 
around for you. Be generous. Have it pre-arranged 
with the other salesmen in the store that under these 
circumstances one of them is to take care of your cus- 
tomers. Excuse yourself as soon as possible, from the 
person you are waiting on. Introduce one of the other 
clerks to your second customer and use both of their 
names in introducing them. Ask the second customer 
if he minds if this other salesman waits on him. Assyre 
him that your substitute will take care of him just as 
ably and carefully as you would yourself. Tell him 
that you will try to see him before he leaves the store. 

If you get through with your first customer before the 
second one leaves, help the other salesman make the 
sale by concurring in what he is telling the customer. 
Do not take the customer away from him but be helpful 
in. any way you can. 

After the sale is made, don’t be selfish and grab the 
sale for yourself. Insist on your substitute taking credit 
for the sale, whether there is a commission in it or not. 

Wilfred Peterson has truthfully said—“If a man is 
wise, he will soon discover that it does not matter so 
much who gets credit for the sale as long as the business 
shows a profit.” 

If you can understand this philosophy and practice 
it, your fellow-workers will just naturally have more 
respect for you and recognize the fact that you are a 
“regular fellow.” They will catch onto this idea of 
complete cooperation, they will reciprocate, and before 
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you know it, there will be a feeling of good-will ¢} 
out the store that even the customers Will sense 
EXTEND COURTESY TO TRAVELING SALESMEN 


Nor should your gentlemanliness be confine 
customers and fellow-workers. It is also j | 
always be kind, courteous, tolerant and cial o| 
all traveling salesmen entering your store, whithaod of 
firm buys from them or not. You will find that this ba 
real dividends. The traveling salesman gets around | 10 
all the jewelers, both large and small, and he Dicks ’ ig 
information and ideas that are extremely valuable ty 
you. He is always glad to pass this information on ty) J 
any jeweler who is wide awake and treats him like 
human being. ; 


d to you wl 


night and discuss the different jewelers with other 
jewelry salesmen and how they are treated. Beliey 
me, it does not do you any good to get a reputation of H 
being mean, tough, and inconsiderate. ke 


el 
M 
These men also sit around the lobbies of hotels yj ¥° 
an 
th 


DON'T ARGUE WITH CUSTOMERS 









Another important point is that you must never, unde 
any circumstances, argue with customers or felloy 
workers. Even if you win the argument, in the long run 
you lose. You merely antagonize the customer and th 
is building up sales resistance and making it tough for 
yourself. 


Instead of saying—‘“No. You are wrong about that’ 
to a customer who feels that he is positive that he kno 
what he is talking about, say—‘‘Yes. You may be right 
But did you ever think of it this way?” or “Yes, Yop 
may be right. But we have found after many years of 
experience, etc.” & 

No matter how wrong the customer is he will aif 
resent what you tell him, if you first admit that they 
may be right. 

Never discuss politics or religion. If anyone starts ap 
discussion on either of these subjects, tactfully swing) 
the conervation to something else. Both of them ang 
touchy subjects with a lot of emotion mixed into themg 
and an argument about them can often create a lot 
hard feelings in a very short time. Above all, no matte 
what you’re discussing or with whom, never lose yor 


temper. 






































BE QUIET IN STORE CONVERSATION 


Never be noisy or talk or laugh loudly, especial 
when customers are in the store. More than once I} 
seen two clerks talking and laughing with their he 
together and all unwittingly, conveying the impres 
to the customer that they were making fun of ii 
The customer does not know what you are laughing# 
or about and may easily take offense at it and walk@ 
of the store. 

Do not call loudly to someone at the other end of tig 
store or even 10 feet away. If you want to talk tot 
go close ‘enough so that you do not have to raise . 
voice. Also remember that it is very embarrassing 0§y” 
customer if you talk loud enough to him so that oll 
people in the store can hear what you are sayiligy 
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Always keep your voice well modulated but still clear 
enough for your customer to understand what you are 
Pie ciaree, it seems hardly necessary to mention that 
whistling, humming, chewing gum or smoking just sim- 

are not done in any jewelry store of good standing. 

Another situation in which the true gentleman is 
apparent is when a new employee comes to work. Think 
back and try to remember the time when you started 
to work on the new job—when you were green and 
‘morant of the busness. 

Do not make it tough for a new fellow-worker or 
laugh at him when he makes mistakes, and tell everyone 
else about it. Be a gentleman. Put yourself in his place. 
Make him feel that he is welcome. Even if you put 
yourself a little out to be nice to him, you cannot lose 
" anything. He may be in a position some day to return 
the favor. Remember the fable of the lion and mouse? 
Help him over the rough and tough spots. Help him to 
keep out of little “jams’”—and do it quietly. 

Also, no matter what troubles and disappointments 
you may have outside of the store, never bring their 
influence to work with you. Don’t let these outside trou- 
bles change your behavior or put you in a bad mood. 

It can all be summed up in the one never-to-be- 
forgotten sentence of the Golden Rule—“Do unto others 
ss you would like to have them do unto you.” Try to 
practice it every day. 

(To be continued) 
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FRONT OPENING WINDOWS FACILITATE DISPLAYS 


Display windows in which the front glass panel will 
swing open for easy display trimming are a new re- 
modelling feature which Oberlin Jewelry Company, 
Fresno, California, is planning. 

“Our wartime experience with setting up displays has 
convinced us that this step will save a lot of valuable 
time later on,” a store official stated. “Frequently when 
new merchandise came in which required display at once 
we were forced to pul! badly-needed salespeople off the 
counters to do the work—as much as two hours at a 
time. 

“With the windows opening from the front it will be 
possible to plan a promotion built around specific dis- 
plays well in advance, stock everything to go into the 
window into a box, and build the display quickly just 
as we want the passerby to see it. All of the nuisance 
of bending over in tightly cramped rear-window spaces 
and running around in front to check the results will be 
eliminated.” 

The Oberlin store’s windows are the two-side type, 
set in a stainless metal frame. By adding a secondary 
frame immediately inside the other, and hanging the 
panel on a series of small hinges, it will be possible to 
open up both sides at once or independently, according 
to how much trimming is required. A stainless steel 
lock and a small handle, adequately protected against 
theft, will be placed at the rear corner so that the door 
opens away from traffic. 
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With the easing of Navy and Army 
requirements Weksler & Goodman 
are rushing plans for post-war dis- 


tribution. 


We are hopeful that we may soon 
be able to again make prompt ship- 
ments of your ALTON watch re- 


quirements. 


Weksler & Goodman, Inc. 


S South YQ CHICAGO 8 
ILLINOIS 





_mond was an important part of this show, as it should 


There is no film, slide or transparency. Projection is 








%and with motion. At the beginning of. “Dream of Dis- 
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DIAMONDS "MARRIED" TO FASHION 
(From page 198) 


“Dream of Diamonds’’: Black, Starr & G ‘ 
Fifth Avenue store; Hammer Galleries, promey 
tiques; Mare Koven, designer and manufacturer: ia 
ritz, the Chicago-Hollywood firm which has bal 
opened a New York salesroom; Ostier, Inc., whose dis. 
tinguished designer is Marianne Ostier, former! 
Vienna; John Rubel Co.; and Trabert & Hote 
Mauboussin. " 


DIAMONDS ARE FASHION MERCHANDISE 


Linked with these great names in jewelry were three 
New York designers of trend-setting, custom-mage 
bridal outfits: Jay-Thorpe, Henri Bendel and The House 
of Tappé. Least expensive of the gowns shown by Jay. 
Thorpe, for instance, was a white satin selling at $104 
This was.a dress worthy of the diamonds which Vite 
worn with it and which were just as much “fashion 
merchandise” as was the gown. The retail jeweler, of 
course, must know all angles of diamond-selling, inglyg- 
ing the fashion angle. Women who wear diamonds wan} 
them because they are valuable, beautiful and fashion. 
able. The fashion angle will be more important than 
ever during the balance of this decade. 

The plot of “Dream of Diamonds” turned om:the 
fashion dreams of a young fiancee who, while her sweet- 
heart was in the service, visioned herself in a serieg of 
beautiful wedding gowns which were then modeled o 
the runway. A series of three Gothic arches like church 
windows had been raised across the stage. The “dream 
bride’’.lay on a.couch in the left archway, a screen for 
enlarged projections of the jewelry occupied the center 
space, and the models emerged from the right archway, 
A lively script made clear what was going on. The 
“dream bride” was awaiting the return of her fiance 
from overseas and in the meanwhile she had his diamond 
ring as the token between them. The engagement dia- } 


be in all bridal shows—the one true bond between 
sweethearts. 

The commentary was tossed back and forth by Maggi 
MeNellis, who has her own network radio show called 
“Maggi’s Private Wire” and Peter Donald, the famous 
funny m.c. of “Can You Top This?” Their converss- 
tion describing the jewelry was exactly timed to the 
action on the screen and runway. 


NEW DISPLAY METHOD INTRODUCED 

Some 60 examples of high-fashion diamond jewelry 
were exhibited in “Dream of Diamonds”—and exhibited 
on an epic scale, so that everyone in the audience could 
study them. A two-inch brooch, for instance, became 
three feet in diameter right in front of your eyes! 

This was one of the surprises of the show. It was 
the first use in any fashion exhibit of the optical instru- | 
ment called the epidiascope. Long known to scientists and 
to students of optics, the epidiascope enlarges the image 
of any small object placed within it and by means of 
mirrors and a lense, projects the image on a sereen #0 
that every detail may be studied by a large audience. 


direct from the object to the screen, in natural colors 
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lt protects you against. burglary, theft, 
hold-ups, window smashing, pennyweighting, 
fire, smoke and water damage, loss in transit, 
and covers anything you may have on memo, 


as well as your own goods. 


NEW YORK 7, N. Y. 


All Your Insurance Needs 
Covered by a Single Policy 


That's Jewelers’ Block Insurance . . . 


Save yourself insurance worries by covering 


ALL RISKS with this one simple complete _ 


policy. 

For details consult any of our agents any- 
where in the United States, or your own 
broker. 


St. Paul Fire & Marine Insurance Co. 


N. Y. OFFICE HOME OFFICE PACIFIC DEPT. 
WM. F. BOYLAN, Mar. LLL West Fifth St. E. B. BARRY, Mar. 
107 WILLIAM ST. ST. PAUL 2, MINN. MILLS BUILDING. 


SAN FRANCISCO 4, CALIF. 
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CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Contetfugal Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 


Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 


Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 


Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 
Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, Mullite, Carbon, Carborundium & Graphite 
for All Types of Casting Machines) 


, Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 


Steel Filasks—Carbon & Stainless—Rubber Sprue Bases 


Investments—(‘‘Cristobalite’’ for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


. (Suee. to J. Goebel & Ce:) Est. 1865 
95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 
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A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING. JEWELER 


George T. Manning 
The Opal Specialist 
22 West 48th Street, New York 19, N.Y. 
b Telephone BR 9-7199 
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monds” in a darkened room packed with a curious press 
crowd, a man’s hand appeared on the screen placing a 
large diamond solitaire on.a girl’s hand. This was done 
slowly, to music, and without any explanation of how 
the action was produced on the screen. No projector 
was in sight, as all equipment was behind the screen. 

Such action as a woman’s hand taking a diamond ring 
from a black velvet stand or opening a small jewel box 
and finding a diamond cross and chain within, was seen 
in its entirety by the audience. Brooches of unusual 
contour, like the bouquet of diamonds shown by Black, 
Starr & Gorham and a platinum oak tree with diamonds 
sparkling like frost among its branches, by Mme. Ostier, 
were fully appreciated because every detail of their 
design could be studied. 


NEW STYLES IN DIAMOND JEWELRY 


The fashion news in jewelry is this: the marquise 
cut is coming back, and strong! It is only on the boule- 
vards as yet, but it will get to the byways in time! 
Trabert & Hoeffer showed a magnificent 25-carat mar- 
quise diamond solitaire, and John Rubel displayed a 
matched set of necklace and ear-clips in marquise-cut 
canaries in the shade called “goldenrod.” 

The flat circular band of woven gold or platinum, 
exactly fitting the base of the throat, over which may 
be clipped one to~ three diamond ornaments, is the 
favorite necklace. Usually the same ornaments may be 
worn on a bracelet. 

Button earrings are still the style; no pendant ideas 


yet, except for a small fringe of marquise-cut diamonds 
finishing off the button. Earrings continue large. 

The clip or ring with a screw-in changeable center 
is the last word in novelty. Ostier showed them. The 
center of the motif is a half-dome pavé with rubies, 
sapphires or diamonds which may be changed for vari- 
ous gowns. These screw-in centers were demonstrated 
on the screen so that everyone could see how the idea 
worked. 

Newest platinum engagement ring was shown by 
Marc Koven. Wide and heavy as a gypsy ring, it bears 
a marquise diamond solitaire. He also showed a drop 
clip—a new name given to a clip which may be worn as 
a pendant on a chain or ribbon, or on a pocket flap. 


VICTORY FASHIONS ARE LAVISH 


The returned vogue of the double-ring ceremony 
called for two little ring-bearers, a boy and a girl. In- 
stead of being carried on a cushion, each circlet was 
suspended on a ribbon, the ends of which were held in 
a child’s hands. The ribbon was decorated with roses. 
This is something to remember if any customer asks you 
how two rings should be carried to the altar. 

Since this was the first fashion show anywhere for 
Victory Brides, the most fabulous and expensive wedding 
gowns were. given an airing. Antique rosepoint lace 
worth $1,500 trimmed one gown, and the cream satin 
of another was entirely hand-painted with wild roses, 
These were displayed by the exclusive shop of Jay- 
Thorpe as were some magnificent white furs. Henri 
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THE BIG 3 


p1AM ONDS GOLD JEWELRY g{LVERWARE 


Our three associated companies offer responsible jewelers the answer to their 
three main buying problems. 


Diamonds ¢ Gold Jewelry + Silverware 


As importers and cutters of 


diamonds we maintain large 
stocks of diamonds from 4% 

to 10 or 20 carat 
gems. We will send on 


approval. 


EMPIRE 
DIAMOND 
APPRAISING 
co. 


London Office—ST. ANDREW'S HOUSE 





We have on hand one of the 
country’s largest collections 
of antique and elderly geld 
jewelry. We turn our stock 
fast for small profits. 


EMPIRE 
GOLD BUYING 
SERVICE, INC. 


We import English silver. We 
have just received a large 
shipment of Georgian and 
Victorian silver and some sil- 
verplated goods. 


EMPIRE 
SILVER CO. 
INC. 


New York Office—EMPIRE STATE BLDG., Fifth Ave. & 34th St. 
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Popular Priced 
Ladies Wedding Bands 





| 94 Canal St. 





Made in 14Kt Yellow Gold 
Sizes from 5 to 8 
Net Price $6.75 each 
For immediate delivery Order Today 


AARON LEIKIND 


Manufacturing Jeweler 


Walker 5-8869 











New York 2, N. Y. 


LEADING COLORED 
STONE HOUSE 


REQUIRES MAN WITH 
SALES EXPERIENCE 
AND AMBITION FOR 
THE ROAD. WRITE 
IN CONFIDENCE TO: 


Box “E., 2028” Care 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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Successive stages of cuts 


ie synthetic ruby offers unique advan- 
tages to the gem cutter. Carefully con- 
trolled conditions of boule and rod growth 
make it possible for the lapidary to stand- 
ardize cutting procedures. Brilliant red 
color and high, lasting polish make the 
synthetic ruby an excellent gem stone. 


This synthetic gem material, which has 
the same ehemical and physical properties 
as natural ruby, is available in half-boules 
weighing up to 150 carats and in rods, 0.065 
to 0.125 in. diameter. Half-boules and rods 
of LINDE synthetic white sapphire are also 
available. 


More information on LINDE synthetic ruby 
and sapphire will be sent on request. 


BUY UNITED STATES WAR 
BONDS AND STAMPS 








_of visiting jewelers, attending meetings in New Yor, 
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inodes:ly priced display fixtures for jewelry windows 








Bendel showed a Bride of Lorraine, robed to honor th 
concurrent visit of General deGaulle, and The House of 
Tappé entered a slender, high-waisted Directoire 
The Christmas. bride carried fresh holly (in August!) 
which had ‘been flown up from Maryland in dry ied 
Kathryn Churchill had charge of the very artistic flower 
arrangements. 

In the “green room” session after the show a numbe 


were noted. 


SOME PRACTICAL DISPLAY FEATURES 
JC-K’s. display consultant, Virginia Dixon, hag ge. 
signed and is currently offering several practical and 


and showcases. Two of them are shown in the accom. 
panying pictures. 





Illuminated spot display unit. 


The upper one contains a 12-inch fluorescent tube 
which spotlights the items laid on the pad beneath it, It 
is especially effective for silverware whose beauty is 
always enhanced by the soft diffused glow of fluorescent 
illumination. The pad is covered with fabric in a choice 
of attractive colors. Overall dimensions of the unit are 
1434 inches wide, 1314 inches high and 814 inches deep, 

The lower photograph shows a simple but effective 
Christmas set. The tree (12 inches high) is plexiglas” 
with the edges airbrushed in white frost effect. The 
holly leaf and berry display pads are covered in Christ- 
mas green and red fabric. The leaf is 18 inches by 
seven, and the berry is 12 inches in diameter. 


Display set for Christmas windows. 


Further details and prices of these and other units in 
this group of useful displays may be had by addressing 
Virginia Dixon, 21 Jones St., New York 14, N. Y. 
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Trade Mark registered in 
United States and Canada 








2 GARDEN ST. 





Smartness of style sets the selling pace in any field—from 
radios to rings. 
carries a distinctive customer appeal. 


The smart dealer displays merchandise that 


For fine workmanship, eye-catching beauty and, above all, 
high quality, depend on “Church” — makers of fine rings 
and jewelry. 


Cearoh and 


Manufacturing Jewelers 


NEWARK 5, N. J. 
Member of 
American Gem Society 





REALIZE every cent it is worth in SPOT 
CASH. We are expanding and will pay 
a fair and just price for additional out- 
lets. 65 years of reliability backs this 
firmly established Jewelry Organization 
operating stores in various states. Firms 
purchased (names on request) will attest 
to our satisfactory dealings. Ask your 
bank for reference. 


WRITE, WIRE OR PHONE MA 3-2987 
Ask for Mr. Busch or Mr. Sargent 


ya) ; 


AZ, 
i——=S 3) 
Est 1580 i, 
MAIN OFFICE 


375 Broad St., Newark, N. J. 
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STocK RING CASES 





No. 795—Full size ring case covered with best 
imitation leather, lined with purple or black 
velveteen. Two spring bolt catches for easy open- 
Blocked to hold 120 ladies’ rings or 
Overall size 1454 x 814. 


No. 794—Half size ring case, same style as above. 
Blocked to hold 60 ladies’ rings or 48 gents’ rings. 
Purple or black lining. Overall size 844 x 754. 


Write for Circular and Prices . 


RUECKERT MFG. CO. 


69 SPRAGUE ST. PROVIDENCE 7, R. I. 
Serving the Jeweler Since 1890 


ing of case. 
84 gents’ rings. 
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BIRTHSTONES FOR OCTOBER 
(From page 200) 


color in precious opals. Precious opal is distinguished 
from common opal by the presence of fiery internal re- 
flections which resemble the broad colored reflections 
of a tropical butterfly’s wing, when it is viewed in 
reflected light. In transmitted light, the glory is gone, 
it looks like a drab stone with a white or smoky body 
color and the sun seen through it looks gray to yellow 
or orange. This interesting stone requires no pigment- 
ing impurities, all that is needed is an explanation of 
the whole color effects observed. Several theories have 
been propounded, though eventually they all get back 
to the same thing, that there are bands of varying 
refractive index through the stone; similar bands, though 
on a more extensive scale to those seen in the successive 
stages of the ruby boule. The cause of the bands is 
surely layers with varying content of water, possibly 
with cracks between them, and consequently light, in 
passing from one layer to another is successively bent 
time and again, until a ray emerges spread out into its 
spectral colors. A thin section or a chip viewed under 
the microscope reveals the bands, but the still more 
difficult problem is one of solving the distribution of the 
reflecting surfaces. Some writers have suggested that the 
Australian opal often represents a pseudomorph after 
calcite, and it is true that many specimens seem to show 
the calcite texture, as if they really did once consist of 
that mineral. On the other hand, many more examples 
give no suggestion of this origin. The whole subject is 


controversial, and probably fruitless; the correct 

is that opal can form in many ways and replaci 

other minerals. In some cases the texture of the sub. 
stance that preceded it is undoubtedly responsible fg 
the distribution of the color patches, the broad flashes 
and straight bands of some Lightning Ridge opals per 
fectly mimic the texture of coarse calcite With its twin 
bands. This type of opal is commonly known ag flash 
fire opal, when the color patches are large and cove 
a big area. Next finer in scale is the so-called harleg,: 
opal, in which one sees angular patches of solid colo 
often framed at the edges with a gray margin. Thy 
type gives way to a still finer type of texture in whic, 
there are innumerable tiny flashes over the whole area, 
known as pin-fire opal. This is often attractive, but, 
like a small diamond with too many facets, the overalj 
effect is less impressive than the fewer large spots of 
fire of the harlequin. 


VARIATIONS IN BODY COLOR 


In addition to the textural variations of opal, we also 
find variations in the body color, which means that 
every opal is truly an individual with its own distinctiye 
appearance. Body colors range from white to dark 
gray, really almost black. The original Hungarian opal, 
the only ones known for hundreds of years, were all 
white in body color, and look orange in transmitted light, 
Opal glass owes its name to this appearance, someone 
who was familiar only with the Australian stones might 
wonder about the derivation of the name. The flashes 
of fire ween in such a stone are far less spectacular than 











JUST ARRIVED FROM ENGLAND 


imported Pig Skin Billfolds 
and Key Cases 


Pre-War Quality, Pre-War Prices! 
Slim, compact and beautifully 
crafted in the finest importa 
English leathers. Also ou@ 
in Morocco. oe 


2 F.0.MERZ & CO. 
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750 NORTH 45th STREET | 


PHILADELPHIA 4, PA. 
25 FIFTH AVENUE. NEW YORK 10 N.Y 


THE JEWELERS’ CrrcuLar-K 




















PROOF 


of our Ability to Serve the 
Retail Jeweler is the number 
of Top Manufacturers whose 
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: lines we distribute 

. 

3 SOME OF THESE ARE: 

ri Airguide Ingersoll Schick Inc. 

_ Alvin Corp. International Silver Co. Sessions Clock Co. 

Hi American Optical Co. Jacoby-Bender Inc. R. F. Simmons Co. 
Ansco Kestenman Bros. Mfg. Co, Speidel Corp. 

: Bausch & Lomb Landers, Frary & Clark Sunbeam We 
Bliss Bros. New Haven Clock Co. Telechron Clock Co. 
Elgin National Watch Co. Oneida Ltd. Seth Thomas 
Forstner Chain Corp. Parker Pen Co. Toastmaster 
Hadley Co. Pitman & Keeler Waterman Pen Co. 









Hamilton Watch Co. Remington-Rand Westclox 
Heller-Deltah Ronson Westinghouse 
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THIS ADVERTISEMENT SPONSORED BY 


4.6. Beckon 60. 


AMERICA'S LEADING WHOLESALER 


DETROIT CHICAGO | DENVER 
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the brilliant flashes which stand out oe. 
the dark Australian stones. 


Mexican opals next appeared and make a 
stones, but they suffer because they are too cl 
fire flashes which are often as brilliant as in the fn 
opals, lose ‘vigor because of the transparency 
back. Worn with an open back against a dark 


from Leading: Sc 
they make fine stones, but as: they are usually 


Backed by a series of | rings, with the flesh color showing through, they 

Laboratory Tests te much of their attractiveness. The Mexicans hen 
< mounted brilliant fragments into mosaics set in a ted 
sealing wax type of matrix, and these give a brilliant 
display, but, of course, are to be classed with 
backed stone, and hence cannot be considered as fine 
gems, There is another type of Mexican opal which 
should be mentioned, the fire opal, a very different 
stone from those that we have been discussing. They 
have no flashes of color, but, in contrast, owe theis 
charm to their rich orange body color and transparency, 
They are cut with facets, and though the refractive 
index is low they are very attractive stones. 


Prominent 
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NEW PROMINENCE WITH AUSTRALIAN FIND 


The discovery of the Australian opals really made the 
opal one of the outstanding precious stones. Apparently 
special conditions are necessary for the formation of 
opal, aridity appears to be one of the factors, and the 
climate of Australia seems to have fulfilled those re. 
quirements over a large area. There have been found 
numerous occurrences of the gem, at geographically 
widely separated points, and each seems to be more of 
less distinctive so that the expert can usually recogniz 
the source of a stone. Best known are the famous black 
opals of Lightning Ridge, in New South Wales. The 
finest of these are very dark, with brilliant flashes of 
fire, and the value depends to a certain extent upon thé 
apparent clarity of the surface. Less valuable are the 
slightly grayish stones, in which one seems to see the 
‘colors through a veil. All of these stones far outshine 
the light-colored Hungarian type White Cliffs and 
Coober Pedy opals. 
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TWO TYPES OF OCCURRENCE 


Opal occurrences may be classed into two main types, 
both very different from most other gem stones. The : 


: RACINE WATCHES bie : more important ones occur in sedimentary rocks, the : 


equipped with 


eee 
‘ 


hydrous silica gel having been deposited from perce 
lating ground water solutions which have filled in cre § 


ee ee aes -.) ~~~ «| ices in sandstone or replaced fossils which were em 
© 15 Jewel Gallet Movement _| | bedded in them. All are in relatively recent rocks, § 


2 : ; ¢ Nivarox Hair Ss y 1 gs. id though this may be an accident of erosion, for opals are 
_. © Glacidur Metal Balances ~~ 





not like the hard stones which can pass through several 
cycles of erosion and remain untouched. In the state of 
Nevada we have a similar occurrence, where opal has 
replaced wood buried in a sedimentary rock. These Vit 
gin Valley opals are among the most attractive known, 
having often a very dark brown almost black body color 
am Ae Wy { ) 7: ty and brilliant red reflections, but they are unfortunately 
J [ | EN RACK k Kk (‘OMI A\ } more than usually susceptible to checking due to dehy- 
20 WEST 47th STREET, NEW YORK 19. \. Y. oe and an investment in one of these is indeed 4 
§ . 
The other type of opal occurrence is characteristic of 
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The first of a series of full-page 
advertisements . . . soon to appear 
in 8 great women’s magazines 
... reaching 20 million customers! 


American Home Good Housekeeping 


Better Homes & Gardens House & Garden 





Bride’s Magazine House Beautiful 


Cosmopolitan Parents’ Magazine 











your preview of the 


advertisement that’s going 





o make silverplate history. 


I's the introduction of National Silver GUILDCRAFT 
millions of silver-starved women all over Amer- 
ia. More than that... it’s the announcement of 
the first of a completely up-to-the-minute collection 
ofsilverplate patterns. The first and finest com- 


bination of prewar quality plus postwar design. 


Your customers will be reading about it... asking 
about it. Don’t disappoint them. Write today for 
information concerning a Guildcraft franchise in 
your city—or call on any of our five conveniently 


located showrooms. 


WR OcToBER, 1945 












the news your, 
customers have. 






waited and waited 
to hear : 
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new Guildcraft collection 


















SILVER COMPANY 


295 Fifth Ave. (Corner 3ist St.) 
New York 16, N.Y. 


Business Founded in 1890 


Los Angeles 
52 So. Los Angeles St. 


Chicago 
1577 Merchandise Mart 


Miami San Francisco 
1351 Biscayne Blvd. 61 Post St. 
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Impressive STORE FIXTURES 


dy Edwin Freed 
NATIONALLY KNOWN RETAIL SPECIALIST 


Ed Freed’'s display and fixture catalog—' IDEAS” 
40 pages of ideas packed with original showcases 
displays (lucite, velvet, metal, wood), etc plus 


ideas and angles for displaying and selling! 


Edwin reed 


the Mexican opals, and a number of unimportan 
. . A t 
including one in Honduras, one in Idaho and 
California, Here the opal has been deposited 

saturated solutions in cavities in an igneous rock. §)); 
in spaces which were formed by trapped gas inti! 
as the rock solidified. The Mexican opals are often 

to preserve some of the reddish rhyolite rock as a ben 
ground for the flashes of the opal. 2 

A recent discovery of opal in the state of Pig: 

Northern Brazil, suggests the possibility of oy 

y of yet 
gem stone from this country. The opal is of the White 
Queensland type, and the best of it ranks with the 
finest light Australian material, though few stones seem 
to attain this quality. It will be interesting to see what 
develops at this locality, though exaggerated ideas ag 
to its value at present are delaying the distribution of 
the material in foreign markets. 

The opal of the ancients may not have been the same 
stone as that which we now know by that name. [t is 
quite probable that clear iris quartz, stones with cracks 
that give rainbow reflections passed under that name 
with the Greeks and Romans. Many of the statements 
about opal are difficult to reconcile with the modem 
stone. Nicols (1652) for example, says that though iti 
is seldom found bigger than a bean, its weight will be 
incredible. It was considered a valuable stone for 
thieves, for its possession was supposed to sharpen the 
sight of its possessors, and cloud the vision of those that 
stand about him, so that they can either not see-or not 
mind what is done before them. Surely such’ stone 
should have been held in higher esteem than they seem 
to have been in Nicols’ day, though this may explain 
why a Roman senator, Nonius, preferred banishment to 
surrendering his ring to Mare Anthony. 


Ones, 
One in 


TOURMALINE AS ALTERNATE BIRTHSTONE 


Fearing the possible adverse affect upon business of 
the legends of ill luck which accompany the opals, the 
jewelers selected an alternative non-traditional gem for 
October, and while they were at it they picked a stone 
which shows the color range of an opal in different 
specimens. This was tourmaline, and tourmaline is surely 
one of the most widely sold gem stones. It is a complex 
silicate of aluminum and boron, and it occurs in pegma- 
tite dikes along with beryls and topaz. It is mineralogi- 
eally an interesting mineral, for it shows some properties 
not common in minerals. Some are related to its in- 
teresting crystal form, it is what is known as a hemi- 
morphic mineral, being different at one end from the 
other. This means that there is a top and a bottom to 
the crystal, and growth may take place at one or am 
other end at different times. Since tourmaline is colored 
by impurities, this means that one end may be of a dif- 
ferent color from the other, or its color may change as 
the crystal grows, making red and green crystals or 
banded crystals quite common place. In Maine there is 
a type which first was pink and then became green, 9 
that a section shows a pink interior with a green rind. 
These, for obvious reasons, are known as watermelon 
tourmalines. Gems may be cut which show several colors 
within a single stone. 4 

Tourmalines occur at many localities, the list is. the 
same as that for aquamarines, since their manner OF 
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: manship and beauty of fine furs, there is also a difference 

in quality, color and iridescence of fine simulated pearls. 

Heirloom Pearls are a bonafide reproduction of a genuine 

oriental strand . . . and are magnificently matched for 

: color and iridescence . , . unmatched for quality. 
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or Your pride in selling these pearls will be placed because 

r your customers will be satisfied . . . and as they cherish 

ul their Heirloom Pearls down through time, 

“ they’ll think favorably of your store and make 
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occurrence is identical. In the United States: 

and San Diego County, California, were cual Mii, 
tant localities. Now that they have been exhausted 
get our principle supplies from Brazil, but Mada ” 
Southwest Africa, Siberia, and other places have at 
time or another been producers of note. Usually tog. 
malines are sold under names which refer to their 
with the name tourmaline applied to the green mate. 
rial which is the commonest and the least expensj 
type. Red stones are known as rubellite; for some We 
son these are nearly always flawed but the Brazilian 
and Madagascar material are often very deep and rich 
in color. Blue stones are called indicolite, while pink 
California gems and the violet Brazilian and Mada. 
gascar may be sold as rubellite or under descriptive 
names, like pink or violet tourmaline. Tourmaline cats. 
eyes are sometimes seen, usually they are of the pink 
material. Parti-colored, half-green, half-pink stones are 
interesting but have no great demand. Tourmalines May 
be very large, since the crystals often attain consid. 
erable dimensions, but flawlessness may be in part re- 
lated to the color. A flawless 50-carat green would not 
be hard to find, while a similar-sized rubellite would 
be out, of the question. 

It is surprising that tourmalines, important as they 
are’ today as gem stones, should not have been know 
in ancient and medieval times. Hence we have no tra- 
ditions wrapped around them, and their selection 4s 
a birthstone was dictated -by other considerations, 
However, it is hard to conceive that none should have 
been known to peoples who knew and recognized the 
far rarer emerald and diamond, so it is possible that 
some were found, but have been confused with other 
stones that were better known. In addition one might 
note that none of the important occurrences, with the 
exception of the Ural mountains, and the brown Cey- 
lon pebbles, comes from a locality which was a source 
for the Greeks or Romans, the Hindus or the people 
of Medieva! Europe. 


WHY GOLD JEWELRY SOMETIMES LEAVES MARK 


Every so often the question comes up as to why gold 
jewelry sometimes causes a dark mark on the skin of the 
wearer. In view of the probable interest among jewelers 
generally on this subject, here are the facts: 

The wearing of gold jewelry does sometimes cause a 
dark mark on the skin of the wearer, but this is not an 
indication that the jewelry is of inferior quality. Experi- 
ments and tests have been made on this subject and it 
has been found that if a person is subject to this diffi- 
culty it occurs even if the jewelry is of pure gold. 

This was the subject of a test in which the same per- 
sons first wore articles made of 10Kt. quality, then 14Kt. 
quality, then 18Kt. quality and finally, 24Kt. gold. In 
all cases the dark marks appeared. 

The explanation is that this marking is sometimes due 
to the chemical action of the skin secretions of some 
persons reacting on the gold. It forms an oleate of gold 
which appears more or less black on the skin or clothing. 
Beside this, the dark mark can be caused through 
mechanical action as a result of dust from the air settling 
on the skin and being rubbed in by the jewelry making 
a dark stain. 
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WATCH FOR THESE ELGIN aps 


See how they build a backlog of business for Elgin 
dealers. You can capitalize on this history-making 
campaign by reminding your customers that Elgins 


are on the way! 





SPECIALTY TRAINING HOLDS FUTURE JOBS 
(From page 206) 


mountings; exquisite styles of superb craftsmanship, 
being mostly those of original appeal as designed by 
Mr. West, who is a designer and setter. His creations 
have instantaneous appeal because of the refinement of 
artistic detail. 


The watch repair department, presided over by Mr. - 


Packer, is located at the rear of the display room. 
Above the cashier’s desk there is a conspicuous sign 
which reads: 


“If we sold it, we will fix it.’’ 


“Under present conditions we will not repair or en- 
grave new goods unless sold by us. Please understand.” 

This was brought about through necessity of present 
business operations; through lack of manpower, and 
motivated by the always present desire to give honest 
workmanship under any and all conditions. 

“We are not in sympathy with the idea of doing work 
on new goods sold by department stores and other com- 
petitors at so-called bargain prices. If we are con- 
sidered good enough for repair work, we should be 
good enough to buy from,” explained Mr. West, adding: 

“It has been disheartening to see the avidity with 
which customers will scurry for scarce merchandise, 
just because it is scarce, paying fabulous prices and 
then, when it comes to engraving or repairing, they find 
these stores with no facilities or skilled workmen to do 
: the work. 


“Throughout the war we adhered closely to oui 
regulations and advertised solely through satisfied , 
tomers, but will resume some institutional adyesm 
on old established lines now that the war is ended 4 
the whirl of boom times is likely to slow down,” 











apprentices whe expect to continue on and also empin, 
part-time helpers as the need requires. 

“Again I’d like to add,” he continued, “that special 
ized trades are what is going to save this nation, Yq a 
people do not realize that postwar wages will be basal 
on general business conditions, and only the establighe, 4 
and reliable firms will remain through all busin, 
fluctuations.” 


—_- -— 


RADIO TALKS CREATE GEM INTEREST 
(From puge 208) 


found in edible oysters. One of my male customers later 
told me, “You know, whenever I eat oysters I alway 
kinda look around perhaps a precious pearl may be hid 
den somewhere, now since your last broadcast, I have } % 
interest in oysters further than as food; you took all my 
pleasure away ...” he complained. : 

One sweet aa. hadi, on the other hand, said she wed 
the music best of all; to her it was really “Hour of Gems,” 
as many fine old semi-classics are played. But just the 
same she felt confident in leaving her precious antique 
jewelry to be repaired, because as she said, she had 
heard my voice so often on the air it was like leaving 


















MAYBE This is the POSITION you want! 
MAYBE YOU'RE THE MAN WE WANT 


The Position: re We cover the south from Penneyivoniell to 


Georgia. Baltimore and Washington are important districts with us and these cities 


will be part of your territory. 
The men we want are young, aggressive and thoroughly familiar with 


I he M en. the jewelry business. They will be well compensated for their work 


and there will be a pirthae future for them with this organization. 











If you're interested, write to us. We want to know all about your past 
experience and connections. And as much about yourself as an interested 
employer should know. 


J. ENGEL & CO., Inc. 


264 


Baltimore Street at Hopkins Place 
Baltimore 1, Md. 
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PERFECTLY BALANCED to make writing an untiring 
pleasure. 


GRACEFULLY SLENDER to please the eye and snug- 
gle comfortably into the hand. 


MECHANICALLY PERFECT to ensure years of satis- 
factory service. 


A True Patrician of the Pencil World 


Soon, we hope, we will be able to supply you fully with 
America’s most exclusive line of gift pencils. 


AT. ( 20GF Pencil Co. z 


Established 1846 we 
ad< ass 


53 Warren Street America’s Oldest Peacil Manufecterer 
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“Believe in me. So shall good for 
tune attend you... ’’ —TUTU 


An exclusive 
fay 


inspiration 


Tutu brings good fortune to the wearer. 
That is an ancient tradition. His mysteri- 
ous smile does seem to have some magic 
charm . 

Tutu will be a brooch, earrings, a 
bracelet... 

This is only one example of the silver 
jewelry designed by Johanna Van Ryn, 
and as beautiful in design as all her 
creations. 

We have an assortment of Van Ryn 
pieces for immediate delivery. Send for 
representative selection limited to any 
designated amount of money. Or call at 


our showroom when you are in New York! 


Van DUGTEREN 


SN 


A. J. Van Dusteren & Sons, Inc. 
5 East 57th Street, New York, N. Y. 


it with an old cherished friend and not 
business establishment. 

“Now, after some 150 such broadcasts, many ! 
customers come in to discuss their gem and jeu: 
problems freely with me, feeling they wil] receive 
authoritative information. 


“It may seem strange,” says Mr. Scudder, “to hie 
some of the questions I am asked to answer on the he 
as, for instance, ‘Are pearls always white?’ or ‘Ts the 
diamond the hardest gem?’ and ‘Can it really cut glass? 
Some of the questioners apologized for their queries 
saying perhaps it was just hearsay but they wanted t, 
hear it discussed in detail by a gem authority go they 
would know once and for all. 


just a ol 


“I use a great deal of information I received in my 
course at the Gemological Institute of America which 
is priceless for such broadcasts. I watch and mark 
many articles carefully which I find in leading mMaga- 
zines such as the JEwELEerRs’ CircuLar-Keystong for 
future references and programs. 


“After nearly a year on the air, I began to learn to 
ad lib the answers and some of the short talks. Now J 
can freely face an audience such as the Rotary, of 
which I am a member, and other service-clubs like 
Kiwanis, Lions, Y. W. C. A. and Y. M. C. A. and like 








ATTENTION TO MEN'S WEDDING RINGS 





Men's Wedding Rings 
from Hudson's 


Symbol of An 
All-Important Day 


Engine-turned line 
designs, carving 
or plain bands 

of 14-k gold. 


G Bdludson Geo. 


EIGHTH AND NICOLLET 
MINNEAPOLIS 





20% tax included” 











The more men are led to think about wedding rings for 
themselves, and the more women are reminded that there are 
wedding rings for men, the more such rings will be sold, is 
belief of the J. B. Hudson Co., Eighth and Nicolett, Minne- 
apolis, Minn. The store recently ran the above advertisement 
wholly devoted to men's wedding rings. 

"Symbol of An All-lmportant Day" was the quiet message. 
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4 HERE’S A PROFIT BOOSTER! 
$The Guardsman Billfold 


Tn SELLS ON SIGHT! * STOCK UP NOV! 








FOR STYLE 





a 


CAN'T 
BE 
LOST 
OR 
STOLEN 




















By the Makers of 
. The Billfold with a purpose . . . its 


smart protective chain prevents 
loss or theft. Beautifully hand- 
crafted from superior leathers. 
Fitted with secret removable ' 
pocket. Handsomely boxed. The 
irresistible all occasion gift. Retails 


at $10. Other Billfolds from $2. WESTFIELD MASSACHUSETTS 


| NEW YORK OFFICE ¢ 200 FIFTH AVENUE @ TEL. GR 5-4262 
|} CANADIAN OFFICE @ ROBINSON REMINDERS (CANADA) Limited, 69 YORK STREET, TORONTO, CANADA 
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groups, to which I bring my diamondscope and other 
gemological instruments. 

“And it. was at such gatherings that I first discovered 
what a vast audience radio broadcasting covers, and 
how carefully many of them listen to details. Often 
they shoot a question on a gem I covered several weeks 
or months ago, so I always have to try and be on the 
alert, for often their memory is better than mine. I 
also found, once those attending my lecture groups, 
although never having heard the radio broadcasts, be- 
come frequent if not regular listeners due to their new- 
found interest in gems. As one businessman attending 
said, ‘A fascinating study . . . never knew there was so 
much to it.’ 

“From the business angle, I found that I had gained 
many’ new customers who are from various far off sec- 
tions of the 30-mile area our local radio station is heard, 
where otherwise most of my trade was from the city 
itself. And due to the authoritative information given 
on these weekly five- and ten-minute radio talks on the 
15-minute broadcasts have gained definite confidence in 
my opinions.” 


CORRECTION 


In the table showing dollar value of United States 
imports of gem diamonds on page 225 in the August 
issue of JC-K, the figure for the year 1944 was incor- 


rect. Actual value of gem diamonds, including both 


rough and cut stones, imported in 1944 was $72,670,146. 





This year America 
peacetime Christmas in 4 years. 


WITH AN EYE TO THE FUTURE 
(From page 212) 


ei 

Halfway down the right side of the shop is wad : 
mond case, styled like the others, but built lower, Cye. 
tomers may sit down at this case. They get up ; 
to it because there is plenty of room to tuck their wa 
underneath. The chairs are slender, comfortable; 
seats are of open-webbed blue leather. 


Behind this counter is a seven by five foot diamond) . 
sales room. Privacy is assured here by an accordion- 
Modern Fold door done in the same leather used in the 
doorway lounge and diamond-counter chairs. 


Across the diamond sales room is another lo 
hidden from view from the front door but of the same 
styling as the lounge near the door. 


Wherever possible, unessentials have been eliminated 
in fixture construction. The pre-eminent object ig to 
display merchandise, and not fixtures or accoutrements, | 
This is evident even in the drawers in the lower section 
of the wall cases. The drawers have no “pull-outs” tg” 
take the eye but, instead, are overlapped and are opened | 
by placing the fingers beneath the lower “lip” and poly 
ing forward. 


COLOR—COLOR—COLOR 


The theme of “this is an informal shop where you caj ’ 
feel at home and buy with confidence,” is exemplified! 
in the fine use of color in the interior. Tones are not 


celebrates its first 
It will 


be the most joyous Christmas ever, with 
lots of gift giving. 

Persuade the public to give jewelry. 
Acquaint them with your stock. Tell 
them of the new postwar merchandise 
new arriving. 

Mail gift catalogs. Choose from over 


35 pages of merchandise. We will print 
your catalog to order. 


Write for’ 


16, 24 and 32 Page FREE SAMPLES 
CATALOG 
NEWSPAPER MATS 
SELF MAILERS 


manures LETTERS 
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SERVICE BAR 
Jor A Marhet of Millions 






ry decorated service man coming | 
(the armed forces will want this: S 
snient metal lapel button—made: 0° sie 
to 5 decorations in one compa! : susih: 
Jy—tiny—quickly and easily assembled: 
hese service bars ore the ONLY way | te 
ear many decorations in one button mole: 
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*Pat. Pending 





Service bars available for all branches of service soe i 
except where specified for special branch. 


Pa 


-) 
“33 


No. Name No. Name No. Name No. No: Name 


#100 Air Medal ve 80 Dist. Ser. Medal 122 Geod Conduct 163 Naval Expert Pistol 290 Philippine Liberation: 
* 10 American Defense (Army) (Cc. G.) Shot 70 Pres. Citation (Army) 
4 200 American Legion 260 Dist. Ser. Medal 121 Good Conduct (Mar.) 162 Naval Res. Medal 240 Pres. Citation (Navy) 
%¥ 60 American Theater — nseaghone %* 90 Good Conduct 165 Navy Commendation 20 Purple Heart 
© 50 Asiatic-Pacifie Thee. ‘29 Dist. Ser. Medal (Navy) ; 120 Navy Cross 110 Silver Star 
124. Atlantic Thea Oey! : 23 Legion of Merit 150 Navy Exped, 170 Soldiers Medal 
(Mer. Marine) % 52 a ang e 251 Marine Corps Brevet 210 Navy Exp. Marksman 144 Surgeon Medal 
# 30 Bronze Star 164 Exp. Pistol Shot 151 Mar. Expeditionary § =. 140 Navy and Marine (Army) 
270 Combat Bar (C. G,) 220 Marine Resprve Corps Medal % 230 Veterans of Foreign 
(Mer. Marine) 132 Exp. Rifleman 250 Medal of Honor 184 Officers Res. (Army) Wars 
130 Dist. Flying Cross (c. G.) 180 Medal of Merit 280 Pacific Theater 22 WAC 
160 Dist. Ser. Cross % 40 Good Conduct %- 190 Medit.-Mid. E. Thea. (Mer. Marine) 
) (Army) (Mer. Marine) 300 Philippine Defense 


*Double up on these popular items: 
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Service bars are easily and permanently clamped on notched 
base. Screw-back button holds bars securely in place. 


Bee heh Pe GS tae pt” tas 47} oe ae fay? 





Miniature service bars sold in gross lots— $36 per gross. 
x Packed 1 dozen of a number to the card. 
‘ 
3 Bend prongs back. Suggested minimum order for mountings—6 doz. assorted (to hold 
P 2, 3, 4, and 5 service bar combinations) $2.40 per doz. 
Prongs fit in grooves. 
Miniature service bars manufactured and sold 


beth ie 


Follow same procedure with other bars. exclusively by the ABBOTT JEWELRY COMPANY 


: rue Abbott Jewelry © e,, INC 
72-78 SPRING S| Ree NEW YORK 12, N. Y. 





bright.. They are so soft, in fact, as to make customers 
hardly aware of them. Browns—in warm shades—are 
found in the walnut in all woodwork. The panelling was 
carefully matched so that all woodwork in wall cases, 
furniture, light fixture and show case frames blends 
pleasingly. Dusty pink is used on walls above the wood- 
work line. The ceiling is of sound absorbing block insula- 
tion in a blue matching the leather in the lounges. 
Because of its departure from traditional ideas on 
store lay-out, the Vermes shop, since its opening last 
March, has been the mecea of visiting retailers from all 
over the Northwest. Large numbers of them are today 


‘ 


planning remodeling programs and are “scouting” ideas. 
“Our ‘open front’ has attracted the greatest amount 
of attention,’ 
but most recognize in it a definite trend in future retail 
store planning. 
“Our lighting arrangement and type of lighting has 


> 


states Mr. Vermes. “Some are skeptical. 


been highly praised. The beauty and quality of mer 
chandise shown under it is greatly enhanced. The whole 
store shows up under it. And the cost, as compared 
with ordinary lighting, is reduced by more than one 


half.” 


TEST RUN SAVES FUTURE WATCH REPAIR TIME 

A practical method of eliminating “lost motion” later 
on in the watchmaking department is to thoroughly test 
and clean all new watch stock as it is received, according 


to watchmaker Robert Bobst of the Carter Jews. 
Company, Fresno, California. TEN 
The Carter store put heavy emphasis on we y 
repairs during the war period, selecting that field as s 
goodwill-builder offering rapid service to customers 
who could not get along without an accurate timepiece, 
Defense workers were given prioritits, but all re 


Pairs 
were gotten out swiftly. ; 

“We turned out from 10 to 15 watches a day,” Mr. 
Bobst explained, “which was more than twice the ayer. 
age number in peacetime.” To reach a volume of this 
proportion, the store streamlined its service, built spe- . 
cial repair equipment, and relocated the department for 
ready convenience. Everything possible was done to step 
up the service. 

In connection with this. of course, Carter’s has stead- 
ily taken into account return-repairs and timing of new 
watches which are likely to tie up the watchmaker when 
his revenue work is most needed. Every repair job ig 
double checked for satisfaction, and the customer given 
a small printed folder which gives handy tips on wateh 
maintenance. “We want to prevent return of any job,” 
Mr. Bobst explained. 

Most important insurance against such returns has 
been testing of every new watch as stock comes in, and 
cleaning all those which show any need of it. No new 
watch is placed in stock until it has gone through this 
process—a fundamental rule which Mr. Bobst feels has 
saved him many wasted hours per week. “The hurry-up 
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$4). Jewel “d bracelet $24 


JAY KEL, Fifth Avenue 





SPELLBOUND 
CIRCLET 
BY JAY KEL 


To be featured in 


VOGUE— October 1st 


Glowing double strand circlet of gold plated 
sterling braided mesh, with clusters of 
sparkling rhinestones in ruby and crystal. 
Bracelet and earrings to match. 


Circlet No. 5664 @ $240 doz. 
Bracelet No. 5668 @ $144 doz. 
Earrings No. 6015 @ $42 doz. 


Inspired by Selznick International's 

‘Spellbound”’, starring Ingrid Bergman and 

Gregory Peck—showing soon in your city, 
en. 


Vogue display cards and mats supplied. 
tae Fae i. 

JAY KEL 

JEWELRY CO. 

307 Fifth Ave., New York 16 

Chicago: 36 South State St. 
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promotional bracelet whose low retail selling price will amaz 
...and make your store “Charm” headquarters. A double- 
: ied traffic and profit getter . . . that gets the original sale 
and helps sell individual charms. 


Main Office — 87 Weybosset St., Providence 
9 Maiden Lane, N. Y. — 31 North State St., Chicago — 707 South Hill St., Los Angeles 
New York Retail Display Room — 303 Fifth Ave., Suite 1801 Corner of 31st St. 


MANUFACTUMEESBS of the MANREY LINE” 
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war market resulted in many watches arriving in less 
satisfactory condition,” Mr. Bobst pointed out, “which 
were prone to giving the buyer trouble, naturally bounc- 
ing back on our store. Consequently, instead of placing 
new stock immediately on sale, I shift them to a special 
inspection drawer held in readiness against slack hours 
of the day when I can inspect each before releasing it 
for sale. Any movement which needs cleaning is cleaned 
at once, every watch timed, and all minor repairs made 
before we consider it ready for sale.” 

Because of the miner nature of most flaws in new 
stock, or only slightly dirty movements, Mr. Bobst can 
put two movements through the cleaning machine at 
once, and thus clean up the new stock swiftly in the 
mid-morning or early afternoon hours. Stock thus 

¢ked means a minimum amount of returns later on— 
ndthe practice helps maintain 100 per cent efficiency in 
this California store’s watchmaking shop. 


"DEPENDABILITY" SUPPLANTS "PRICE" 
sa, (From page 218) 


of vaults, safes and other hiding places to be sold on a 
10 per cent commission at a price set by the owner, and 
giving a new and well appreciated service. 

What is more important than the commission is the 
fact that it brings many diamond-minded persons into 
the store who would not go there otherwise; people with 
money to whom diamonds and other jewels are being 
sold, greatly iricreasing the sales volume. 













‘Besides, it: is_causing the store to be “talked ig 
favorably, providing publicity which could not be 
in any other way, associating the firm name, rou pe 
new method, with fine jewelry and adding to its p 

The. plan was launched in May with an ify, 
advertisement four columns wide and ten } 
in the Rochester daily newspapers, the Rocheste 
having been selected to make the experiment, 
explained in detail just how the plan worked, Copy 

“If you have any fine jewelry that you wish to mm 
vert into cash, bring it to our store. It will be may 
at the price you set for it and will not be sold for 
other price without your consent. It will be ad 
displayed and presented for sale, without, 6f 
disclosing your name. It is completely insured ag 
loss while it is in our possession. When the sale} 
pleted, we deduct 10 per cent for our fee. Thig 
sents another Rudolph service that we cordially” ny 
you to avail yourself of.” 

The response was slow at first, but some jewel yw was, 
brought in, and was accelerated as sales began te 
made and owners told their friends of sizable sums wh mG 
they had received for jewelry. ) 

A section of the front display window of the sto i 
set aside for the Brokerage Department. On a larg ; 
cardboard in this section is printed the message telling 
how the plan works, in the same words that were ¢ 
tained in the original advertisement. 

The jewels are displayed on miniature platforms, an 
a typewritten card gives the history of each jewel 
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Board Sizes 


These popular-priced aluminum trophy or wall 
plaques are of Smith Metal Arts quality and will be 
offered in bronze . . . along with our established line of 
bronze ware . . . when restrictions are lifted. Send for 
illustrated folder and prices. 


NEW YORK DISPLAY ROOM - 200 FIFTH AVENUE 





Made to the exacting standards of all Smith Me 
Arts products. ALUMINUM . . . in bright.and 
finish . . . protected by durable lacquer, Also availa 
in black anodic finish which when engraved, contra 
strikingly with bright aluminum lettering. All | 
ishes practical for engraving. Mounted on’ wa 
finished boards. 


NO. A 


Board Sizes: 6x 7; 734 x9; 
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8I4x 1014; 10x 12 
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Gu news travels fast. The “ESKAY” 
line of juvenile jewelry excited a new in- 
terest among wholesalers and their cus- 
tomers. The overwhelming response to the 
“ESKAY” juvenile jewelry line is apparent 
evidence that there’s always a réady recep- 
tion for good ideas in quality merchandise. 
The next time you talk to your wholesaler, 
remember to say—““ESKAY.” 


e ASK YOUR WHOLESALER TO SHOW YOU THE (449) JEWELRY LINE @ 


et 
’ ’ 
, / 
N 
‘U FV 
‘Ewe 1 RY i" MANUFACTURING JEWELERS 
e 


914 WALNUT STREET, PHILADELPHIA E PA. * New York Office: 9 Maiden Lane = Mel Bruder seiesudabia 
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other pertinent facts in relation to it—but with no names 
used. 

At intervals the new department is publicized in the 
regular store advertising, with a section devoted to it, 
but the wording is practically the same as in the first 
advertisement. Growing interest is manifest by in- 
creased offerings and sales. 


CUSTOMER DECIDES SELLING PRICE 


“When a piece of jewelry is brought in,’ said Ber- 
tram Moll, the store’s diamond expert, who is in charge 
of the brokerage department, “I inquire of the owner 
how much is wanted for it, provided the piece seems 
salable. If the amount seems reasonable, that is the 
price at which it is offered for sale. 

“The owner always decides upon the price, and we 
do not appraise any article. If the price asked seems 
too high, I- say so, without any suggestion of what it 
should be. If the owner reduces the price to an amount 
at which it might be sold, it is accepted and placed on 
sale. 

“The owner signs a duplicate form, with the price 
agreed upon in it, and it is never sold for any other 
price except with the consent of the owner, to whom a 
check is sent immediately after the sale. 

“Since we specialize in diamonds, more diamonds are 
brought to us than other jewels, but nearly every kind 
of jewelry is included in the list brought here—ear- 
rings, brooches, watches, shirt studs, etc. 


“The first requirement of any article is that it is some. 
thing which will appeal to the public, as an antig Bee 
because of some other quality which would make jt ap. 
pealing to prospective purchasers. 

“About one-half of the articles which are offered to 
us are not accepted. The reason is that they do net 
possess the quality required. In fact, some of it jg not 
worth much of anything. 

“Diplomacy is required in telling a person who has 
perhaps been treasuring an article for years and bri 
it in carefully wrapped in a handkerchief, that we pit 
not offer it for sale. But it can be done tactfully, ang 
it is always best to tell the truth, although in a way that 
they will continue as friends. 

“Jewels that have been brought in range up to $8,009 
or more in value, with the average about $100. In 
instances they are sold the same day they are placed jn 
the window, because interest is growing and the display 
is watched. 


DEPARTMENT BRINGS MORE PEOPLE IN STORE 


“The important thing is that the new department js 
bringing more people into the store, making new friends, 
In my opinion, it is very much of a success, although 
just in the beginning, and is helping to increase sales 
daily.” 

It is a maxim of Rudolph’s that advertising promises 
must be fulfilled by its salesmen and backed by reliable 
merchandise. In other words, the firm’s advertising can 














‘U.S. JEWELRY CO.fl 


te BALTIMORE-1, MD. 
EASTON WATCH IMPORTERS 
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Locket Pendant L700 Jf 
1/20 10K GF. 
10 YOU 


LARGE SELECTION - 
OF: 3 
CROSSES 
ANKLETS 
BRACELETS 
PENDANTS 
EARRINGS 
BANGLE BRACELETS 


H. kb. HIRSH & CO. ROSARES 


LEATHER STRAPS 





185 EDDY STREET, PROVIDENCE, RHODE ISLAND 
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BABYS FIRST SHOES 
(7 


GIFTS 


Priceless in sentiment, baby’s first shoes demand 
utmost skill and care in Processing... QUALITY 
is all-important. 


SOLID-IZING is unconditionally guaranteed by 
the creators of the famous BRON-SHOE solid 
metal Process which had been halted to speec 
Victory.* 


Choice of three beautifvi finishes . . . two-tone 
copper bronze, Statuary bronze and antique Ivory 
... all at the same low prices... starting at $3.95 
pair unmounted. 


Liberal discounts . .. alert promotional service ... 
complete cooperation. You need only mail your 
customers’ shoes ... we do the rest. Make the 
most of the great possibilities in SOLID-IZING 
for Christmas, anniversaries . .. the whole year- 
round. 

Once the famous BRON-SHOE solid 

metal Process is again resumed, you 

will have two distinctive services in 


two popular price ranges. Watch for 
announcement. 


Write for free catalog, display card TODAY 


BRON-SHOE CO. 


275 E. BROAD ST., COLUMBUS, OHIO 
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only be most effective when it is part of an inte. 
merchandising scheme. 
achieve maximum results, 
Not all of the advertising is confined to the ie 
mentioned above." An important supplement is here 
vertising messages which are a part of window dig 
These are used to stress numerous themes. Qne in Use 
during the war read: “ ‘Don’t You Know There’s a War 
On?’ is an expression you'll never hear at Rudolph’s, 
Despite wartime conditions we are trying to give you the 


All factors must combine 4, 


most efficient service and the merchandise you want.” 
Customers are urged to use their cash to buy War Bonds 
and their credit to buy jewelry. And in window me. 
sages as elsewhere appears: “You buy Dependability 
when you buy at Rudolph’s.” 

New plans call for the opening of a number of adqj- 
tional stores and it may be expected that advertis 
will continue to be a powerful factor in the future gue. 
cess of the Rudolph chain. 


STORE WINDOW IS STUDIO FOR BROADCASTS 


The conventional type of radio advertising may be 
paying off to jewelers throughout the country, but the 
Kay Jewelry in Jacksonville, Florida, has gone a step 
further and brought a broadcasting studio to its store 
on the corner of Laura and Adams Streets. Originated 
on October 1, 1944, the idea of presenting news broad- 
casts from its windows has been attracting scores of 
passersby to the Kay Jewelry windows. 








Crowd watching broadcast from windows of Kay store. 


Located at one corner of the store, in a show wint- 
dow, the replica of a radio news broacast studio is 7 
feet high, 6 feet wide and 4 feet deep. A table, chair 
and microphone are used Monday through Thursday 
at 12:30 p.m. by newscaster Ray Herbert of Radio 
Station WJHP in Jacksonville, who has been appearing 
in the window broadcasts since their inception. 

According to E. M. Schloss, manager of the store, 
the 15-minute window news broadcast has been pre 
sented only in Jacksonville. 

In this clever form of advertising, the manager 
feels that not. only has the broadcast benefited the 
company but the general public as well. People, work- 
ing downtown and otherwise unable to hear the latest 
news broadcasts, listen to Ray Herbert give out the 
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No. B. 211 C—Colonial and No. B. 212 S—Setter Book End. No. B. 109 BD—Bird Dog Book End. No. B. 213 G—Great Dane 
ds indian Book End; In Bronze. In Bronze. $5. a pair retail. In Bronze. $5. a pair rétail. Book End. In Bronze. $5. a 
$- 5.4 pair retail. ' pair retail. 
y 
* «* 

: New! Sales Stimulating! 
8 
F These attractive pieces check out of your store 

right after delivery. Beautifully sculptured and 

finished in rich bronze, gold or gold antique. 
e 
e They’re just what your customers want . . . just 
P 
€ what they'll buy! 
d No B. 22? 


old Salt , Book 59° 
21990 pronze: $5. Every item beautifully made and finished * Designed for instant appeal. 


Made of Durable Amercite 


I ~ Boy and G 


, ‘nd. ; 
Par retaiy | “" Gold, 3, tt 
a 


$5 








No. W. 403 A. No. M. 351 V—Large Oval No. W. 403 A—Acan- 
Victorian Mirror. In Gold. thus Wall Bracket. In 
$6.50 each retail. Gold. $7.50 pair retail 


Console Set—$14.00 retail. 
Our complete line includes: 














Figurines Mirrors 
Book Ends Wall Brackets 
Cigarette Boxes Table Ornaments 
Plaques Garden Ornaments id vided , 
“ in Gold. ye se sa Victociae:Micror. In Gold. $2.50 
' GIFTWARES DIVISION reinsert 


THE AMERICAN ART WORKS, ine. 


ee 


for OcToBER, 1945 277 

















world news scoops, for not only does the broadcast 
originate in the show window, but a loud speaker on 
the exterior of the window permits the passersby as 
well as the radio listeners, to catch the words of the 
announcer. 

Called the “Kay Daily Journal of the Air,” the broad- 
cast is simplicity itself, ramning news and Kay Jewelry 
advertising. For listeners, who missed the broadcast, 
a copy of the latest news is posted on the window. 

Considered a success, the company plans no change 
in the program, but will continue to serve the public 
in this practical way and incidentally to attract more 
potential customers through its glass doors. 


THOUGH DISABLED, THEY CAN PRODUCE 


(From page 222) 


disability and by our past history of others who have 
worked at the identical or similar sort of operation. 

“In this connection, I might mention that we have 
been fortunate in having the close working cooperation 
of the New Jersey Rehabilitation Bureau. From this 
organization we have secured many of our people, after 
we have contacted them for employees and described the 
details of the jobs we are endeavoring to fill. This or- 
ganization conducts classes in vocational guidance of the 
physically-handicapped with the result that the people 
it sends out to a prospective employer have some idea 
of how to use:their hands, feet, and senses on the simpler 
work functions. We have prefered to train workers in 
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our own specialized methods rather than ‘wane ‘int 
in methods they have learned on the outside.” > 4 

The test of any worker, disabled or not, is lise ta 
he does his given job and at the Kreisler plant the haw 
capped worker has met this test remarkably wel], jy. 
Cassidy states that they value their job and wil] do all 
in their power to make good at it. i 

“To understand that spirit,’ Mr. Cassidy remedial! 
“vou must see for yourself some of the cases who hike 
started to work for us and come through with fy; 
colors. Take, for example, an attractive young girl who 
is paralyzed from her shoulders to her elbows, Assigned 
to do assembly work, she doggedly mastered the knack 
of swinging both hands up and on to the work bench, 
There her nimble figners.and her indomitable desire tp 
make good combined to jump her production from a Joy 
point to a figure which exceeded that of the more & 
perienced, non-handicapped girls on the same job, 

“With that as a shining, day-to-day example, jg j 
any wonder that the rest of these girls countered with 
increases in their own output? 

“This ‘tonic’ effect on production has been noticeable 
everywhere else in our organization that handicapped 
people work side by side with the physically fit. It jg 
an ‘extra’ feature worth considering by other plant man- 
agements who contemplate hiring physically handicapped 
veterans or others whom the cynic might assume would 
be naught but a drawback to production. 

“As far as safety at work is concerned, the same con- 
dition applies as with production. Since they are more 
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GLORIFY YOUR SHOWCASE eine pisptays 


.. . WITH THE Wayne RING TRAY SYSTEM. 


Approximate Size: 6 ft. x 18” 
Consisting of: 
14-ten ring trays, barrel-shaped, full size, gen- 
uine maple frames with velvet covered pads. 


Glamorize your rings with the WAYNE Ring Tray System... 
it creates a beautiful, eye-catching display that’s rich in sales 


appeal! 


@ Bengaline silk covered floor boards with velvet covered 


front riser steps. 


@ Velvet is available in Black, Royal Blue, Carnation and 
many other popular colors with contrasting color of 


Bengaline Silk to blend. 


WILLIAM KORN & CO. 


Designer and Manufacturer 


30 West 47th St., New York 19, N. Y. 


ae 


. 


2-four ring trays, round. 


Price: $1 1 5.00 with tray carrier 


MATCHING UNIT SETS 
for WATCHES or COSTUME 


JEWELRY. Complete $59.50 
—_, 
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of NEWARK, N. J. 
Manufacturers of 10 and 14 Karat Gold Rings 


DISTRIBUTED THROUGH LEADING WHOLESALERS 
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conscious of hazards, the handicapped persons exercise 
greater caution. It is they who follow most closely the 
company’s safety rules and methods with the result that 
not one of them has suffered a lost-time accident. And 
by their example, they have accounted, in large part, 
for a greater safety consciousness en the part of other 
employees.” 


ABLE-BODIED HELP BREAKING-IN PERIOD 

In the experience of the Kreisler firm it was found 
that the average able-bodied worker responded with ad- 
mirable humaneness to the “breaking-in” period which 
the green, handicapped person goes through. Whereas 
another fit person might be left to his own devices during 
his first few days on the job, the disabled beginner in- 
variably receives all kinds of consideration and help 
from the other workers. 

The case of the paralyzed girl referred to previously 
is typical. In her first week of assembly work, her 
fellow workers pitched in to “show her the ropes.” It 
would not be surprising to find that they had turned in 
to her’credit part of the finished assemblies on which 
they had worked. However, just as soon as she had 
made the grade, the attitude of the other girls reverted 
to the normal one of treating her as an equal. 

“This attitude of ‘treating as equals’,” said Mr. Cas- 
sidy, “is perhaps the soundest advice we could give in 


connection with the psychological handling of handi- 
capped persons. 


It. is very easy we found, to be over- 


solicitous about their well-being—to make ogy Fs 
ship take on the aspects of charitable sym 

ask nothing more than to be allowed to do their 
same as anybody else.. We have been quiek to 
their wishes. 

“Don’t get the impression that physically hs i 
persons are inclined to be hypersensitive and temper 
mental about their limitations. ‘They present no at 
problem of having to be handled ‘with kid gloves.’ Al 
that is needed, we have found, is the same 
and understanding which are extended to other 
ees. Where this is the working arrangement, I Venture 
the opinion that you can find no more easily , 
alert, cheerful and efficient group of workers than 
men and women with physical handicaps, 


FIT IN MANY JOBS IN JEWELRY FIELD 


The cause of replacing the returning veteran in 
has been steadily emphasized but there has been no 
cial distinction made for the many who return disabled. 
The jewelry industry’s particular industrial 
such that many physically-handicapped veterang 
readily be placed in jobs. Certainly the expe 
of the Kreisler firm makes a strong case for these 
on their adaptability to the peculiar processes of j 
manufacturing. 

In any case, all the disabled veteran asks is a cha 
at normal] living once again, a job and the opportu 
to make his way on an equal basis with others 
fortunate. 
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Distribution of Star Rings is ® 
entrusted solely to whole- | 
salers for reasons of economy 
and effective co-operation with | 
retailers. Ask your supplier | 
for the story of Star Ring 
saleability. 





Wa) Star Rug MANUFACTURING CO. 


sty Orne Ladies’ and Men's 1OK and 14K Quality Rings 
With a Purpose 887-889 MAIN ST. E4t. 1979 BUFFALO 3, N.Y. 
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GOLD 


is where you find it. Con- 
sider the amount of obso- 
lete, discarded jewelry to 
be uncovered in every 
home. 


Let people know 
that you 


BUY OLDGOLD 


You make friends, have 
an opportunity to show 
attractive merchandise 
and will increase your 
business. Ask for the 


sign, sent free on request. 





We buy 








OLD GOLD 





Ship your old gold to 





























SYSTEMEERING 


(From page 228) 


small retail stores. The file should incl 
names of your regular customers, plus 
any individuals who might be converted 
tomers. This file becomes your official Mailing ]j 
and, if it is kept active and up-to-date, it will be 
of enormous help in building bigger sales oil 
greater customer satisfaction. 

2. Recording Sales. 
As each sale is made, you will, of course, need to 
make a proper record. Your sales records, proper! 
maintained, will show you where you are om Ni 
and where you are losing money—which of your 
employees are productive and which are unprodue- 
tive. They serve as a guide to buying and, most 
important, they give you the basis for a control 
of your income and a protection of your company 
funds. nee 
An adequate sales recording system requires ap 
original record made at the time the transaction 
takes place, a daily summary, and a method of 
recording the transaction in the permanent store 
books. The system suggested for the average 
jewelry store consists merely of a simple sales 
check system, a cash register, a daily transaction 
report and a simple ledger account. 

3. Sales Check. 
A simplified sales check in triplicate provides a 
record of cash, charge or C.O.D. sales, payment 
on account and any merchandise returned by cus- 
tomer. 
The original copy is your office record and is filed 
by date after posting to bookkeeping records. The 
duplicate is the audit copy left in the book for ref- 
erence and checking by numerical sequence. The 
triplicate is the customer’s copy. 


4. Cash Register. 
The best place to record, control and protect cash 
is at its source—at the time it is received—and 
one of the best ways to handle it is through the 
use of a cash register. A cash register will ‘speed 
up the sale, provide you with a complete record 
of cash sales, give you a record of cash sales by 
money from the losses which come from careless- 
ness, errors, and dishonesty. 

. Handling charge sales. 
If you are doing a charge account business, you 
will need a simple system for recording charge 
sales, keeping up a daily summary, making the 
proper ledger entry, and collecting the account. 
The same check system described above for use 
with cash and C.O.D. sales provides a practical 
means of handling charge transactions. Instal- 
ment selling, of course, requires a somewhat more 
elaborate system which we will not attempt to g0 
into here. 


ude the 


a list of 
into Cus- 


Or 


THE CONTROL JOB 


For a profitable operation of your store you must at 


all times keep your business under control. That is, you 


(Please turn to page 297) 
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Marriage Rate Stays High 


Number of weddings in first seven 


months of 1945 slightly over 


figure for same peried of last year, and close to record set 
in 1942. Total of more than 1.500.000 for year is indicated. 


HE number of marriage licenses issued in the 
nation’s 91 largest communities during the first 
seven months of 1945 was 2.2 per cent higher than the 
total for the same period in 1944 according to figures 
just compiled and released by the U. S. Census Bureau. 

Statistics were gathered from every city of 100,000 
population or larger—91 of them in all—and in many 
cases covered the entire county in which such cities are 
located, because in many places the local bureaus do not 
separate the city figures from those for the county as a 
whole. The combined population of these 91 largest 
centers amounts to about one-third of the total popula- 
tion of the United States and is distributed from one 
ocean to the other, and from the Canadian to the Mexi- 
can border. In other words, the base for this study is 
so broad that it may be safely taken as representative 
of the entire country. 





In these 91 communities a grand total of 308,225 for 
the seven months from January 1 to 81, 1945, were 
issued and 301,726 in the corresponding period of 1944 
—a gain of 6,499, or, as stated earlier, 2.2 per cent, 
During the entire year of 1944, these same communities 
issued a total of 513,147 licenses, so that if the present 
rate is maintained during the rest of 1945, the total for 
this year will be in the neighborhood of 525,000. 

Since the number of people living in the city surveyed 
is about one-third of the total population, this would 
mean a total of approximately 1,575,000 weddings in the 
United States this year, or a gain of about 75,000 over a 
year ago. 

In fact, the total may go even higher because the rate 
of increase over last year is accelerating. February and 
April showed small losses from last year, but May, June 

(Please turn to page 880) 


‘Table i—Marriage Licenses Issued in Cities of 100,000 Inhabitants or More, By Months: 1943 to 1945 
(Figures for 1944 and 1948 are revised; those for 1945 are subject to revision) 





























NUMBER INCREASE (+) OR DECREASE (-—) 
MONTH 
1944 to 1945 1943 to 1944 
1945 1944 1943 

Number Percent | Number » Percent 

Total, 12 months....... on: & athena 513,147 I is ae ee a oe — 48,815 — 8.7 

Jan. to July, 7 months. ...} 308,225 | 301,726 | 327,637 +6,499 +2.2 | —25,911 —7.9 

PONE 28 ois «05 gs 41,907 41,140 42,042 +767 +1.9 —902 —2.1 

WOM eos. Ea, 35,696 39,727 41,321 —4,031 —10;1 — 1,594 — 3.9 

MN ecg... . eae 41,308 40,119 41,684 +1,189 +3.0 — 1,565 —3.8 

pap I eo 2 39,725 | 43,032 | 45,783 | —3,307 —7.7 | —2,.751 —6.0 

cir ws tek SROs o's dy ORE oa 44,994 45,165 47,680 —171 —0.4 —2,515 —5.3 

igh Ty 55,287 52,153 60,502 +3,134 +6.0 —8,349 —13.8 

NT, on. wie sth bie vos 49,308 40,390 48,625 +8,918 +22.1 — 8,235 —16.9 

NS eM als coal coaees 43,498 ee . sss 66a eke —4,921 —10.2 

NE Is ok alas oo | eyrointey o 4 42,043 eee ee —6,051 —12,6 

ee ae bales o 42,056 Pe Lineks | Waban —3,788 — 8.3 
ee 40,610 Ee eee —5,300 —11.5 

PR Fe. | BS ee 43,214 ROI oi oo o's 0 ele —2,844 —6.2 











(Also see table on page 290) 
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Interpreting in everlasting: sterling the undy- 
ing spirit and tradition of an era long past 
has been for generations the privilege of Frank 
M. Whiting & Company master craftsmen. 
Authentic . . . superbly designed . . . pains- 
takingly executed in every minute detail... 
"Sterling by Frank M. Whiting & Company” 
has achieved enthusiastic acceptance by dis- 
criminating hostesses. This proved acceptance 
is further enhanced by extensive current adver- 


tising in carefully selected media. 


FRADE @. WHIT IN Gee ee PAY 
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01945 Frank M. Whiting Co. 
Wr OcToBEeR, 1945 












same cities. See page 288 for details. 
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Number of marriage licenses issued in each of the 91. areas in the United States with 100,000 or more 


population during July 1944 and July 1945 and cumulative totals for the first seven months in the 




























































































































































TOTAL: JANUARY TO JULY JULY ee 
' Increase (+) or Inerease (+) op 
CITY OR CITY AND COUNTY decreane (-), decrease (-). 
1945 1944 1944 to 1945 1945 1944 1944 to 1945 
Nunber Percent Number 
= on 
Total (91 areas).....cseheveieicseresesed 308, 225 301,726 +6,499 +2.2 49,308 40,399 918 + 
akroa, Ohio (Sumit County) ....+-.+%-: 2,220 2,003 2217 *10.8 388 290 *98 
Albany, NM. Y. (city edt. Na tiaras 708 648 +60 +9.3 143 100 43 
Atlenta, Ge. (Fulton County). ....decescdeees ree 3,419 3,499 -80 -2.3 546 454 oe] ee 
Baltimore, Md. (City).....ccsseccancerecsossecs 9,458 9,629 -371 -3.8 1,475 1,905 190 penn | 
Birainghen, Ale. (7efferson Coum seaeereeeees 4,052 4,244 -192 -4.5 668 605 +63 
Boston, Mass."(eity only)*....cccctecevececcses 5,291 $5,162 +109 2,1 635 698 0137 “ma 
Rridgeport, Comn. (city Only) .scescsceccscceves 687 905 -18 -2.0 157 uz 745 : 
Buffalo, N.Y. (eity Only).sscereeseseeeeee eee 2,706 2,662 +24 +0.9 491 369 o128 ar 
: 9395 934 * 90.2 153 141 ow 41 
e 676 619 37 +9.2 124 58 + “ 
Canton, Ohio (Stark County)...cesseceeeeseceees 1,176 1,038 -o13B *13.3 199 148 +52 us 
Charlotte, N. C. (Mecklenburg County)..... 326 336 -12 -3.6 66 46 °20 
Chattanooga, Tenn. (Hamilton County)...... ° 17% 206 32 -15.5 37 24 +13 4 
Chicago, Ill. (Cook County) jpesteveescccesecess 23,232 23,097 #135 20.6 9,865 3,128 0739 m4 
Cincinnati, Ohio (Hamilton County)®...........: 2,280 2,303 -23 -1.0 377 348 o29 3 
Cleveland, Ohio (Cuyahoga County).....<..esee0s 6,373 5,934 +439 *7.4 1,092 925 167 ny 
Columbus, Ohio (Franklin County)....+.sessesees 2,449 2,329 #120 +$.2 «6 298 *106 +2 
Dalles, Texzms (Dalles County)..ccsscosesscceces 4,093 4,169 -76 -1.8 655 565 #100 +18, 
Daytos, Ohio (Montgomery County)..ccseeseecceee 2,168 1,948 #220 11.3 353 296 o57 “199 
Denver, Colo. (City) ..cccscccccsesescoscceccecs 3,105 2,809 296 *10.5 532 392 *140 +35,9 
Des Moines, Iowa (Polk County)......sseccccseee 1,213 1,108 +105 *9.5 204 144 +60 41,9 
Detroit, Mich. (Wayne County).....csesssseccers 11,275 11,135 #140 1.3 1,975 1,558 4)? +268 
Duluth, Minn. (St. Louis County).....ssseeeseee ase 923 85 9.2 159 140 +19 “108 
Bhiaadeth, N..J. (city only)..secccsevecccccves 550 583 -33 5.7 92 91 +] - 
Brie, Pa. (Erie County)....... 1,090 1,063 27 *2.5 186 171 +15 a8 
Fall River, Mass. (city only)?... 694 682 12 *1.6 118 99 +19 j 
Flint, Mich. (Genesee Coumtabikdesskesdscce ses. 1,193 1,126 +67 +6.0 205 176 *29 OTe] 
Fort @ayne, Ind. (Allen County).....seseesseees 1,108 1,029 79 7.7 203 159 44 om 
Fort Worth, Texas (Tarrant County)........-.e+. 2,542 2,726 -184 6.7 401 357 “4 “laa 
Gary, Ind. (Lake County)......scsesseeeceeesees 1,733 1,647 +86 +5.2 299 267 +32 “12g 
Grand Rapids, Mich. (Kent County)®............- 1,166 968 +176 #18.0 219 1% +88 +4 
Hartford, Conn. (city omly)..sscceccscveseccees 1,020 1,086 -38 -3.6 161 152 9 sy 
Houston, Texas (Harris County)......ceccesseres 5,510 5,716 -206 -3.6 632 815 1? “a1 
In@ianepolis, Ind. (Marion County)..s..scceseees 3,632 3,435 +197 *5,7 648 483 +165 “4 
Jacksonville, Fla. (Duval County).....-.++++ee. 3,157 3,408 -251 -7.4 381 449 -68 “15,1 
Jersey City, N. J. (city only).cucesececeeerecs 1,852 1,776 +76 +4.3 311 239 72 +0.) 
Kansas City, Kans. (Wyandotte County) 4,192 4,312 -120 -2.8 630 566 +64 “Le 
Kansas City, Mo. (Jackson County).....seseceeee 1,616 1,441 +175 *12.1 24) 196 +45 23,0 
Kaorville, Tenn. (Knox County)...-sccsssececves 846 602 cy 5.5 142 lll o31 27,8 
So deneh. Anton }ites Angeles County),..... 20,562 19,279 *1,303 *6.8 3,106 2,701 os} as 
Louisville, Ky. (Jefferson County) cescsesccces 3,206 3,271 65 -2.0 562 420 142 a8 
Lowell, Mass. (city only)*....ceccecsccceeccees 597 495 #102 *20.6 109 62 47 . 
Meaphis, Tenn. (Shelby County) ..ccsscescsccsece 1,009 876 #133 15.2 1% 117 5? +489 
Miami, Fla. (Dede County).......cscscceeccesces 3,960 3,706 +254 +6.9 * $13 409 +104 05.4 
Milwaukee, Wis. (Milwaukee County) ........+++++ 3,874 3,496 *378 10.8 663 492 4171 uA 
Minneapolis, Minn. (Hennepin County)........... 3,610 3,261 +349 10.7 577 419 158 97,7 
Mashville, Tenn. (Davidson County)... 1,366 1,596 -230 -14.4 212 196 +16 +88 
Mowark, B. J. (city only).....sceeees 2,571 2,743 -172 -6.3 379 329 +50 +a 
Mow Bedford, Mass. (city only).....sseesceseces 520 605 -85 -14.0 83 4 -ll . 
Meow Haven, Conn. (city only).......cccccssccces 997 1,154 -157 -13.6 171 159 12 ns 
Mew Orleans, La. (city)...... 3,476 3,895 419 -10.8 496 469 27 34 
Mew York, MN. Y¥. (city)...... 40,377 40 ,678 -301 0.7 6,063 4,862 1,201 oY 
Morfolk, Va. (City) ...ccccccce-covccseseccesess 2,641 2,423 218 9.0 384 331 53 +160 
Oakland, Calif. (Alemeda County)....esseccesess 5,829 4,851 °978 *20.2 919 665 254 $98.8 
Oklahoma City, Okla. (Oklahoma County)......... 2,666 2,617 4 1.9 423 376 47 12.5 
Omaha, Nebr. (Douglas County).......sesesceeees 1,258 1,202 57 +4.7 233 1388 97 A 
Paterson, MN. J. (city only)....csecccsssccceccs 723 725 2 -0.3 98 99 -1 . 
Peoria, Ill. (Peoria County).....sscssssgee -« 852 721. |’ #131 7186.2 141 108 33 04 
Phdladelphia, Pa. (city)... cscsecscssecceces ve 7,646 7,594 o252 *3.3 1,259 900 #359 0.0 
Pittebdurgh, Pa. (Allegheny County)*.. eovcces 6,171 5,965 #206 3.5 1,091 775 316 +08 
Portland, Oreg. (Multnomah County)........sse0+ 2,168 2,014 154 *7.6 349 281 +68 md 
Providence, R. I. (cfty only)...scccccsccescces 1,725 1,762 -37 2.1 263 226 37 OUR 
Reading, Pa. (Berks County)... eoccccccccedes 1,024 918 #106 11.5 167 116 o51 40 
SR, DR RE cnccccewevastaccccccccceccs 1,705 1,700 +5 +0.3 277 225 +52 coe 
Rochester, N. Y. (city only).....scceccssccveee 1,591 1,46 #125 78.5 276 165 093 009 
Sacramento, Calif. (Sacramento County)......... 951 1,066 “115 -10.8 147 10 7 5.0 
Bt. Louis, Mo. (City) ..cccssccceccccccccccesece 6/444 6,101 0343 5.6 1,079 793 *286 $361 
St. Paul, Minn. (Ramsey County)........esceseee 1,676 1,582 794 5.9 268 196 72 096? 
Salt Lake City, Utah (Salt Lake County)........ 1,910 1,945 -35 -1.8 299 211 88 “41? 
San Antonio, Texas (Bexar County)......-.-se.0- 4,190 4,122 +68 *1.6 707 601 #106 nt 
Sen Diego, Calif. (Sen Diego County)........+.- 5,192 4,968 224 4.5 778 705 73 “104 
Ban Francisco, Calif. (city)....scccccceseececs 7,595 6,619 +976 14.7 1,142 646 296 +80 
Scranton, Pa. (Lackawanna SEpaencoss<Foxsbane 1,315 1,213 2102 8.4 255 185 +70 nt 
Seattle, Wash. (King County)......... 7,070 6,541 °529 8.1 1,105 967 +138 Ue | 
Somerville, Mass. (city only)?....... ° 661 670 -9 -1.3 118 93 *25 . 
South Bend, Ind. (St. Joseph Count7),........s0+- 1,196 1,112". +84 7.6 218 138 +60 8.0 
Spokane, Wash. (Spokane County). ..ecccsscssoees 1,296 1,207 +89 7.4 247 192 55 28.6 
Springfield, Mass. (city only)....csedeeceseees 861 903 -42 -4.7 147 lll *36 te 
Syracuse, NM. Y. (city only)....-ccovcccsecevess 961 946 15 #1.6 176 14 +32 22.8 
facoma, Wash. (Pierce County).....-sssscsccsees 1,930 1,782 148 *8.3 317 2400 77 82.1 
Tampa, Fla. (Hillsborough County).....0+s.ecess 2,266 849 -$89 -20.5 286 348 62 “118 
Toledo, Ohio (Lucas County).....c.sccesevevcees 2,606 414 #192 +8.0 472 337 #195 $0.1 
' Prenton, H. J. (city only) ..cccccsccsccescecccs 724 741 -17 -2.3 110 95 o15 ® 
Tulse, Okla. (Tulsa County)....cscsncceereceees 1,614 o1l4 °7.6 219 226 5 ott 
Utioea, N. Y. (city only).... 
Washington, D. C. (eity)......0. 
Wichita, Kans. (Sedgwick Gounty)....< 
Wilmington, Del. (New Castle County). pebeeccove ,422 54 
Worcester, Mass. (city only)*.........-.seeeees 1,086 968 +118 o12.2 1% 138 °36 +26 
Yonkers, NH. Y. (city only). cccsscsccccecsccees 570 565 +5 +0.9 65 62 +3 ¢ 
Youngstown, Ohio (Mahoning County)........+se0- 1,103 952 *151 *15.9 209 128 +61 +634 





+ Intentions filed. 
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® Applications for licenses. 


JEWELERS’ CIRCULAR-KEYSTONE 








| 


eseary 


i 


&..2 , S28esbceeie fot 


— 


mae 





Ths advertisement 
faturing the Watson 
Vindsor Rose pattern 
‘pears in LIFE, 
October 1st. 





HU wont be long, nou! 





e FG. won't be long before theyll be com- 
ing back — those millions of young Amer- 
icans who have. done such a grand job on 
the world’s battlefronts. Back to the girls 
who are waiting for them . . .-and back 
to the good things of home life that a 
grateful nation is making ready for them. 


And it won’t be long before those good 
things, like Watson Sterling, will be back 
again in abundance. For with war restric- 
tions removed, and more and more mate- 
rials becoming available, Watson is turn- 
ing again to the production of “Modern 
Silver with the Beauty of Old Master- 
pieces”. 

Meanwhile, Watson continues to use 
the pages of LIFE Magazine, with its *22 
million readers in and out of the service, 
to convert a desire for this distinctive 
sterling into action. Just as Watson ad- 
vertising has built a waiting demand dur- 
ing the lean years of war, it will help you 
cash in on this demand as fast as peace- 
time resumption of sterling manufacture 
permits. That’s a promise! The Watson 
Company, 8105 Watson Park, Attleboro, 
Massachusetts, 






*Each week, for each of the 3,950,000 people 
who buy LIFE, another five also read it. Total: 
22,050,000 readers! 





MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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GIFTS 
Need No 


Oceasion 


by DAVID MARKSTEIN 


i i you're looking for a sales needler to pep up the 
immediate volume of dollars and cents moving 
across your counter, and one that will. provide a strong 
basis for month in, month out selling as well, yoh might 
try this—you might promote gift jewelry on an all-out 
basis. 

Don’t wait for an occasion. Do it now. Plug gifts 
all the time! Easter, Christmas, Father’s Day, June, 
July and November! Every day is a gift day. 

If you don’t believe that’s a sound basis for increas- 
ing jewelry volume sales, then you need a look at the 
busy Bernard and Grunning store in New Orleans. 
Busy? It’s jammed—every day. And more than half 
the people in it at any given time are buying—you 
guessed it: gifts. 

“People don’t wait for Christmas to give presents,” 
reasons Walter J. Grunning. “So why should we wait 

t 
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Located on the second floor, Ber. 
nard and Grunning enjoys none of 
the benefits of street traffic but the 
store has a steady run of customer, 


Gift buying is made easy through 
a completely departmentalized setup. 


until then to advertise them? Every day babies are 
born, someone has a birthday, someone gets out of 4 
hospital or somebody has an anniversary, or some per-. 
son just feels like giving a gift. O.K.—so we let them 
know that those gifts can be bought here—all kinds, 
shapes and prices of gifts.” 

Bernard and Grunning is an old, established store in 
the Crescent City. It is located on the second fleor of 
an office building, where it enjoys none of the benefits 
of the Canal Street traffic under its windows. But yo 
wouldn’t guess that if you saw only the interior of the 
store, because it’s busy. It’s packed. It’s popular. 

Mighty. smart sales promoting is necessary to bring 
customers up one flight in the elevator when they could 
buy as easily in ground floor jewelry stores right next 
door. Price appeal and “borax” merchandise might 
be one answer. But it isn’t Bernard and Grunning’. 
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October HOUSE and GARDRy 
“orember HOUSE BEAUTIFUL, suyrgp BAZAAR 
and TOW & COUNTRY 


The Guernsey Jug and the lovely Hannah Hull flat silver share » 
Page advertisement in each of these fony Publications, The 

_ Secompanying COPY contains the welcome news that 

have, Or soon will have, place settings in the Hann 


Hull pattern, 
. This. ng colonial design has been mode 
slenderness an 


Ses Se C0. cy 


107 West Canton Street . Boston 


: : 
* 
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Charge lt 


Berwary , 


108 
Baronne Street Setter Jewelry 


Every day is a gift occasion for the Bernard and Grunning store. 
New Orleans, La., and their policy of “Do It Now” in promoting 


gift jewelry has brought them a steadily increasing sales volume. 


Intelligently appealing to natural buying motives—and 
the establishment of his store as a pre-eminent New 
Orleans center for gifts—those are the answers to the 
accessibility problem he is using at Bernard and Grun- 
ning. And they are proving highly effective. 

As you go into the store, the first things you see are 
several signs atop the wall cases. The signs sell gifts— 
for momma, poppa, baby and bobby sox sister. Gifts 
for the home and personal gifts. Heavy promoting of 
gifts is one important secret behind the success of 
Bernard and Grunning. 

For example, there is the Baby Bar—not a place for 
baby to bend an elbow, but rather for parents and 
parents’ friends to pick baby gifts. This counter doesn’t 
wait for Christmas to become busy, because babies are 
born with little regard for the calendar. Walter Grun- 
ning believes in promoting baby gifts without thought 
for the seasons. 

Other counters plug specific gifts, on the result- 
approved theory that suggesting a definite item or group 
of items is more effective display than simply featur- 
ing the entire store stock. In practice, this grouping 
of displays also proves a customer convenience, making 
it a little easier for Mrs. Joe New Orleans to decide 
that she’ll come back to Bernard and Grunning next 
gift-giving time. 
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Gifts need no occasion to move off the 
counters, no matter what the season, 
and the store's policy of a consistent 
advertising program has proven the fact. 


Wooden gift items such as wooden serving trays, ash 
trays, and even wooden bags and pin-on jewelry occupy 
one well-arranged table. These are popular items, too, 
Mr. Grunning finds. 

Another large counter and table are devoted to silver- 
ware gifts, ranging from sterling tableware to simple 
silver gadgets. How do they sell? “Like sirloin steaks,’ 
says Walter Grunning—his system of grouping related 
items clicking in this case with a bang. 

Costume jewelry, perfume, some handbags and other 
fashion accessories are other big sellers in the Bernard 
and Grunning store. And these non-jewelry items will 
remain as permanent stock unless fashion dictates rule 
them out. 

When he speaks of fashion dictates, Walter Grunning 
knows what he’s talking about. 

“What made costume jewelry the best seller it is 
today?” he asks—and proceeds to answer the question 
himself. “It is the way dresses are made. Women buy 
largely because there are no more metal ornaments made 
into their dresses. If the garment industry restores 
metal gadgets once more—well, maybe costume jewelry 
will continue a best-seller. Maybe it won’t. So we're 
not going to commit ourselves to any merchandise as 4 
permanent thing. If it stops selling, out it goes and 
in comes whatever is taking its place with the public.” 

(Please turn to page 326) 
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1 CaRL K. KLEIN an IRVING L. HIRSCH 


Formerly of M. Fred Hirsch Co. 










Announce the Formation 


OF 


HUNT SILVER CO., INC. 


e 


Silversmiths 
FACTORY AND SHOWROOM 


3 160 West 181TH STREET 


) NEW YORK 11, N.Y. 





A Complete Line of Sterling Silver Hollowware 











ad... bheres something 


I KNOW you've been wondering what's on 


my mind, Dad. 


But it's like you not to ask questions. 
You've trusted me to make my own dect- 
sions since I was old enough to tell vanilla 
from chocolate. So tonight, when I had to 
make the most important decision of my life, 
I wasn't afraid. 


Dad, I'm not going to marry Bill right 
now...though I'm as sure as ever he’s the 
one man I want forever. Oh, it was hard, 
with the moon shining down and all.... 


But Bill has a job to finish... and I have 
one to begin. I guess it’s one of the ideas 
you gave me...that people should earn their 
right to be happy. That’s why I'm going to 


become a Cadet Nurse. 


Be A CADET NURSE! 
60,000 NEEDED Now! 


Are you between the ages of 17 and 
35. in good health, and a high school 
graduate? Join a proud profession. Apply 
at your local hospital, or write U.S. 
Public Health Service, Box 88, N.Y.,N.Y. 


-~ 





For now, it'll be a uniform, instead of a 
wedding dress. I'll be working to hurry Bill 
home, instead of just waiting for him... 


But there's just one thing, Dad. Remem- 
ber the International Sterling you promised 
me for a wedding present? 


Before Bill goes back overseas, and I start 
at ‘the hospital, we'd like to choose our pat- 
tern and begin our set. Just to have some- 
thing really our own...something so beau- 
tiful and lasting it’s like a promise. 


We're proud of being sentimental about 
our ‘‘family silver”... of wanting the very 
finest...and International 1s, It’s as if the war 
had put an extra shine on our dreams... till 
we can’t bear to think of anything being less 
than perfect. 


, doting GO 


ee Qe 


bell you 


I guess that’s about all, Dad. And | doa! 
need to see your face to know you understand. 
A 
Because your sterling silver is something you 
_ 


live with always, only the finest and most: 
beautiful belongs in your home. % 


Make International Sterling your head-andil 
heart choice. Among the exquisitely designed = 


International patterns,..1s one for you. 


em 


Today you may not be able to find 
the pieces you want in your pattern. But you” 
can have the pleasure of starting your set. 








completing it when wartime needs permit, 
TUNE IN to “The Adventures of Ozzie and 


ap a 


Harriet,” Sunday, 6 p.m., E. W.T., Columba§ 


Broadcasting System. 


Copyright 1945, International Silver 
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SYSTEMEERING 
(From page 282) 


your course, steer in a straight direction, 
p alt times know exactly where you are. Your 
ms changes every day. Every day you must know 
ou stand—what has come into your business— 


has gone out of it. 


Your records are your most important operating 
mides. They should be designed and maintained to give 
mu the facts you need when you need them. 


The minimum essential records you need for a good 
control job are those which will enable you to: 


5. 


Pay your bills promptly. Your credit standing 
and your ability to buy in the market depend upon 
prompt payment of suppliers’ bills. Furthermore 
you must pay promptly in order to take your cash 
discounts. Remember, a.2 per cent cash discount 
for payment within 10 days is equal to 36 per 
cent annual interest on your money. 


. Collect from your customers promptly. 


If you grant credit to your customers, your records 
must enable you to render accurate statements and 
to collect promptly. Bad debt loss is often the re- 
sult of improper accounts receivable records and 
slow collection procedures. 


. Measure the individual production of your em- 


ployees. 

Even if your store is small you will need to main- 
tain accurate employee production records. You 
must know which of your employees are failing, 
which are succeeding, and why. Records will en- 
able you to take the guess out of this important 
control job. 


. Control your expenses. A profitable store opera- 


tion is built on sound expense control. The right 
records will help you to know where you stand 
at all times. 


. Prepare accurate balance sheets and profit and 


loss statements. For planning and budgeting pur- 
(Please turn to page 314) 





War 


This ad, last of International’s war-theme ads, 


marks a turning point. 


During the war, women have read about 
the comfort, the pride, the heart-of-home 
satisfaction in owning International Sterling. 


Some started their sets with the pieces 
that were available. Others made their plans. 


From now on, as women read that more 
and more International Sterling is being made. 
they'll set out in earnest to make 


their dreams come true. 


From now on, you can say 
“Yes” more and more often. 


(See page 336) 


TUNE IN to The Adventures of Ozzie and Harriet, starring Ozzie Nelson and Harriet Hilliard. 
Sunday ewenings, 6:00 P.M., E.W.T., Columbia Broadcasting System. 
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BOSTON, MASS. 


























Streamlined 


For Efficient Merchandising 


Small space modernization of Mauran 
Watch Co., Boston, provides orderly 
layeut for store with full use of all 


available room. 


by EVERETT M. SMITH 


BOLD bit of postwar planning, which not only 

brought order out of chaos, but gave the Mauran 
Watch Co., Inc., of the Jewelers Bldg., Boston, as fine 
a face-lifting job as you're likely to find in any small 
store along with much needed increase in usable space 
out of the same total floor area, a group of eye-catching 
wall displays, and an out-of-sight workroom, is described 
by Ray S. Brooks, treasurer of the firm, who drew up 
the plans. 

“For six years, we had been going around in circles 
with everything thrown together in one un-partitioned 
unit—-packing and shipping going on in one corner, the 
repair department in another, no privacy for anyone, 
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One view of remodeled room, from behind the showcase 
looking into the customers’ section of the store and 
showing the three window display cases in _ partition 


and a general air of confusion with everybody in one 
another’s way,” said Mr. Brooks. 

“Our quarters are not large, but we do have the ad- 
vantage of a corner location, midway between the Jewel- 
ers’ Building im which we are located and the Washing- 
ton Building next door, which houses many of our trade. 
We have four workers, and we wanted not only an at 
tractive sales and display room for, our store operations, 
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M. FRED HIRSCH 0, Ine 


announces the purchase by Samuel Fisher 
of the interest of JN. Fred frirsch, 
He olection of Samuel Fisher 48 President 
...and the change of Ws name to 


She FASHER ania Ine. 


The policy maintained by the Company for 
the past twenty-five years will be continued. 


546 CLAREMONT AVENUE, JERSEY CITY 5, NEW JERSEY 


New York Showroom Los Angeles Shownoom 


558 FIFTH AVENUE 6435 SO. OLIVE STREET 


ws 


Sales /epresentatives 


JULES G. BICK, South and Southwest Area 
JACK KATZ, Middlewest Area 


ALLEN E. FISHER, Pacific Area 
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but we also needed office space, a room for packing and 
shipping purposes, a private office for myself, and a con- 
ference room for customers where there would be some 
privacy. 


DREW UP OWN PLANS 


“So, I sat down with a blueprint of our floor space, 
studied what could be done with it, and I drew up my 
own plans. I provided adequate space for customers, 


Behind the showcase is the desk of Miss Mabel Sterling, 
secretary of the firm. At right is seen the convenient 
racks, below case, for holding account books and records. 


and made provisions not only for a showcase at one end 
of the room, but for three wall display cases as well. 
These were to be set in a partition dividing the cus- 
tomer’s area from the shipping room and workroom. 


BOOKKEEPING SIMPLIFIED 


“Behind the showcase, there is ample room for the 
desk of Miss Mabel Sterling, our secretary. In the space 
under the showcase, and beside her desk, a convenient 
rack is provided for her account books, records, etc. 
In the space at the rear of the store, my own private 
office is partitioned off, with the customers’ conference 
room facing it, and, at the very back of our floor space, 
near the windows, the repair bench, where John Hutche- 
son holds forth. 


“I planned for paneled partitions about seven feet 
high all along the side of the customers’ area with re- 
cessed and brilliantly lighted display recesses set into 
the wall and flush with it. The backs of these displays 
open into the shipping room which is concealed behind 
the partition. There, Miss Priscilla Truesdale has every- 
thing handy for wrapping and mailing parcels. 


USES IDEA FROM GROCERY STORE 


“T used to work in a grocery store when I was a boy, 
and here is a little idea I recalled from those old days,” 
said Mr. Brooks as he stepped over to the packing 
cabinet and pulled out two bins, similar to flour bins, 
under the counter. One contained corrugated card- 
board; the other miscellaneous packing materials. Above 
the table are rolls of paper and twine. 


On_ one side of thisshipping room is a long work 


300 


‘ance has made the store far more inviting to the ey 


table, just under the backs of the display cane 
the other side are several cabinets and the vault 


NO NAILS USED IN CONSTRUCTION 


“When I had my rough plans drawn up, | called in 
contractor, and he went to work. The panels mu 
plyboard, fastened together with bolts. Not a naj 
been used; only small brads for the black trim, Over 
the plyboard is what is known as Wellwood Mahogany 
Veneer—the first time it has been used in this way 
Boston. In order to have access to the steam 
water pipes, etc., when necessary, one of the 

had to be fastened with screws, so that it may be te. 
moved readily if necessary. 





SIX ROOMS IN PLACE OF FORMER ONE 


“As you see, we now have six separate rooms where 
before we were all housed in one large one. The regu. 
ing increase in smoothness and efficiency of operation ix 
almost unbelievable, and the greatly improved appear 


tomer—which means more trade for us. 





Behind the dividing partition which contains the three 
display cases (right) is the shipping and packing room 


Packaging materials are kept in convenient bins in 
background, with work shelves, right; vault at the lett 


“The workroom and shipping department are n0W 
wholly hidden from the customer’s view yet they'te a 
handy as ever, and are now kept from spilling over into 
our selling area. There’s ample office space for our se 
retary, who is handy to the showcase when customers 
come in. There’s the conference room, my own office, 
and the repair department—what more could one ask? 
Everything has its place, and we are never running into 
one another as was the case before. 

“Yes, we have our displays, our privacy—and, Pm 
told—one of the most beautiful offices in the whole 
building. It was a bold move on our part, but we af 
thoroughly pleased with the results.” ‘ 
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They’re New 


@ Dusétte clip and matching earrings with rhinestones and ba- 
guettes in sterling silver. Adjustable pin may be worn as a 
single unit or, a simple clasp lock opens to divide pin in two. 
Pin can be retailed for about $40 and the earrings for about $10. 
From the Kramer Jewelry Company, 19 W. 34th St., New York. 


@ Sterling silver money clasp 
in an unusual design to retail 
for around $2.00. From Admark, 
714 Sansom St., Philadelphia. 


@ Inspired by The Theatre Guild's musical hit ™ 

sel," this pin and earring set of that name is of gol 
plated sterling, set with multi-colored baguettes, Pix” 
will retail for about $40; the earrings for about Sig 
The set is designed and manufactured by the Pro 
dence Jewelers, Inc., 511 Westminster St., Provic 


be 


Ng 
@ This "Ocean Treasure" flower spray pin 
pair of leaf earrings to match is made o 
genuine mother of pearl imported from Aus 
tralia and the South Pacific. Pieces are i 
cut, carved and polished and. set in frame of 
1/20 of 12K gold filled on sterling silver. 
set retails for about $22—Keystone. Of 
House of Treasures, 114 East 32nd St., N.Y 


@ This modern brooch combines swirls and P* 
stone-studded sprays to complement “new look" es 
in Fall fashions. A combination of pink and 
yellow gold-plated sterling is used, set with 
gem-colored rhinestones. To retail for about 
$10.50. From Jay Kel, 307 Fifth Ave., N. Y. 


@ The Telalarm, Jr., one of sev- 
eral new electric clocks of new 
design being made by the War- 
ren Telechron Co., of Ashland, 
Mass. This model is cased in 
ivory plastic and its self-starting 
motor is sealed in oil thereby 
requiring no oiling. The clock 
will be on the market in late 
December to retail for $3.95. 





@ New Revellon necklace of simule 
pearls, hand-knotted, with 14K white ge 
clasp set with diamond, Earrings to maten 
in either 14K gold or gold-plated sterling. © 
Necklace retails for about $50; earri $3 
around $15 for 14K gold and $6 for plot 
sterling. From Betty Strahl, 385 5th Ave., N, ¥e7 
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BIG 5-STAR PACKAGE 


* A selection of the twelve best selling 10 K gold pin and 
earring sets, beautifully boxed, in our nationally adver- 
tised line. 


* Acomprehensive advertising program featuring each of 
these sets in leading fashion magazines such as: MADEMOI- 
SELLE, VOGUE, HARPER’s BAZAAR, CHARM, GLAMOUR, Cos- 
MOPOLITAN, REDBOOK ; . . and all popular movie magazines. 


% Complete mat service. 


*% Attractive display cards showing mounted reprints of our 
national advertising. 


% Beautifully illustrated brochure—keyed to excite the 
interest of the consumer . . . and designed to help you in 
your retail sales. 


This complete Jordan sales program costs only the price of 
the merchandise alone .. the selling aids are our gift to 
you. You'll discover this is a real money-making offer. If a 
single unit, consisting of one piece each of the twelve pin 
and earring sets, is purchased, the total cost is only $177.25. 


Send us your order today—or write for further details. It’s a 
bargain—sight unseen! 


R. M. JORDAN & CO., 377 Fifth Avenue, New York 16, N. Y. 
607 S. Hill Street, Los Angeles « 1009 Commerce Street, Dallas 
FACTORY: 17 Custom House Street, Providence 3, R. I. 
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NATIONALLY ADVERTISED ft 


keyed fer your Christmas selling 








@ Pipe Companion, a handy gad- 
get for the: pipe smoker. Made 
of sterling silver to retail for 
about $4.00. From Walter Lampl, 
608 Fifth Avenue, New York, N. Y 


@ These pheasant and mallard pins 

are two from a full line of American « 
birds, designed by Lynn Bogue Hunt, 
authority on sporting birds. Of 

the pins retail for about $15 each, 
size available at $10 each. Mate 
rings may be retailed at $7.50 a pair, | 
Sun Glo Studios, 225 Fifth Avenue, # 


@ Ernest Steiner has patented this new 
heart-locked-with-pearls design for pin 
and earrings, done in gold-plated ster- 
ling. The pin retails for about $6.00; 
earrings for $5. From Leading Jewelry 
Manufacturing Co., 389 Fifth Ave., N. Y. 
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vESTERDAY ) ) ) 1 Sa _ Monastery 
_ erg Adil. ;. 24 


Birthplace of the Benedictine 
monks—used as a fortress 
by the Germans—torn from 
enemy hands May, 1944. 


Fay 9 Hill & Company...... 
wholesalers of quality jewelry 


5 NORTH WABASH AVENUE e¢ CHICAGO 2, ILLINOIS ¢ 16TH FLOOR 
NOVELTY JEWELRY * WATCHES * WATCH MATERIALS * JEWELERS’ SUPPLIES 
LOS ANGELES OFFICE—707 S$. BROADWAY, LOS ANGELES 14, CALIFORNIA 
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Bupa Quink 


-_ expression on her face tells you 
she’s young and alert. It tells you 


' she’s emotional. So, true to form, she 
‘turns to Cosmopolitan! 


There she’s found a thrilling tale of 
love by Vina Delmar, one of the many 
talented authors who write regularly 


| for Cosmopolitan. 


Great writing makes great reading! 
And Cosmopolitan is built around this 


... the time’s ripe to 
repeat your story, Parker! 


great writing — writing that appeals to 
people because it appeals to their emo- 
tions, brightens their horizons, glam- 
orizes the world around them. 

This is your chance, Parker Pen 
Company! Keep on advertising your 
wonderful Quink to her — the free- 
flowing ink that cleans your pen as it 
writes! Push your plans to show her 
the sumptuous beauty — the expert 


osmopolitan 


GREAT WRITING MAKES GREAT READING 
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craftsmanship — the proved reliability 
of all Parker products. Good things 
look better when you’re under the 
emotional spell of Vina Delmar, Faith 
Baldwin, Sinclair Lewis or any of the 
other great Cosmopolitan writers. 
Yes, Parker Pen Company, emotion 
makes wars. Emotion makes marriages, 
AND emotion makes sales. 
*An advertiser in Cosmopolitan since 1912 


Emotion makes Wars, 
Emotion makes — 
Emotion makes Sales 








Brush Off Your Weleome Mat 


Don’t risk giving pestwar customers the wrong impression with a 
tee-austere store atmosphere which discourages browsing among the 
china, glass and gift displays. A friendly store is a busy one. 


by MADELINE LOVE 


T was only yesterday—remember?—that every mer- 

chant from the butcher to the jeweler was concen- 
trating almost entirely on the problem of obtaining 
some goods for his hungry customers. The process of 
selling the goods was practically automatic. All the 
customer demanded was merchandise, and many a re- 
tailer has become so concerned with this angle of his 
business that he has forgotten another and equally im- 
portant phase—the warmth and friendliness which 
should wrap every purchase, whether it is a pork chop 
or a diamond ring. 

The problem of getting enough merchandise is just 
as acute as it was before VJ Day, of course. Very few 
are the factories geared to an overnight conversion to 
civilian manufacture, or even to a greatly increased 
production of the civilian goods they have been making 
throughout the war. So the retailer must continue to 
wait a little longer for a normal supply to be available. 


RETURN TO CORDIALITY AND SERVICE 


What CAN’T be waited for, however, is a return to 
the pleasant—and profitable—old idea that the cus- 
tomer is someone to be made happy. No effort will be 
made here to go into that long and painful story of 
insults and counter-insults which has been built up 
around the wartime relations between store and con- 
sumer. Those relations deteriorated badly in all too 
many stores, and rightly or wrongly it is up to the 
retailer to-try to get them back on the old footing of 
cordiality and service. 

Of course, no jewelry store would ever have been 
guilty of a “don’t you know there’s a war on” attitude 
toward its customers! Folks in the jewelry business 
are too smart to let a “sellers’ market” state of mind 
get the better of their merchandising judgment. 

But if one had been so short-sighted, it would be up 
to him, more than to the retailer in almost any other 
field, to re-win the good-will of his customers. It is so 
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important because those customers, in the aggregate 
have amassed quite a nest-egg of saved dollars, all ready 
to be spent just as soon as there is merchandise op 
which to spend it. A good many of the dollars will go 
for new cars, new radios, new electrical equipment, and 
all of those other desirable appurtenances of American 
life which have been away from the market so long. 
Their owners may or may not be interested in jewelry, 
silver, china, glass—and the jeweler who wants to see 
some of this great accumulation of savings siphoned 
into his own till must make his store and its merchan- 
dise irresistibly attractive. He must make his customers 
—particularly his women customers—feel as if they 
were not just people who came to spend money, but 
friends to be welcomed and_ pleased. 

This is all such a fundamental factor in good mer- 
chandising that it would need no discussion if the war 
and wartime shortages had not come along to throw the 
whole system out of kilter. During these years when 
the public would buy anything that had a price tag, the 
art of selling—that is, the art of gently persuading some- 
one to buy something he is not sure he wants—has ‘en 
peacefully asleep. The jeweler who does not stir it 
into activity again may be heading into the sad position 
of watching his potential customers pass his door on 
their way to say the furrier’s, for example.. 


STORE IS SILENT SALESMAN 


Selling is not all vocal. It is not even active, neces- 
sarily. Some of the best selling efforts a store can make 
lie in the quiet creation of a comfortable atmosphere 
in which the customer—and again, the woman customer 
in particular—feels free to wander about at leisure, 
“just looking!” 

This is especially true of china and glassware, as 
well as the many other accessories found these days in 
the jewelry store. Merchandise of this character is 

(Please turn to page 828) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








©1945, THE CONDE NAST PUBLICATIONS INC. 







2 
Glamour makes merchandising headlines again with 
the forthright Brown Shantung nominated as Best 
Buy for June. Glamour picked it... 100 stores stocked 
it... 20,000 customers snapped it up. 


It’s merchandising feats like this that make Glamour 


your best buy, your most strategic spot for advertising. 
Tie in with Glamour...and Glamour’s 2,000,000 
bright young readers will tie in with you. 


GLAMOUR 


the magazine for the Girl-with-a-Job 
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Fair Trade Contract Enforcement 
--- Or Priee Wars? 


Price cutting was costing retail merchants of the country one 


and a half billion dollars a year before the war. In period 


ahead when competition will be greater than ever, responsibility 


lies with manufacturer for strict enforcement of fair trade policies. 


by A. L. GARNISS 
Executive Vice-President 
New York Council on Retail Trade Diversion, Inc. 


P to the time we went on a war basis, the retail 

merchants of this country were losing about one 

and a half billion dollars yearly in good profitable busi- 
ness from unfair competition. 

This unfair competition came at least partly from a 
breakdown of the well intentioned but apparently never 
enforced distribution policies of many nationally adver- 
tised, price-fixed consumer goods manufacturers. 

Some manufacturers have stated that this breakdown 
was due mainly to carelessness born of competition. If 
this is the case, and carelessness toward the fine sound- 
ing declarations of policy now being voiced by some 
manufacturers and distributors again shows itself, then 
these policies will be short lived, for competition in 
those consumer lines which come under these policies 
will be greater than ever and we will soon see retailers 
sustaining a greater loss from unfair competition than 
ever. 

Before the war manufacturers in increasing numbers 
were placing their products under the Fair Trade laws, 
but with many of them it was only a gesture, for few 
manufacturers took more than feeble action to enforce 
these price contracts. 


NON-ENFORCEMENT MEANT LOSS TO RETAILERS 


All large centers saw evidence of this non-enforcement 
in the increasing loss of volume by established retailers 
to so-called “wholesalers,” “discount houses” and the 
practice known as industrial selling where employers, 
large or small, purchase merchandise directly or indi- 
rectly through the purchasing agent or company owned 
store and resell to employees and even their relatives 
and friends at special privilege prices. 
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In their contacts with the public, some among this 
group of competitors have not only unfairly used the 
established retailer for a showroom, as one of the many 
methods used to avoid the normal costs of retailing, but 
they have pointed out to the public their ability to break 
the price laws with impunity because of their size or 
out-of-the-way location in contrast to the larger or bet- 
ter known retailer against whom the manufacturer would 
have -to take action if the violated his fair trade price. 


REGULAR RETAILERS WILL START PRICE CUTTING 


However, if this situation is again allowed to exist 
without manufacturers taking corrective action, it is 
predicted that many regular retailers also will start 
price cutting and that if they are taken to court by a 
manufacturer for violation, these stores will be upheld 
in their action. For in several states, including New 
York, the courts have held that “An injunction will not 
be granted to a distributor to enjoin a retail dealer from 
selling goods below the Fair Trade price of which he 
had notice, where there has been widespread and long 
continued price cutting in connection with the article 
and no sincere and diligent effort was made to prevent 
it.” 

Retailers throughout the country will greatly resent 
it if manufacturers permit the rebirth of these unfair 
practices by placing their products under fair trade and 
then side-stepping the responsibility of enforcement, 
because non-enforcement is discrimination against honest 
retailers. 

Most of the old excuses given by manufacturers and 
distributors as to the means by which unfair competitive 
outlets secured their merchandise will be less acceptable 
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OR CLOSEUP? 


The second girl in the first row is the one 
who makes your heart beat faster. It’s nice, 
of course, to see all her relatives, but nicer to see 
her face and hers alone.: 
It's the same with your customers. 
Why focus all over the lot when you can focus 
on one highly productive group—the readers 
of MADEMOISELLE? They re the group that’s proved 
incontrovertibly that it doesn’t take mass-millions 
to move mountains of merchandise. Witness the 
shop* that sold 4,500 pairs of better shoes 
from a series of 2% x 5 inch ads! Because 
MADEMOISELLE readers have confidence in this 
magazine, they not only buy for themselves 
from its pages, but influence others to buy. 
When you find yourself in a buyer's market 
again, and when space is available again, 
focus on those influential young women 
who have bought and will continue to buy, 
at a terrific rate, the worth-while merchandise 


advertised in MADEMOISELLE. 





BUY 
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in the future than they ware in-the past, for pfactically 
every manufacturer will be able to start from seratch 
in establishing sound distribution policies to be rigidly 
adhered to. Moreover, he has had an opportunity to 
select, carefully.both his retail and wholesale outlets and 
to explain thoroughly his policies to all concerned before 
his merchandise starts to flow again. 


RESENTMENT STRENGTHENED BY STAND OF FEW 


Resentment by retailers against the unnecessary re- 
turn of unfair practices due to non-enforcement will be 
strengthened by the fact that befere the war a few 
manufacturers had accepted the responsibility that goes 
with price contracts and had let the trade know unmis- 
takebly of their determination not to permit violations 
and had followed through in a way that had its favorable 
effects. 

The following quotation from a letter recently re- 
ceived from the sales manager of one large company 
demonstrates what can be done by a manufacturer who 
is determined in this matter. - 


“We went into the Fair Trade Laws back in 
1988, soon after they were enacted in most of the 
states, and we have had little trouble with price- 
cutting on our product since that time. This was 
due to the fact that when we started we brought 
legal action and obtained injunctions against every 
price cutter that we could find. When our customers 
saw that we meant business, and were policing the 
Fair Trade Laws, they soon stopped cutting prices. 

“Of course, every injunction order that we ob- 
tained was widely publicized in the trade journals, 
which helped give publicity to the fact that we 
would not tolerate price-cutting.” 


Hew can a manufacturer expect to have the good will 
of established, honest retailers who stock, advertise, pro- 
mote, display, install service and guarantee his product, 
as well as abide by his price contracts when these efforts 
result in the building of a market for innumerable “un- 
fair” competitors. 


WIDE LATITUDE GIVEN RETAILER DEFINITION 


Much latitude has at times been given to the defini- 
tion of a retailer by some manufacturers and distribu- 
tors in trying to justify sales to certain outlets. In 
general, manufacturers who have maintained a high 
quality standard in their retail representation have 
agreed on about the following definition of a retailer: 


“A retailer, regardless of his size or type, is one 
who carries representative stocks for the conveni- 
ence of the public, truthfully represents his mer- 
chandise in his advertising and at the point of sale, 
renders necessary services, maintains a payroll, 
pays rent or taxes, respects laws and observes the 
principles of fair competition.” 

This definition is in sharp contrast to that which would 
describe the character of many of the outlets into which 
the merchandise of substantial manufacturers has found 
its way. 

When a manufacturer's goods reach such outlets 
either directly or indirectly through his recognized dis- 
tributors, it is indicative of one or both of two weak- 
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nesses—a sales policy which approves of such pragtj 
or one which lacks adequate control to prevent them, He 
either case, the results are harmful to the large major. 
ity of established retailers upon whom the Manufacturer 
depends for his own success. 

It is only that type of retailer that has built or op 
build consumer good will for a manufacturer’s produc 
The legitimate retailer will be more important than eye, 
to the manufacturer in the months ahead both to help in 
re-establishing the good will which was lost for Many 
old brands that were not available during the war ang 
in laying the groundwork of good-will building for ney 
names and products. It is difficult, therefore, to under. 
stand the reasoning of a manufacturer who ignores this 
fact and continues to sell other outlets solely on the 
basis of their “ability to pay.” 





GOOD WILL FOUNDATION OF SALES VOLUME 


Consumer good will toward a product is the founda- 
tion of sales volume. Manufacturers depend upon re- 
tailers te be their representatives to the consumer, If 
the product fails to satisfy through its quality or its 
function, the consumer looks to the seller for satisfac. 
tion. If this satisfaction is not forthcoming, the prod- 
uct and its maker are the greatest losers. 

Most of the pre-war unfair competition that dis- 
turbed retailing could be eliminated from the future if 
manufacturers would adopt the following three recom- 
mended steps: 

1. Restoration by consumer goods manufacturers of 
sound sales policies predica‘ed on distributing their prod- 
ucts essentially through “retailers performing necessary 
services.” 

2. Voluntary decision by manufacturers to cease those 
unlimited forms of buying or selling which are competi- 
tive to the retailers of their own products. 

3. Recognition by manufacturers of the obligation of 
enforcement when and if they place their merchandise 
under fair trade contracts. 

Some manufacturers and distributors have already 
taken these steps. They should be universal. 





C.E.D. PROGRAM ON POSTWAR BUSINESS 


The Committee for Economic Development has insti- 
tuted a series of weekly broadcasts called “Jobs After 
Victory,” over a nation-wide hookup of the American 
Broadcasting Company, that should be of great interest 
to businessmen, both large and small, in all phases of 
industry. 

This program is not aimed at mass audiences but is 
primarily directed towards the businessmen of the na- 
tion. One type of program presented is a dramatization 
of postwar planning for expansion by businessmen in 
large and small cities; another will be a discussion by ~ 
leaders in agriculture, industry, commerce, governme 
and labor, of the nation’s major economic problems. 

The program which started on August 11, will rum 
for 52 consecutive weeks at the same time every Satur- 
day evening, 7:00 to 7:15 P.M., Eastern War Time, 
over the ABC’s four major stations: WJZ in New York, 
WENR in Chicago, KGO in San Francisco, and KECA © 
in Los Angeles. q 









THE JEWELERS’ CIRCULAR-KEYSTONE 








Forever bound by Silver Links across the sea 


THE 
PRESIDENT’S 
LADY 


$25.50 
Keystone 


THE 
PRESIDENT 


$30.00 


Keystone 
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The New “Y”° Link Sterling Silver Bracelets 
THE PRESIDENT, THE PRESIDENT’S LADY 
THE SUPERLATIVES IN 
IDENTIFICATION BRACELETS... 
ANOTHER ORIGINAL DESIGN 
BY JULES OF CALIFORNIA! 


CALIFORNIA JEWELRY CREATIONS 


JEWELRY MANUFACTURERS ¢ 
424 SOUTH BROADWAY 
Jge 


LOS. ANGELES 13, CALIFORNIA 


SOLD THROUGH JOBBERS ONLY 





SYSTEMEERING 
(From page 297) 


poses, for your creditors and your banker, for tax 
purposes, and to show you where you stand, what 
you have, what you owe, who owes you, you must 
maintain records which will enable you to prepare 
accurate statements quickly. 


All of these are provided by the system and forms 
described above. Check your present methods against 
them to make sure you are not overlooking any of their 
profit-making possibilities. 





WINDOW DAUBING: A TECHNIQUE 
(From page 280) 


total are adults. It was surprising that children do only 
nine per cent of the daubing, but on reflection, it might 
be explained that jewelers’ windows might not have the 
appeal for moppets that a candy store display would 
possess, 

Window daubers fall into two broad classifications: 
those who use their fingers, and those who use their 
hands. The finger daubers have various techniques, and 
there are some delicate shadings to the art. The simplest 
type of daubing is to take the index finger and press 
it against the glass. This makes a lovely, refined little 
smear. More nervous daubers use the finger and tap it 
against the pane. Using this practice will create several 


‘the volume of it is increased. Our store is in the theater 


tiny marks and the accompanying sound effect is ou; 
pleasing. a 

Veteran daubers never are content to leave onl 
single finger print. Some of them prefer drawing g er 
zontal line on the glass, as they go from item to in 
on display. Other daubers are partial to drawing ip. 
cles. A dainty effect is obtained by tracing tiny Circles 
with the little finger. However, the most complicated 
finger daub is to turn the hand palm upwards, stick out 
the thumb, and give a backhand touch to the pane, To 
master this you simply have to clench the hand and 
protrude the thumb in the fashion that is used by hiteh- 
hikers. 

The second major classification of daubers includes 
those who cannot get ambitious enough results from the 
use of a finger, and hence employ the palm of the hang, 
There are only two sub-divisions of this general group, 
First, the dauber who is content to press on the window 
pane and leave the imprint of the palm and five fingers, 
Finally, is the person who presses against the windoy 
and rattles the glass. Plate glass insurance companies 
have very little regard for this type. A nice result tha 
sounded like a modest sham battle was obtained by a 
family group of five, including three little ones, who gj] 
pressed, rattled at the same time, and just_to give us 
good measure, everyone used TWO hands in the process, 

Wirdow daubing can be done effectively at any hour 
of the day or night, but we have noted two times when 


district, and just before the movie feature is scheduled 




















Demand for D irilyte 


UNPRECEDENTED! 


Although we are expanding to some 2% times 
our biggest pre-war capacity, the task of filling 
the piled-up demand for golden-hued Dirilyte 
flatware and hollow-ware is a tremendous one, 


and we are therefore unable as yet to fill the new orders 
that continue to come in. However, we invite you to query 
us without delay concerning the future possibility of han- 
dling Dirilyte in your community. The importance to every 
good jeweler of selling this attention-getting and beautiful 
merchandise is by now clearly established, and we are 
anxious to cooperate with your plans. Your enquiries today 
may considerably facilitate your receiving merchandise at 


the earliest possible moment. 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. 
~NEW ‘YORK OFFICE: SUITE 507, 1 WEST 34th ST. | 
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| 38¢—Choker with 
three flowers on 










“gold plated with 
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38P—Pin of pink 
or yellow gold 
plated flower 
motif with fine 
simulated pear! 
center. 


38E—Earrings of 
pink. or yellow 
gold plated 
flower motif with 
simulated peari 
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to begin the daubing is stepped up. Persons who have 
time to kill before the show can use it profitably by 
messing up a jewelry store window. And then, just be- 
fore the stores in the business section close for the day, 
and the shoppers reluctantly start for home and its 
chores, they pause before the display window and leave 
us a cozy little reminder of their visit. 

Our researches have produced two final truths. Daub- 
ing is always done by people in groups, as they point 
out items on display to each other. There are prac- 
tically no cases in recorded history of one individual 
performing a daubing solo. And lastly, people wearing 
gloves seldom touch the window glass. We wish no one 
but they, did! 


STREAMLINES REPAIR OPERATIONS 


Kirby’s, at 972 Chapel Street, New Haven, is “having 
its face lifted.” Much of this is a long-term process, but 
already many of the changes are in evidence. 

. Since Charles E. Butler took over the management of 
the store a year ago, a program of alterations to include 
new floors, air conditioning, a new repair desk, windows 
and store fronts has taken place. ; 

But physical changes are not all this shop has under- 
gone, for in place of the old-fashioned, outmoded sys- 
tem of merchandise repair, Mr. Butler has set up a new 
and streamlined method, time-saving both for the cus- 
tomer and salespeople as well. 

Having long outgrown its usefulness, the old system 


maintained individual dealings for each repair 
customer and sales clerk. Hand-written corres 

was then undertaken by a different store employee for 
each transaction without any really organized 
Often, a customer would be obliged to waste a Breat deal 
of time locating the particular person who had 
the responsibility of the repair. The salesperson 
be out sick, or perhaps might have left Kirby's, ang i 
one else would know the details of the transaction, 

Now, at one repair desk, all merchandise repairs are 
taken care of. The color of the customer’s receipt, plus 
a certain letter before the number on the receipt, identi. 
fies the kind of merchandise being repaired. Thus, 4 
yellow receipt bearing a “G” would be the repair gjj 
for gold jewelry; a white receipt which has the lett 
“‘D” on it would identify the article as a diamond, There 
is also a distinction made for gift jewelry, and all items 
to be repaired are evaluated and insured for that 
amount. The evaluation appears both on the top of the 
repair slip and also on the lower half, which is the cus. 
tomer’s receipt. 

Under this new system, the process of locating the re 
paired jewelry is simplified, saving time for the cys. 
tomer and salespeople as well. To add further speed tp 
sales operations, Kirby’s now has a new form of sales: 
book which is used in conjunction with a new bookkeep. 
ing system. * 

These, and a silver stock control based on perpetual 
inventory, combine to make a store 115 years in business 
a modern, streamlined shopping place. 
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owes and gift ‘shops tell us the Gerity Carving Aid has been going like 


. But we can still take care of a few more orders before Christmas. 


The grace of Carving Aid’s well proportioned handle, ics sturdy guard, and 
_ the beauty of che caper of ics tines has made it the 1945 Christmas present 
for men (and women, too). 


+. For everyone appreciates its great utility the minute chey see it 

















$O(Q) per dozen, 


each in a beautiful full color 
gift package 


CERITY-ADRIAN MFG. CORP. 
ADRIAN, MICHIGAN 
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“hot cakes”’ 


|), Gat 


In carving fowl, roasts, or ham—it simplifies che process 
immeasurably. Carving Aid carries the finest of silver 
plate—can take its place proudly beside sparkling 
crystal, snowy-white linen, and priceless china; 
wich all its usefulness. : 
Please wire your order now if you wish 

pre-Chrisemas delivery. 
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Lephuye 
Lif 


Phota of Zephyr presison-mitied 
wheal, shown enlarged 55% smn: 


Designed for 


\ pPeme Power 


\ There is a good reason why 
a Zephye windproof lighter 
always lights ... in evety 
kind of weather from a spring 
rain to @ hurricane. The on- 


swer is in its ignition wheet 





@ wheel thot is precision 
milled to throw off an igniting spark 


every time you strike it. 


* 


f your dealer cannot immediately 
meet your demand for a Zephyr 
lighter, please be patient os the 
Lophyrs are still going to the armed 
forces. Byt just as soon as possible. we 
will supply your dealer. Ask him about 
e Lephyr. It's well worth the asking. 


MANUFACTURING COMPANY 
CHICAGO 


4 * Buy Extra WAR BONDS 
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PRICED 
FROM 
$2.00 






‘The ignition wheel is the heer! of every 
Gghter. AN Gaiter sighters hove precision-mitied 
igsition wheel fo onmere a fight every tine. 


DEPENDABLE 
AS iTS NAMESAKE 


Just as the trim, beautiful fines 
4), meant rugged per so 
oe they do in @ different and mod- 
ern windjammer ... the WIND- 
JAMMER windproof lighter. 
Your tight’s ossured in the WINDJAMMER, 
for it is made with 9 precision-milled 
ignition whee! that throws off an ignit- 
ing spark every time you strike it. Then 
too, it can go longer without being 
refilled due to its greater-than-averoge 
fluid capacity 





if your dealer cannot immediately meet 
your demands for o WINDJAMMER, please 
be potient as production is of necessity 
still limited. But we will supply him 
@s s00n as possible, Be sure 

te ask tor a WINDJAMMER ) 
You'll be glad when you 
get it, 


o 
the Zephyr now going 
to the armed forces. 
Watch tor tT ——» 


Galter 


MANUFACTURING COMPANY 
CHICAGO 





WHEEL OF FORTUNE 














Lhe 





Here is your wheel of fortune. It’s the pre- 
cision-milled ignition wheel ... the wheel 
that is the heart of every Galter lighter. It’s 
the wheel that throws off an igniting spark 
every time you flick it. And it’s the wheel 
that we have been featuring in our national 
advertising campaign to all America on the 
absolute dependability of Galter lighters. This 
advertising is going regularly to the cream of 
America’s buying power ... 70 million read- 
ers of America’s most famous magazines. This 
advertising will continue and will be greatly 
increased. It will become even more power- 
ful in sparking your drive for bigger sales .. . 
bigger profits. 


Yes, this is your wheel of fortune! Play it 
to the limit! 

See your local distributor for your supply 
today! 


Get set for the record breaking rush of holi- 
day gift business! Remember! 


p tomole Cal. ter Lighters 
and you promote yout own profit! 


Galter Manufacturing Co. 
711 W. Lake St., Chicago 
Makers of fine lighters for 20 years 


New York Office: 
Charles H. Fischberg & Co., 71 W. 23rd St., New York, N. Y. 
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The above diam clock is 
Now IN PRODUCTION 


for Gilbert customers 


HAY 


Supplies will be limited, shipments all 
too infrequent, for some months to 
come. Here’s the situation today: 








< ” 


Although VJ-Day ended the direct war work whieh 
had heretofore occupied most of our facilities, it 
did not—could not—automatically create an over- 
night resumption of full scale clock production. 


Procurement of raw materials, retooling and recon- 
version of specialized machinery, mobilization of 
skilled, experienced labor, pose problems which 
are being solved but which take time. The pro- 
duction trend is favorable but its volume can in- 
crease only gradually. 


Contractual obligations remain extremely heavy.” 
Many established Gilbert distributors have bona 
fide orders here for which they have waited—not 
months—but literally years. Gilbert is com- 
mitted to concentrate first attention on these even 
at the cost of a temporary deferment of the new or 
additional business that would otherwise be so 
welcome. 


Subject to these conditions, Gilbert 
is making every effort to give each 
eustomer his full share. Allocations 
will increase as production itself in- 
creases, 


ASK YOUR JOBBER 











Tar Wm. L. Guteert Crock Corp. 


Clock makers to the nation since 1807 
WINSTED, CONN. 





Laconia, N. H. 
141 W. Jachson Bivd. 
Chicago 4, Ill. 


55! Fifth Avenue 
New York 17, N. Y. 














RETAILING OPPORTUNITIES 


A Small Store and Indesendence, by David Greenberg and E 4 








Schindall (Greenberg: Publisher, $2). Opnortunities In ; 
Troan fa~ Service Men, by A. M. Sullivan (Dun & Bradtreet, sed 
distribution). Ra: 





HE returning serviceman, seeking about for re 

answer to that most pressing of questions—Hgy 
am I to make ‘a living?—would do well to investiga 
these two excellent publications. Army surveys a 
ly revealed that great numbers of men are interested 
going into retailing for themselves, while the propo BR 
of these men who have had training and experience 
negligible. What the veteran needs now is not en nas 
aging pep-talks from politicians telling him to “go igh 
ahead, my boy,” but concrete facts and tried and te, d 
advice from men who know retailing from every angle, 

“A Small Store and Independence” was written bya 
retailing accountant and a successful chain operatop, 
while the qualifications of Dun & Bradstreet are wel 
known. Much of the information in these books can| " 
of value to present owners of retail establishments ag 
well as to the veteran. The Dun & Bradstreet brochure, 
with its statistics on operating costs and its check list 
for retailing aptitudes can very well act as a “refresher 
course” for the jeweler who is just a bit jittery about 
his post-war prospects. 

In addition to an outline of retail store operation, “A 
Small Store and Independence” devotes several chapters 
to specific types of stores, such as jewelry, books, mil- 
linery, etc., each written by an expert in the field. The 
authors begin at the beginning so to speak, and tell the 
retailer-to-be the qualifications he needs, how to go about 
selecting a location, how to determine starting capital. 
Authors of both the brochure and the book agree that 
the retailer needs certain intangible but nevertheless 
important qualities for success. His location might be 
perfect, his capital sufficient, his stock well chosen and 
yet his store might well be a dismal failure. Why? Lack 
of ‘merchant instinct,” says Dun & Bradstreet; “poor 
personality” say Messrs. Schindall and Greenberg. They 
advise the man entering retailing to study merchandis- 
ing, to read, read, read, and then to go to the “best 
school of retailing”—the successful store. Dun & Brad- 
street advises the novice to find himself a partner with 
experience in the field. 

Just what is the “merchant instinct” these writers 
talk about? Dun & Bradstreet says that it’s character, 
ingenuity, stamina, the desire to please, an agreeable 
personality and community interest. Most important of 
all for the newcomer to the field is stamina—“‘‘stick-to- 
itiveness,” for the new merchant has to keep reminding 
himself that he can’t make a fortune the first year—or 
the second. 

Infant mortality is a basic problem in retailing and 
Dun & Bradstreet points out the reasons for the short 
lived ventures. Take heed, Mr. Jeweler: “The five most 
important pitfalls to be avoided during the first years of 
operations are too lavish expenditures for fixtures, over- 
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Beautiful display 
box with complete 
instructions 








OF SAN FRANCISCO \ a RZ, To BSALaR 





$ 4 50 
@ SHOCK-ABSORBING 
EACH 
e ADDED WATCH PROTECTION a 
© Federal Excise Tax 
@ PATENT APPLICATION PENDING este rere el : 


Excise Tax mus? be com- 
puted on complete sale. 


Justant Appeal 


FASTEST SELLING WRIST BAND IN AMERICA 


+ eat DURALUMIN Wrist Band scientifically designed 
0 hold any strap watch securely in place to fit any wrist 


TEMPERED-DURAL instantly takes on the body temperature 
of your wrist. Not cold like steel. Non-magnetic. 


Stagg and PRACTICAL, nothing to get out of order 
Wo other metal Wrist Gand has these distinctive features” 





MR. Jeweler: 
Everywhere— 





We are extremely sorry that we have been unable 
to supply our distributors with sufficient stock 


of C. W. Hickok of San Francisco duralumin 


Adjustable Clip Wrist Bands 
JAMES G. FLATAU 


re doing our utmost to improve 
Sole Sales Agent 


We assure you we a 
our production, and thank you for your patience 
29 E. MADISON STREET 








in awaiting your shipments. 
CHICAGO 2, itt. 








DI 
STRIBUTED EXCLUSIVELY THROUGH THE WHOLESALE TRADE 
ORDER FROM YOUR JOBBER 
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purchase of merchandise especially in slow moving items, 
too great variety and wrong types of items for the 


neighborhood, too heavy-expense in ‘relation to the ‘size~ 


of the business, and an overly optimistic estimate of 
anticipated sales.” Any one or combination of these ills 
will kill a business at any age. 

In addition to the brochure, Dun & Bradstreet also 
offers a set of operating ratios covering 50 retail and 
service lines, including jewelry, based on its nation- 
wide survey of retail outlets in 1939, a typical year. 

These publications represent an important effort to 
make the prospective merchant realize that there is more 
to retailing than “investing a little capital.” 





HISTORY OF COLUMBUS CLOCKS 


The Columbus Clock, by Willis I. Milham, Ph.D. The McClelland 
Press, Williamstown, Mass., 1945. 384 pages; 20 illustrations. 
Sent anywhere in U.S.A. postpaid, for $1.00, by Book Depart- 
ment, The Jewelers’ Circular-Keystone, 100 E. 42nd St., New 
York 17, N. Y. 


R. MILHAM is well-known as the author of “Time 

and Timekeepers,” published in 1923 and in later 
editions; an excellent survey of the’current varieties of 
timepieces; of the history of the art of making them, 
and of the background for horology in the science of 
astronomy. In the monograph reviewed here, Dr. Mil- 
ham now gives clock collectors the answer to what has 
long been a most amazing mystery: “who made these 
Columbus clocks?”—for it is odd indeed that for a 
score of years many previous investigators tried, but 
failed, to discover the origin of clocks that were sold in 
thousands only 50 years ago! About all that was known 


‘even ‘this -was~largely- forgotten,. because. duri 


was that the clocks appeared for sale as souv 


eni 
World’s Columbian Exposition at Chicago a 


in 1893; ang 
ing the pay 


quarter-century Columbus clocks began to turn y 

and there, believed to be ancient and valuable. t 
figured in newspaper stories as discoveries of iad 
tiques, the typical story usually winding up with ain 
thing like that “the lucky finder of the ancient clock i 
fused $1,000 for it.” The price of the clock at the onal 
tion was $5; later it was reduced to $1; and whoever PY 
refuse $1,000 for one was unconsciously more Virtuous in 
his ethics than he intended, and both parties were More 
ignorant than anything else. It is incredible that any- 
one with a little mechanical understanding could not see 
that the die-stamped portrait of Columbus and the date 
1492 on the dial had to be done by machine work yp. 
known until several centuries later. Then about the 
portrait, which some of the newspaper stories said meant 


‘ that Columbus brought the clock to America in 1499 


why would he have sought so cheap a monument fo 
himself as his face on a wooden clock, when the stake 
he was playing for was nothing less than the crowning 
glory of all discoverers? 

At a meeting of the National Association of Watch and 
Clock Collectors in Philadelphia last winter, a membey 
brought up the mystery of the origin of the Columbys 
clock. Dr. Milham was interested, and soon was on the 
trail that had baffled so many before him; and now his 
fascinating booklet tells the story of his successful 
sleuthing; and he who reads may know at last whodunit, 
and where and how! 
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4 Made in widths from F} 
2MM to 10MM, as well #| 










as various heights. H 


Rope design comes in 3, 3%, 
5, and 64MM widths. 


Made to specification in 
all dimensions. 


The NIASH REFINING COMPANY 
takes pride in its fine reputation... 


ALLOYS AND SOLDERS 








Niash Alloys and Solders 
are the finest in the business, 







created by our metallurgists 
for jewelers who demand qual- 
ity. Our line is complete for all 
colors ‘and karats. 











Consult us on 
your wire problems 
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PRECISION 


LIT t 


The Original Precision Lighter 


TO RETAIL 
$A 75 


(NO TAX) 
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You’ve long wanted 
these fast-moving lighters! 


Just note their unexcelled sales-points... Time 
tested, sure-fire action—simple, fool-proof con- 
struction—sturdy—highly polished airplane alum- 
inum—proven saleability—smart, modern styling 
—and workmanship and materials fully guaran- 
teed. We can make delivery immediately. Priced 
to dealers at $2.35 less 2% in 10 days. How 
many, please? 


PRECISION LIGHTERS, INC 
170736 MAIN STREET 


- DALLAS 1, TEXAS 


$21 








VETERANS TAUGHT SILVER CRAFT. 
In a broadcast on September 6 over Station! Wy 
Margaret Craver, consulting silversmith with H 
Harman, told of her absorbing experiences jn ye} 














andy & 
abilita. 


tion. work with patients in the Army. Nayy and Ai 
Force hospitals throughout the country, 
Miss Craver revealed that for the past year she hag 
helped set up silver craft shops in hospitals that ate 
active in applying this and other crafts in Occupational 
and diversional therapy, as well as in recondition; 


activities. This humanitarian task, sponsored through 


Miss Craver by Handy & Harman, includes every 
from tool sources to staff training. 


thing 


= FINGERTIP 


The magic that 
unlocks this strik- 
ing new box lies in 
the user’s finger- 
tips. A mere finger 
touch and—flip!— 
the lid of the *Flip-It box springs 
open for real convenience. 


This is the kind of magic that 
Opens your customers’ pocketbooks, 
too. They like and will buy this in- 
genious combination of beauty and 


utility. 
‘ Miss Margaret Craver and three silverware pieces which she 
Burnished copper on walnut or designed herself. 


mahogany, or sterling silver on a Patients are taught the basic processes in jewelry 
base of ebony—for cigarettes or making and silversmithing and produce some really bear 
cards. tiful pieces. Miss Craver cited the therapeutic value of 
silver craft work and told of many interesting examples 
of .how patients responded to this modern method df 
B treatment. One typical patient came into the silver shop” 
FROM THE Wet FAMILY OF as soon as he was ambulatory after an operation. Before) 
he joined the service he had been a body and fender 
worker on cars and he was interested in making some- 
thing in metal for his daughter. He was doubtful” 
. , whether he could do the work because of his unsteady 
Write for information and prices. ness and shaking hands. 
Address Dept. CK Miss Craver suggested he forget about that and get 

right busy working on a pattern for the hair clips. The 

pattern was cut and a few hours later the sterling silvel 
clips were finished and polished. The injured man W 5 | : 
exceedingly proud of his accomplishment and his com 
KA [ZZ fidence in his ability to make things was restored. The) 
ae ee ~CORPORATION therapeutic value of the craft was evident when he said 

—““Why look, my hands aren’t shaking any more!” 

Miss Craver reported that our wounded service mem 
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aré-éxcellent craftsmen and many of them are continu- 
ing with their jewelry making hobby after discharge 
4#rom the hospitals. 


GIFTS NEED NO OCCASION 
(From page 294) 


He also knows. what he’s doing when he goes out to 
build friends for his store. His method—tying in his 
big gift lines with the younger generation whose money 
is unimportant now, but will be all-important within a 
few years. 

One of Bernard and Grunning’s main pushes is to- 

ward the bobby sox trade. The amounts the teen-agers 
spend today are insignificant when considered in rela- 
tion to the total volume, but realizing immediate dollars 
from them isn’t Walter Grunning’s object. His aim is 
to teach the almost-grown set the habit of buying at 
Bernard and Grunning. And he is succeeding in doing 
this. 
_ How? By featuring—just as strongly as he features 
real “money” items—the kind of jewelry and gift items 
that bobby soxers buy. By inviting them into the store 
and by making each one individually welcome—by 
teaching the teen-agers that Bernard and Grunning is a 
friendly place to go, no matter how little they spend. 

Part of the busy store is devoted exclusively to the 
merchandise they want—inexpensive goods today, but 
very valuable selling in a long range view. Mr. Grun- 
ning finds that they like charm bracelets and anklets, 
and other smaller, younger-set items ranging from two 


Wille CRarr DESIGNS 
Ht LMERT( 
NA; 


[3) 


fu 7 by 


ALBERT 


unt A} f 
ry OR W|I ) 


‘AN MUSElL 
URAL HIST 


to five dollars in price. Much of what the 
gift giving rather than for personal use. 


“I could sell tons of that merchandise and still 

show any sizeable net,” Walter Grunning laughs se 
I’m not selling it for immediate cash results, The Be 
it does bring me—good will—is worth unnumbered PR 
lars. These are the customers of the future.” ; 


y buy is fy 


Strong advertising helps bring in the teen-agers ang 
other Bernard and Grunning gift customers. The store 
advertises regularly in all three New Orleans news- 
papers in order to reach every potential customer, 

A typical ad—that stressed no occasion or “day” to 
do its selling job—was for lucite compacts. “A new star 
in the gift parade,” shouted the headline, above a wash 
drawing of the compact. Tied in with the Bernard anq 
Grunning signature was an appeal to “Charge it! Pay 
weekly! Pay monthly!’ The “second floor” notation jp 
the store’s address was very small, indicative of the cys. 
tomer popularity it enjoys, largely through just such 
give-a-present promotions. 

Another facet to the store’s business—replacing sales 
from many scarce lines—is repair work, which Walter 
Grunning also advertises heavily and plugs with store 
displays. 

Two typical ads, run in reverse white-on-black for 
attention value, invited restringing and jewelry repair 
jobs. They were small: one column by four to seven 
inches, but they brought the business. 

Using these two promotional schemes, gifts and me 
pairs—but with the heaviest accent on gift sellings 
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BAND 
jor MEN 


Now! 


IMMEDIATE DELIVERY WATERPROOF - STAINLESS STEEL 


@ ITS NEAT APPEARANCE AND HIGH POLISH . 
CAN ONLY BE TERMED DISTINCTIVE .. . 
CONSTRUCTED OF DURABLE AND FLEXIBLE 
STAINLESS STEEL. 


FEATURES 


@ WATERPROOF 

@ RUSTPROOF 

@ STAIN-PROOF 

@ PERSPIRATION-PROOF 
@ NON-MAGNETIC 
@NON-CORROSIVE 


= , om’ =, a! Se) | 











ATTENTION JOBBERS: 


These wrist watch bands are sold 
through jobbers exclusively; write or 
wire for full details. 


MR. RETAILER: 


Order through your job- 
ber only or send us his 
name and address.. 


qiD> 





Tram Meraz Prooucrs Ca. sx. 


P. O. BOX 4100, MIAMI 25, FLORIDA 
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* Retails 
at $4.95 


THE 


“WRISTMASTER” 


STAINLESS STEEL/WATCHBAND 


The “WRISTMASTER” is a real piece of jewelry 
made by jewelers. It is as attractive as it is useful 
and lasting. 


. these features sell the"WristmaSter” 


Non-magnetic ... waterproof and rustproof 
... impervious to acids or perspiration and 
extremes of temperature... watch instantly 
attached or detached —especially adapted to 
watches with fixed lugs — adjustable to fit any 
size watch ... patented rivet design insures 
security. Mirror finish. Made in two sizes — 
small, for small and medium. Average, for 
medium and large. 


Patent and Copyright Design Applied For 
* SOLD ONLY TO WHOLESALERS 


MANUFACTURERS 


CALIFORNIA 


430 SOUTH BROADWAY 
LOS ANGELES, CALIFORNIA 








Bernard and Grunning has done a bi ime } 
that isn’t all. Walter J. Grunning loth to a But Fs 
brought by intensive selling of the store itielt as - 
center, to be a strong permanent’ dollar builder a 
basic foundation around which ‘to tie other promoti . 
Gifts, he has found, don’t need an occasion to is 
off the counters into customers’ hands. Al] they the 
a little push—whether it’s in. June, July or November 
Every day offers a ringing cash register opportunity {, 
promote gifts. 
If you're careful to promote them to tomorrow’s cus. 
tomers as well as today’s—why, then, you have a 
sound business basis indeed. As has Bernard and 


Grunning. 


BRUSH OFF YOUR WELCOME MAT 
(From page 306) 4 





rarely bought “cold.” A dinnerware sale, for exam 
may involve several visits, visits which may be days, 
weeks, or even months apart. To any woman who iy 
proud of her home, such a purchase is extremely impor. 
tant, to be thought about seriously, discussed with the 
family, and finally on one joyful day, to be bought, 
paid for, and owned. 

The wise jeweler understands this and puts no ob 
stacle, even a psychological one, in her way. Figura. 
tively, he throws his doors open wide to customers and 
“lookers” alike, knowing that “lookers,” more often than | 
not, sell themselves on the merchandise—if the store will 
let them! 

But did you know that to many a woman the atmd- 
phere of the average jewelry store is rather cold ani 
forbidding? She insists that she is not made to fed 
welcome unless she enters the store with money in hand 
for an immediate purchase; that her love of “browsing,” 
which is really self-selling, is discouraged both by the 





STEP DISPLAY ADDS ATTENTION VALUE 








How greatly the interest and attention value of a window die 
play can be stepped up by showing the items on a series | 
graduated levels instead of laying them out flat on the floor “° 
window is well illustrated in the accompanying photograph of | 
recent display by the Gensler-Lee store in San Francisco. ia 

Note that the variation is not achieved by the rigid 
arrangement which is so often used in the effort to get away 1 
the flat monotonous treatment of spreading a number of items 
the window floor. Instead, the articles are shown on a 
irregular elevations, a treatment which with the contrasting ¢ 
adds hugely to the eye-compelling effect. and the individual at 
tion directed to each item. | 

The principles embodied in this display can be studied to gm 
effect by every jeweler. "a 
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Sterling Silver Charms 
V/3 OFF 575 00: Dozen 

Due to expanded manufacturing facilities and improved production meth- 


ods, Lyle Sterling Silver charms, excluding movables, announce this attrac- 
tive reduction to all retailers as a Special Promotion. 


A Fall and Holiday 


LEADER 
$@5o 





Illustrated here are a few examples of the 69 numbers for your selection. Order by No. 













1. PELICAN 16. MEXICAN ON A MULE 31. CHAPS 47. BALLET ICESKATER 
2. OWL CART 32. CACTUS 48. BALLERINA 
3. BURRO 17. DIVING GIRL 33. SHERIFF 49. ORGAN GRINDER 
4. STIRRUP 18. UNCLE SAM 34. HOLLYWOOD WOLF 50. BOWLING GIRL 
5. BINOCULARS 19. JOCKEY 35. COWBOY 52. FENCING MASTER 
6. DUCK 20. BRONCO BUSTER 36. MAJORETTE 53. WATERING CAN 
| 7. COVERED WAGON 21. STEER SKULL 37. TOTEM POLE 54. BABY ON POTTY 
8. SAILOR 22. COWBOY BOOTS 38. SOLDIER WITH PACK 55. CAT AND FIDDLE 
9. TURTLE 23. BABY SHOES 39. GRAND PIANO 56. CAT AT PIANO 
10. ARMY JEEP 24. FRENCH PHONE 40. COWBOY HAT $7. CAT AT MIKE 
. 25. SAXOPHONE 41. PEKINESE DOG . 
11. BASSINET 26. WILD BULL 42. UPRIGHT TELEPHONE = 58- CAT WITH CLARINET 
12. POINTER DOG 27. BOWLING PINS 43. FLAT IRON 58. CAT WITH DRUMS 4 
13. STATUE OF LIBERTY. 28. INDIAN HEAD 44. TEA POT 60. CAT WITH TRUMPET 
14. WESTERN SADDLE 29. TRUMPET 45, SCOTTY 61. CAT WITH GUITAR 
15. INDIAN ARROWHEAD 30. TROUBADOR 46. ENGLISH BULLDOG 62. CAT WITH SAXOPHONE 
63. CHESHIRE CAT 64. LIBERTY BELL 
Movable Charms at $9.00 Per Dozen 
65. STORK AND BABY 66. WAFFLE IRON 67. AMERICAN CLIPPER 68. COVERED WAGON 69. HELICOPTER 
Genuine Navajo Indian Jewelry 
Now available . . . a full line of handmade Navajo Indian items of exquisite beauty. Made of 


Sterling Silver with turquoise stones. Made by the Navajos. Send for a sample assortment on 
memo. Keep the numbers you want—return the balance for credit. Return postage at our expense! 


LYLE MANUFACTURING CO. 
4 VELvETEEN | 998 W. 4th STREET STERLING 


Hy ple SILVER 
Sor onoee LOS ANGELES 13 a Hoe Oo 
IMPORTANT NOTICE 


All merchandise shipped open account. Terms 2°, 10 days—30 days—NET. Upon receipt of shipment 
are privileged to return any items you desire for FULL CREDIT. Return postage at OUR EXPENSE. 























inaccessibility of the merchandise and the general atti- 
tude of the salespeople. 

No one can blame a jeweler for keeping his diamonds 
and rubies safely behind glass. That is where they 
belong, and it is where the customer expects to find 
them. But she is used to shopping for her household 
accessories in a more informal way, and she wants to 
be able to pick up a plate or a goblet if it strikes her 
fancy. Make her feel that it is too precious to be han- 
dled and she is apt to feel it is too precious for her to 
consider as a personal possession. 

Women have been spoiled, perhaps, by the easy in- 
formality of the department stores and the gift shops. 
But such stores have learned the hard way that if they 
want to reap the benefit of the feminine instinct for 
shopping, they must make their china, glass and gift 
departments open and inviting, their merchandise easy 
to reach, their selling policy warm and friendly. 


| MARRIAGE RATE STAYS HIGH 
(From page 288) 


and July have maintained an increasing upward trend. 
In fact, the number of licenses issued in July, 1945, is 
the largest total for that month on record. During July, 
' 49,308 licenses were granted in the 91 cities, the previ- 
ous peak having been 48,625 in 1943. 

However, the total for the year so far is still some- 
what behind the record years of 1942 when an estimated 


1,800,000 were performed. and 1943 with an estian 
1,700,000. Nineteen forty-two was an all-time }j 
the number of marriages performed in the United States, 

The jump in June and July over last year Seems tp 
have been caused to a considerable extent by V-E Dev 
and the beginning of the return of men from armed gep- 
vices in substantial numbers. If this is true, stil] ¢ 
increases may well come during the latter part of the 
year now that V-J Day is past and the rate of discharge 
from the Army and Navy is being speeded up. 


HIGH RATE DEPENDS ON FAVORABLE CONDITIONS 


However, economic conditions must also be taken tute 
consideration. If reconversion for the country, ay 
whole, proceeds smoothly and promptly so that people 
in general are optimistic about their immediate futures, 
this will have an accelerating tendency upon the nimby 
of marriages. If, on the other hand, the general ey. 
nomic picture is unfavorable, it will tend to slow it down, 

As of this writing, however, it seems to be a safe pre. 
diction that we will have at least a million and a half 
marriages by the end of the year, and that the Prospects 
for a continuing high level for some time to come are 
good. aa 

The significance of all this to jewelers is, of course 
obvious. ae | 

Details of the issuance of licenses will be found in 
the tables at the foot of page 288 and on the next f 
lowing left-hand page. - 
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—and Stationary Charms 


Over 150 different Sterling Silver charms. 
Subject to shipment as stocks permit. 
Intriguing, distinctive, in demand. 

Prices from $9 to $48 dozen. 


* Prices are Keystone: 
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J. A. MEYERS & CO., 


1031 WEST 7th STREET, 


LOS ANGELES 14, CALIFORNIA 


STYLE 


Anchor U.S.N. 
Bomb 
Cross 
Helmet 
Paratrooper 
Arrowhead 
Baby Cup 
Baseball Player 
Bear 
Bomber 
Boot 
Boy’s Play Wagon 
Brassier 
Bulldog 
Cactus 
Camel 
Cannon 
Cat 
Chap 
Chow 
Clown 
Cocker Spaniel 
Covered Wagon 
Cowboy 
Daschund 
Diving Girl 
Donkey 
Duck 
Elephant 
Fan Dancer 
Fawn 
Frying Pan 

(Ege Frying) 


Giraffe 

Goat 

Gondola 
Greyhound 
Gun (Western) 
Hat 


SiLveR 
PER DOZ. 


$4.50 


4.50 
4.50 
4,50 


4.50. 


6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 


6.00 


10KGOLD 


$3.25 
2.50 
3.25 
3.00 
4.50 
3.25 
4.25 
3.75 
3.00 
3.75 
3.25 
3.75 


3.75 
4,25 


3.25 
3.75 


3.75 


' 3.75 


4.50 
4.25 
3.00 
4.25 
3.00 


4.75 


3.25 
4.50 
3.75 


No, 2430 Sterling Silver . . 
No. 2466 Sterling Silver . . 





Now that silver is avaiiab 


to service m 





STYLE 


Hula Dancer 
Hula Hut 
Husky 

Indian 

Indian Headdress 
Indian Warrior 
lron 

Kangaroo 
Keys (Two) 
Knife 

Ladies Shoe 
Lariat 

Love Birds 


‘ Majorette 


Masonic 
Mexican 

Monkey 

Opera Glasses 
Outrigging Canoe 
Palm Tree 

Pig (With Cane) 
Police Dog 
Prospector 
Rabbit 

Saddle 

Sailboat 

Sailor 

Sandal 

Scotty 

Skull and Bones 
Spur (with Chain) 
Star of David 
Statue of Liberty 
Steer 

Stirrup 

Stork 

Terrier 
Tomahawk 


CHARM BRACELETS 


9.00 Doz. 
13.50 Doz. 


siiver 


*—— 


10K GOLD 


PER 0OZ, gACH 


6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 


No. 2423 10K.Gold .. . 
No. 2424 10K.Gold .. . 


3.00 
3.75 
3.00 


3.75 
3.00 
4.50 
4.25 
5.00 


3.75 


3.00 


3.75 


4.50 
3.25 





e we are n ? | 


ESTABLISHED 1912 


STYLE 3. aa 
Tommy Gun 6.00 3.25 
Totem Pole 6.00 3.25 
Trojan 6.00 3.25 
Trumpet 6.00 3.25 
Uncle Sam. e 6.00 3.00 
Vest 6.00 3.75 
Violin 6.00 
Water Pitcher 6.00 4.25 
Wing and Prop 6.00 
Bronco | 7.20 4.50 
Drunkard 7.20 
French Telephone 7.20 475 
Guitar Player 7.20 4.25 
Ice Skater 7.20 3.00 
P-38 (Full Model) 7.20 3.75 
49’ er 7.20 
Service Cap 7.20 3.75 
Baby Shoes (Pair) 9.00 5.50 
Chair 9.00 3.75 
Grand Piano 9.00 3.75 
Mule (Long Ears) 9.00 
Scissors (Moveable) 9.00 475 
Wed. & Eng. Ring Set 9.00 4.50 

(Stone in Eng. Ring) 

Angel 10.80 4.50 
Anti-Aircraft 10.80 575 
Jeep 10.80 5.75 
Jitterburgs, 10.80 
Tank 10.80 
Telephone 10.80 ba 
Violin & Bow 10.80 5.00 
Bomb (Large) 12.00 
a lid) — 5.50 
Knife, Fork & Spoon 12.00 
Morman Temple 12.00 

6.50 
Tea Pot 12.00 

(Moveable Lid) 5.50 
Roller Skate 13.50 
Stork and Baby 13.50 5.50 

(Moveable Wheels) 
4.50 Each 
7.50 Each 
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landings. 


was transferred to the new super-dreadnaught, the his help is also likewise neat in appearance and ¢ 
U.S.S. Missouri, now famous as the ship on which the ment, two factors that definitely either please or 
Japs signed their formal surrender in Tokyo Bay. the customer. q 
On the Missouri, Edwards is ship’s watch and clock The second, but equally as important factor, is ¢ 
repairman. He has some of his own tools supplementing _liness in the store. The successful jewelry store ig 
his Navy equipment, and he handles all ship’s company variably spotless in appearance. All the dirt is 


THIS JEWELER GETS AROUND watches as well as the Navy issue watches , 


Thomas A. Edwards, SC1/c, was formerly a watch- clocks. a 
maker with his father before the war. His father now When he is discharged from the Navy, Edwer 1 
has a watch repair shop in the Bremer Arcade Building, make his living at his trade and when thai 
St. Paul, Minn. Young Edwards enlisted in the Navy ‘™°S; he'll have many a tale to tell of the laa 
at the outbreak of the war and after finishing his train- o 
ing was assigned to the battleship New York. He took anemmeee. 
part in the African invasion and later in the Italian 


ties tu puene on tee Mow Teck, Madards BUILDING CUSTOMER GOODWILL 





SCi/e Edwards at his workbench aboard the U. S. S. Missouri. is about his own personal attire. The jeweler y 
e 







































of the Japanese Empire. 


The art of selling jewelry consists of more ¢ 
price or quality. It means the selling of 
The satisfied customer is indeed a jewel hi lf, ¢ 
worth a great deal. Without doubt he will come b 
perhaps advise his friends to do likewise, 
undoubtedly many factors that enter into the 
of a satisfied customer, but none as imperative ag 
appearance. The customer value of good ay 
both in the store and its salesmen cannot bare 
stressed. Customers by comparison definitely. ex 
preference for an orderly and well managed j 
store. They prefer dealing with the jeweler e 
much concerned about the appearance of his store g 


personal appearance is above reproach will also 














An Open 





Message to Jewelers Everyzwhere™ 










| AM IN URGENT NEED 
OF SET AND UNSET 
DIAMONDS | 


I am faced with a serious shortage of set and unset diamonds. As a result, I am q 
— to pay top market prices for virtually every diamond I can lay my 
ands on. 





For your confidence, I would normally depend upon the reputation I have earned 
during thirty-eight years in the jewelry oon os However, the immediacy of 
my present problem is such that I am including in this advertisement certain — 
information for those who may be unacquainted with me: 


I am a Member of The Jewelers Board of Trade and of the Fifth Avenue Asso- 
ciation. Bank references furnished. 


If you can use my cash as much as I can use your surplus diamonds . . . send the ; 
diamonds by American Railway Express, insured. Include your asking price. ; 


Remember, because of my present shortage, the sooner I get your merchandise 
the higher my price will be. 


° Dept. J-K ° 264 Fifth Avenue, New York 1, N. Y. 





$382 
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WALT DISNEY CHARMS 
Oy Exclusive national distribution 
mi by Clyde A. Krasne 
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MINNIE MOUSE 
Sterl. Sil, $12.00 doz. 
J 10 Kt. Geld $90.00 dex. 
) i. MICKEY MOUSE 
\. ) 59 Sterl. Sil. $12.00 doz. < 
t) - PANCHITO 10 X!: Geld $90.00¢er. g 
a < Sterl. Sil. $12.00 doz. He 
\g DONALD DUCK 10 Kt. Geld $90.00 der. : 
t) > Sterl. Sil. $12.00 doz. 3 
() a 10 Kt. Gold $90.00 doz. v 
ily 3 é 
"7 3 
iQ) 2 
3 () c: 
a() 2 Sterl. Sil. $12.00 doz. 
0 s HUEY, LUEY, or DuEY '°**: Gold $90.00 doz. 
Ls % Sterl. Sil. $6.00 doz. 
hy : 10 Kt. Gold $36.00 doz. 
\) > Sterl. Sil. $12.00 dex. eat ta 
( “ JOE CARIOCA 10 Kt. Gold $90.00 doz. Productions 
a) Sterl. Sil. $12.00 doz. 
5 () 10 Kt. Gold $90.00 dor. 
a 
4 ORDER NOW! IMMEDIATE DELIVERY! 
' zZ 
aN | : Cash in on the hottest charm promotion to date. 
() . Designed and created in Hollywood and pre-sold 
Z () > y . to millions of movie-goers! In sterling silver or 10K. 
E() att gold! Plus beautiful four-color window and counter 
4 display card FREE! Advertising mats available on 
2() _ Do request. Don't delay, order now from the exclusive 
30 national distributor Clyde A. Krasne. 
a a 





Each charm 


individually carded CF 
as shown. : q CG 







Showrooms Le Exclusive 


San Francisco 8, Calif. 
7145S. Hill St. Los Angeles 14, Calif. 





1 YR Octorer, 1945 








CREATED in HOLLYWOOD 


© 


$72.00 per doz. 
DBE AAO aOR 


No. B-1005 


10 KT GOLD BRACELET 


; pee. 2 } vde \ Kra one national Bernas 
if 


DISNEY CHARMS 








out every evening, the floors are polished and waxed, as 
are the counter tops, and the windows frequently washed. 
The old fashioned jewelry store is a sad contrast to 
today’s modern, elaborately appointed and luxuriously 
furnished store of the present day. Neglect of these 
conveniences for customer comfort will convey the im- 
pression that the jeweler is either indifferent or negli- 
gent. Suggestions and ideas, when made in the right 
spirit are always welcomed by the modern jeweler since 
they indicate a willingness to take an interest in cus- 
tomer comfort. 

Now we come to that factor so often overlooked by 
some jewelers—that of COURTESY. Treat your cus- 
tomer with the courtesy that springs from genuine re- 
spect, but never confuse courtesy with undue familiarity. 
Think more of your customer’s ultimate satisfaction than 
you do of the cash value of the sale. Be as attentive to 
the purchaser of an inexpensive article just as you would 
one who buys an elaborate article. 


Try to understand his exact requirements and endeavor 
to give him just what he desires. You will increase 
your sales by making customers feel yours is the stcre 
where they are served pleasantly and better so that they 
will continue to buy from you as often as their needs or 
finances permit. The jeweler who has no time to treat 
his customers with the consideration he himself would 
demand will soon find he has more time than he knows 
how to use. 


THE VETERAN—AND YOU 


By an Ex-Service Man 


Ay how has been said and written to impress nel 
business men a sense of their obligation to pro- 
vide employment for the returned veteran, and about 
various methods of education and training to fit him for 
a civilian job. 

But there’s one angle—and a highly important one 
that has been pretty much neglected. That is the matter 
of the right personal and psychological attitude on the 
part of the employer toward the veteran tg help him in 
the mental re-adjustment that he must make ‘in the roe- 
ess of getting back to civilian life. A look at that ques. 
tion is urgently needed for the human factor often does 
more to determine success or failure than the technical 
training. 

What about these men who will be coming back to ys} 
Authors the nation over—many of whom knew little of 
what they were talking about—have painted the vet as 
everything from saint to sadist and sinner. For the most 
part, such writers have failed to paint him as he is—as 
a human being. He is, of course, a very special sort of 
human being however, and one it behooves us all to 
understand. Some 11 or 12 million of these indviduals 
are to be released from the various services, and you, Mr, 
Jeweler, are going to come in contact with them 
employers and in other business ways. 














metric dimension. $60.00. 


Assortment +102 AS—as above for American staffs. Two in each box. One gross $24.00. 


Assortment #103 J — as above for 
Jewels. One gross $27.00. 


Assortment +104A.S. J.—as above. 
staffs and jewels. $48.00. 


1 Doz. of a number, staffs, $3.00. 
1 Doz. of a number, stems, $2.00. 


Mainsprings 





lengths. 


Slide Rest $125.00. 
Slide Rest with lever feed attachment $140.00 


FEINSTEIN BROTHERS 


JOBBERS 


5 S. Wabash Avenue 


WATCHES, J. B. WATCH ATTACHMENTS, G. F. AND GOLD JEWELRY, DIAMONDS, LOOSE AND IN 
SETTINGS, TOOLS, FINDINGS, NOVELTY AND LEATHER GOODS 
ASK FOR OUR PRICE LIST 


Fem SPECIALS IN MATERIAL ano TOOLS 


Assortment +100 A—72 boxes in 15x8” tray that will fit any standard ber-ch 
™. drawer. Every box has pictures of Newall finger print system for Gruen, 
Bulova, Benrus, FF, As, Eta, etc. Two of each, staffs and stems. One gross each 
complete with interchangeable chart for over twelve hundred different sizes by 


for 
American. One gross assorted. 
All widths, strength and 
From Baguette to 
eighteen size. $30.00... 


American 





Combined 


Swiss and 





Lathe (Hard) with 10 chucks $145.00, 
Lathe (B) with 10 chucks $115.00. 


° Chicago 3 





——— 
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As licensed Custom House Brokers ° 


and Foreign Freight Forwarders we 
can serve you in a most efficient man- 
ner in attending to your United States 
Customs Clearances and Customs 


Matters. 


WW: have a trained personnel to 
attend to the intransit movements of 
shipments. Our service also includes 
personalized attendance -and super- 
vision at Philadelphia. This method 
guarantees prompt and-efficient aid 


in clearances upon its arrival in New 


York. 
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y To lmporters of 
=~ WATCHES - DIAMONDS 


and JEWELRY 


SHIPMENTS which arrive through 
the port of Miami from Central and 
South America, and other Latin Ameri- 
can Countries will be forwarded expe- 
ditiously through our Miami agents. 


Our Vice-President, Mr. John A. 
Barrie, has had wide experience in the 
Watch and Diamond Jewelry Industry, 
and was also associated with a number 
of the leading Custom House Brokers 
and Foreign Freight Forwarders in the 
Port of New York. He has aided im- 
porters on various questions insofar 
as Customs procedure and Customs 
Regulations were concerned. This ex- 
perience in conjunction with our knowl- 
edge of Customs Brokerage, Interna- 
tional Freight Forwarding, and Air 
Transportation will enable us to give 
you excellent service. 


nf 


We invite your inquiries on any of your Customs problems. 


Telephone: WHitehall 4-7695 


WATCH IMPORTERS CLEARANCE CORP. 


29 BROADWAY NEW YORK 6, N. Y. 


- cone 
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The Girl in the Ad on Page 296 


Meet the moonlight heroine of this month’s International Sterling 


ad-blonde, beautiful Arline Dahlman, of Larchmont. 


Arline’s a Conover model, and has been in the business for three 
years, since she was seventeen. She’s not married, not engaged, 
and says, “I don’t know whether I’m in love, but I’m 20, and 


that’s a susceptible age.” 


The “moonlight” in this picture, so becoming to her, was strictly 
an inside-the-studio job. A genuine architect worked out the steps 
so exactly they could be added to any house. A florist wheeled up 


the mobile bushes. 


The result: sheer summer-night romance, and another eye-and- 


heart-catching picture for International Sterling. 








RINGS FOR MEN 





This is one in a series of six 
new numbers made in 
10K and 14K gold. 

The price is beyond comparison. 
You cannot make a better buy, 
anywhere. 

JOBBERS ONLY 


Always Ready to Serve 


KEYSTONE 
Jewelry and Mfg. Co. 
101 Maiden Lane New York 7, N. Y. 


Designers Manufacturers 
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TAKES TIME TO MAKE CIVILIANS, TOO 


Disregarding the hogwash, let’s get down to cases 
it be understood right off the bat that war-time és : 
in the armed forces tends to effect changes on the 
sonality of the individual. When Joe and Tom nt 
were inducted, it took several months to make soldiers 
sailors, and marines out of them. Upon their release 
from the services, it will likewise take time to make 
civilians of them again. These men have been stee 
in army and navy ways. They won't lose those wa 
overnight. You, as an employer of the veteran, should 
recognize and understand what some of these things are, 

1. On discharge and release into the world, the vetey. 
an often misses his outfit. Things seem strange to }j 
and often he won't fit in. This is particularly true i; 
the business situation. As a consequence, in aiding the 
veteran to readjust himself, the best thing to do jg to 
give him a sense of “belongingness.” Do all in your 
power to make him feel a part of the organization, }, 
has, in the service, developed a feeling for the gtoup, 
The sooner you can get him to transfer this group feel. 
ing to your store organization, the better off both you 
and he will be. 


SATISFACTION IN JOB BEST REMEDY 


2. As a result of military experiences, many vets yil] 
come home with minor personality maladjustmenty, 
(This is to be expected of men who have rubbed elbows 
so frequently with death and terror.) Often these indi. 
viduals are subject to moods of depression, emotions] 
outbursts, etc. Some of the more extreme cases may take 
to drink. One of the best “cures” for maladjustments 
of this kind is work at a job which brings with it the 
maximum of satisfaction. Proper job placement, anda 
little encouragement here and there will do wonders 
toward rehabilitation. Training in some specific line of 
work that interests the veteran is another aid to read- 





RECOGNIZE THE VETERAN 








Do You 


S20 Recognize This 


Emblem Of Distinction? 


Since the beginning of the war 
more than 7300,000 officers and 
enlisted men have earned the 


right to wear this lapel emblem, We Are Happy 


the insignia of an 


HONORABLY DISCHARGED te dedicate this space to our 
MEMBER OF OUR honored retunning veterans. 
ARMED FORCES 


and thousands more will be in 1 * 
evidence each month. As good 
Americans we should study it 
eee recognize it and respect it. * 
THEY'VE EARNED IT! 
These emblems are not for sale 
They are government issue only 282 west ORroOAOwAS 


The small gold button worn in the lapel of honorably discharged 

veterans of World War Il, is recognized by too few for what it 

stands for. T. Miller, jeweler, of Muskogee, Okla., decided to do 

something to further this recognition, which is their due, and 
little ad run in the local paper was the result. 
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i +. Watch the vet. If he appears moody, or out 
J rts, take him aside and find out if he is happy in 
venred If not, see if some more satisfactory adjust- 
- t cannot be made. 

3, Among some of the younger men, the jeweler may 


culiar tendency toward being both adult and 
adolescent at the same time. Military life tends to 
nature the individual extremely rapidly in some ways 
and leaves certain other sides of the personality unde- 
eloped. The cure for this condition, of course, is sim- 
ply 8 combination of quiet understanding and biding of 
time. In the majority of instances, experience in the 
ore will quickly round out the personality. 

4, Taking a job in a jewelry store, the average vet- 
eran will be terribly anxious to succeed. For months 


notice @ Pe 


ghen he could take hold of a civilian job and start mak- 
‘eg name for himself. Watch for this attitude. A 
tind word placed here and there will mean much to one 
gho wants terribly to make good! 

What about the intensive training the military man 
iss had? Has it helped him to be a better jewelry store 
employee? As a matter of fact, much military training 
yill be utterly worthless in civilian occupation. The 
wry things which saved a soldier’s life overseas are for 
the most part quite useless on Main Street. Granted, a 
few returnees (few, that is, by comparison) will be able 
to utilize the skills they acquired in the service. This is 
particularly true of those who held down administrative 
or clerical positions in the service. The skills of the 


wd years he has been literally dreaming of the time. 


infantryman, ‘the artilleryman, and most of the others, 
however, go begging in civil life. 

BUT .. . military life does fix some added attractions 
to the individual—attractions which the jeweler or other 
merchant utilize. In the first place the army throws 
lots of people of various sorts together, and says, “Get 
along or else!” As a result, men in the service learn to 
get along with all sorts of people. They learn to be 
tolerant of the wishes of others. They do, in short, tend 
to develop a “you” attitude. 

In addition, military life develops in a man a sense 
of pride of outfit. This attitude, transferred to civilian 
business, can be properly turned to great advantage. 
Finally, the military teaches on the value of cooperation 
—the ability to work together. Perhaps no where else 
are individuals so*inclined to work as a team as in the 
service. Once again, we have an attitude which can be 
turned to good use when the veteran steps into the 
jewelry organization. 

Let us repeat: 

For the most part, the veteran returning to business 
life will need to pass through a short period of readjust- 
ment. This period will vary in length with the indi- 
vidual case, but some time will be required for readjust- 
ment by all veterans. In general, the readjustment will 
be short for those who either return to their old jobs, or 
immediately come to like new jobs and employers. 

Although most military training as such is worth- 
less to the business world, added attractions gained from 
military life often add to the value of the vet. 
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7. CAINE PRESENTS 
ee SUPERB STERLING SILVER JEWELRY SETS 
) (GO LD PLATED ) fe a & 


DOUBLET 
SUNBURST BROOCH 


Expert craftsmanship in a classic. 4 
motif set with 99 imported sf 
rhinestones: Earrings to match. ¥ 


TULIP SPRAY PIN’ = QJ. 


_ Splendor and grace in an original 
design. Earrings to match. 


CAINE NOVELTY COMPANY 


55 West 42nd Street, New York 18, N.Y. 






















PEnnsvlvania 6-0130 
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Two lovely patterns ...both historically correct 


. » « authentic in detail— superb in execution 


FRANK W. SMITH, INC. GARDNER, MASS. 
SILVERSMITHS FOR OVER HALF A CENTURY 


EDWARD FIDDLE 
Vil THREAD {| 





J 








Retail 
$950 
NO TAX 


(Dealer's Cost Less 40%) 
ONLY “WINDY” HAS ALL THESE FEATURES 


lst—Both outer and inner cases are made entirely 
of aluminum. 





Black Crackle 
Finish ... Actual 
Size 11.” x 21/,” 


2nd—Special asbestos Wick practically eliminates 
necessity of ever changing wick. 


3rd—The new design of the wind shield makes the 
Wind-Master the all-weather lighter. 


4th—A spark wheel that has had years of manufac- 
turing experience behind it. 


5th—So light and perfectly designed that it is a real 
pleasure to carry in your pocket. 


Geo. Phillips & Co. 


SCRANTON 3, PA. 
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Throughout the readjustment period, the ps 
serious veteran will be terribly anxious to make 
in his civilian job. Properly placed praise 
employer will work wonders with him. 

Such is the veteran of today ... and tomorroy. 0 
he will need help in readjusting to business, 
employer or manager can best help him by 
understanding him and acting accordingly, and YOu cap 
best understand him, by not thinking of him ag sain 
lamb, wife beater or baby biter but as a human being, 


from his 


You as his 
thoroughly 





JC-K SALESMAN'S SON HITS NAZI JACKPOT 


Pfc. Edmands P. Lingham, Jr., son of E, P, Linghan 
who is New England sales representative for J REWER 
CircuLar-KEysTONE, was an automatic rifleman attached 
to the 339th “Polar Bear” Regiment of the 85th “Cu 
ter” Division in Italy during the war. One day ong 
routine checkup of their regiment’s zone of occupation 
near the Austro-Italian border at the Brenner Pass, 


PFC. EDMANDS 
P. LINGHAM 





Lingham and several other GIs found a nondescript 
mountainside cave which they entered, looking for hidden 
German ammunition. Inside they found their way barred 
by a large steel door similar to those on bank vaults. 

Unable to get it open they enlisted the aid of an Ital 
ian locksmith and after several hours were able to swing 
back the heavy door. They found a room containing 
61,000 pounds of gold bars and a strongbox full of Ital 
ian crown jewels. Value of the cache was estimated at 
93 million dollars. It was a case of “look but dont 
touch” for the GIs, though; about the only thing they 
got out of the find was the job of guarding it until the 
cache could be moved. 


—— ee 


SYSTEM ASSURES WATCH PURCHASE SATISFACTION 


For years the San Francisco stores of Granat Brothers, 
jewelers, had been receiving the usual number of com 
plaints from customers who had purchased watches from 
them, and had decided that despite all the care which 
had been taken by the company in regulating the time 
pieces, these adjustments invariably were off-set by the 
particular habits of the purchasers. The company, being 
alert to the need of keeping its customers satisfied, was 
disturbed that the complaints were so numerous. Even 
more disturbing than the many complaints, however, Was 
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ht that for every person who came back to the 
7 PT ccice bie dissatisfaction, there were probably 
seed thers who merely discontinued trading there any 


oO 
chet giving the firm any chance to make 
more, 


nds. 
" was about five years ago that the Granat Brothers 


decided to start an active campaign to counteract this 

ce of dissatisfaction, according to G. J. Christensen, 
oe nnel and public relations manager for the company. 
Tes realized that nothing could be done to prevent 
watches from getting out of regulation once they were 
yorn, but that much might be done to convert this mal- 
adjustment into an asset instead of a liability for the 


company. 


REGISTERS EACH WATCH SOLD 


To meet this challenge the company decided to regis- 
ter each watch that it sold and to keep a record of its 
number, case number and the name of the purchaser. 
About ten days after the sale, the company now sends 
aletter to the buyer inviting him to bring the watch back 
for additional adjustments to meet the demands of the 
particular type of usage it is encountering. The letter 
fully explains that no matter how carefully a watch 
may be regulated before it is sold, its functioning is 
hound to vary according to the position in which it is 
carried by the wearer, the amount of activity of the 
owner and many other factors. 

Also enclosed in the letter is a handsome certificate of 
purchase (not a guarantee of the watch), on which is 
inscribed all pertinent information about the instrument 
that might be of value in its subsequent identification, 
regulation or repair. 


SUCCEEDS BEYOND EXPECTATIONS 


Mr. Christensen reports that since this policy has been 
in operation it has succeeded far beyond any expecta- 
tions. Not only has the number of criticisms against the 
company decreased, but this procedure has become a 
very positive factor in building good will among the 
customers. People are appreciative of the fact that the 
frm is sufficiently interested in their satisfaction as to 
invite them to bring in their watches for further regula- 
tin. They hasten to avail themselves of the service 
which is made available at no extra charge. Mr. Chris- 
tensen believes that a very large proportion of the 
patrons who buy their watches at Granat Brothers bring 
them back for extra regulation and remain contented 
customers. Many who live great distances from San 
Francisco even send in their watches through the mail 
lohave them adjusted. Although this policy was started 
before the war, Mr. Christensen reports that it has been 
especially helpful during that period. While it has 
never been the custom of Granat Brothers to sell inferior 
war-time watches, he admits that a few “lemons” have, 
of course, gotten by. Here, however, the policy of check- 
ing up on the performance of the watch has enabled the 
tompany to detect the error and to make prompt amends 
to the purchasers. 


For Octoper, 1945 
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PENCIL ADVERTISING 
IS SEEN BY 


ae 
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THE GRIP-TITE TIP 
SELLS ’EM! 





our ads in leading national weeklies know 
about the famous “‘Autopoint” Grip-Tite 
Tip that holds leads firmly down to the last 
Mth inch. They know it will never let 
leads wobble, turn or fall out. And they 
know the utter simplicity of the foolproof 
“Autopoint” mechanism. Those readers are 
eager to get ““Autopoint” pencils—so eager 
that every mail brings us many letters 
asking “how soon and where can I get an 
‘Autopoint’ pencil?” 

We are still engaged in war work, but 
every day is bringing us nearer to victory 
and an ample supply of “Autopoint”’ pen- 
cils. Plan now to be the first to display 
these eagerly sought pencils—the first to 
reap pent-up profits. 


Cutspoint Quality Leads 


For noticeably SMOOTH easy writing use 
Autopoint Leads. Available in “‘Real Thin,”’ 
Standard and Thick sizes, in different 
degrees of hardness; 
also in colored, copy- 
ing and indelible. 


BUY AND SAVE 
WAR BONDS 
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BETTER PENCILS 
AUTOPOINT COMPANY, 1801 FOSTER AVE., CHICAGO 40, ILL. 
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Popular Selling 
FRIENDSHIP RINGS 





STERLING SILVER. Twelve designs, as above. Hand made, 
seamless construction, expertly de- $ PER 
tailed, hand chased. All sizes. Order 81 GROSS 
by style No. or Asst. 3700. 

NOT ILLUSTRATED 


1/20 10K GOLD FILLED 10 KARAT GOLD 
6 designs, expertly detailed, hand 12 styles, fine modern de- 


sign, expert craftsmanship. 
chased. All Sizes. Asst. No. 5700. All mma Asst. No. 7500 - 


$15 doz. $33 doz. 


JAY KEL eters’ 














307 Fifth Ave., N. Y. 16 
FOR HONEST RETURNS 


Chicago: 36 So. State St. 
IN 


SWEEPS 
FILINGS 
SCRAP | 


GOLD 
JOSEPH B. COOPER & SON 





OFFICE: 
26 JOHN STREET, 
NEW YORK CITY 


FACTORY: 
BROOKLYN, N. Y. 





PLATINUM | 
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TO PUT MORE "SELL" IN DISPLAY WINDOWs 


by EUGENE LOTT, Manager 
A. Graves & Steuer Jewelry Co., Memphis, Tenn, 


A great many of our customers tell us that they came 
in to buy jewelry because they make a habit of look; 
into our windows whenever they are in the neighborhood, 
Windows are the most important asset a jewelry stor. 
has outside of its reputation, but are mistreated uninten. 
tionally by many jewelers who go about the task of trim. 
ming them in the wrong way. 

My belief is that simplicity and full attention to the 
merchandise itself is the only logical way to put “sel}j 
appeal” into displays. Like other jewelers, we haye 
made the mistake of cramming our windows too full to 
tell the public that we have as much merchandise in ag 
desirable brands as the other fellow down the street 
have used too ornate trims, etc. However, by watching 
the results, talking to our customers and standing off and 
looking at displays from the stranger’s standpoint, we 
have revised our original opinion altogether. 


We added a new front to the store in 1939, which is 
a combination of plain marble with copper trim around 
two large windows which occupy ten feet on either side 
with a small front expanse. We lined the windows with 
deep walnut, with a plain stained walnut floor, and left 
out any ornamentation except for the natural richness of 
the wood, which spells ‘‘quality” to many people who 
associate it with banks, drawing rooms, studies, etc. Our 
windows are remarkable for austerity and the lack of 
distraction, which was the effect in mind. In both we 
trim with a minimum of display material, and a minimum 
of merchandise. No advertising matter or brand displays 
go into any display—such as clocks, plaques, novelty 
action props, etc. Instead, we let our merchandise “sell 
on its own merits” which after all is the only way to 
please a customer. We lay out the window floor with 
a single drape of satin material, which is built up at 
intervals on small cardboard boxes under its folds— 
nevermore than six inches high. This leaves much of 
the upper window “inactive”; but that’s what we strive 
for. In laying out merchandise, we space all small items 
out well, never less than five inches apart, and use fewer 
larger pieces than is average. Four or five wrist watches, 
neatly separated so that any one does not detract from 
the appearance of the next, will always do a better job 
of bringing in customers than a mass display of 50 
watches in the same space. 


We do believe in prices in the window. Consequently 
we use tiny metal price tags, which are simply sterling 
brackets into which small metal letters or numbers can 
be slipped. These are not readily apparent from any 
distance away, but can be quickly noted when the visitor 
is close to the window face. We price every item in 
this way, with the theory that if price and merchandise 
are both appealing, the prospective buyer will come in; 
if he likes the merchandise but has to be informed of 4 
price inside which he doesn’t like, we have wasted his 
time and ours, I believe that any visitor to our window 


can digest its éntire message in a matter of one minute 
or so, and that he will carry away a better impression. 
Jewelry store windows are a pleasant diversion for many” 


people who have minutes to kill in the downtown dis- 


THe JEWELERS’ CrIRCULAR-KEYSTONE 











iets, and they should be trimmed for entertaining the 
jin by desire for ownership. 

We feel that too many jewelry windows are “over- 
” chiefly because the jeweler is anxious to let the 


ys know the extent of his stocks and impress them 
“on the wide range of merchandise. The public will 


w tired of mass displays too soon, and mentally put 
the store in the category of a variety store or chain 
drugstore with similarly crowded windows. It pays to 
keep them simple for the focusing of attention on each 
item separately. Over a period of two years, we have 
found that 90 per cent of the customers who stop and 
come into the store after lounging in front of the win- 
dows ask for a specific item at a specific price. 

We switch windows regularly through the year, show- 
ing watches, sterling, hollowware, rings, bracelets, lock- 
ets, customer-jewelry special design, costume jewelry 
and all merchandise. Seven days is the absolute limit 
for the tenancy of one display—the same people pass 
our store every day, and they will not look twice at the 
same display. We show watches forty weeks of the 
year in one window since we specialize in fine watches, 
but rotate all other merchandise regularly. 

Another benefit we think accrues from simplicity is 
that we spend less time in making up displays. We need 
oly one drape, boxes which can be used again and again 
without taking them out of the window, and a small 
amount of merchandise to completely change the idea 
of a window. It means more time for all of us, and a 
better business as well. 


SPEEDING UP THE TURNOVER 
by J. E. BULLARD 


For years the retail jeweler has been told of the im- 
portance of speeding up his turnover. It has been 
pointed out that if he invests in stock which he keeps 
in the store for two years then the interest alone at six 
per cent will total $12 for each $100 invested in such 
stock. In addition there is the rental value of the space 
taken up and the cost of the labor required to care for 
it, insurance, taxes and other cost items. When these are 
all totaled and added to the first cost, it may not be pos- 
sible to sell those items at a price which will cover the 
sum of all the costs. 

It has been explained that when his rate of turnover 
is slower than that of some of his competitors it becomes 
difficult, if not impossible, to meet the competition. Chain 
stores and department stores, therefore, take business 
away from him. because, due to their higher rate of 
turnover, they can sell at a lower margin and he is not 
able to meet their prices and still make any profit at all. 

Not so much has been said on the subject of the real 
function of the independent retail jeweler. People go 
to certain stores because of price appeal. They patron- 
ize others because of the service rendered. The retail 
jeweler, whether consciously or unconsciously, is con- 
sidered a purchasing agent for the people of his com- 
munity. He is expected to have in stock what the people 
want, when they want it. He has to anticipate their 
desires and be in a position to satisfy those desires when 





—_ 













45, ADMARK 











THE MARK OF QUALIT 
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714 SANSOM ST., PHILADELPHIA 6, PAA—CHICAGO OFFICE: Harry Sherrill, 10 So. Wabash Ave. 
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Since 1926 


DIAL REFINISHING 





CRYSTAL FITTING 


trom coast to coast 

AN OFFICE TO SERVE YOU 

IT WILL BE A PLEASURE 

TO GIVE OUR CUSTOMERS 
once again 


Service, they can count on 
Quality, we are proud of 


Good news has come that some of our best 
men, now in service, will be back with us 
soon. They are eager to give you their best 
efforts in Peace just as they did in War. 





KIRK-RICH DIAL CORP. 


LOS ANGELES 
SAN FRANCISCO 
DALLAS 


CHICAGO 
oe ee i 
PITTSBURGH 











Right in Your A 
Own Store! //mam 
‘ ee oy” 





WRITE FOR DETAILS 


KINGSLEY Gold Stamping Machine Co. 2, caii- 
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they materialize. If he goes too far in his attempt " 






speed up his rate of turnover he will fail to serye this ap] 
function. the 

There are two classes of retailers. There is what ¢ en! 
be called the non-service, selling on price appeal ae | 
specializing on the fastest moving merchandise, |p re sit 
class fall most of the mass retailers such as chain — wi 
and at least some department stores. The other ie Wi 
is composed of retailers who render service, who pr sh 
tion as purchasing agents for the public. Such Stores tT 
serve an extremely important purpose. If there were 30 
no such retailers and no wholesalers, if all people hag ” 
to buy directly from the manufacturer by mail, there o 


just would not be time enough for most people to buy 
as much as they do now. There would be too many qu 
manufacturers and too many products they would haye be 
to learn about. Therefore, people have come to depeng " 
upon the retailer, to rely upon his judgment and tp A 
expect him to stock those things which will give them the a 
greatest satisfaction. - 

Mass retailers have never been able to do this ag wel] 
as the small independent retailer has. This holds try t 
in every line of retailing and explains why the tot, 
national sales of mass retailers never have reached half 
of total national retail sales. 

A retail grocer stated that he did more business ang 
made more money after a chain grocery store opened 
next door than he ever had before. There were a lot of 
things the people wanted, he explained, the chain stor 
did not sell. So, he featured those things and sold then 
to the people the chain store brought to him. 

The first object of the service retailer, therefore, the 
experience of the most successful business men in that 
class pretty well demonstrates, is to make certain all tit 
service desired is being rendered. One day a buyer iff 
large department store said, “don’t quote me, don’t me 
tion my name, but the fact is that our keenest compe 
tors are the little stores along this street. They 
about as cheap as we do and they render services whi 
we cannot approach.” Letting down of service is 
certain to prove disastrous. Many a prosperous § 
has lost out when the ownership or management chat 
and the new men in their efforts to meet price comp 
tion failed to render the*service which made the 
prosperous in the first place. : 

Thus far, this writer has been unable to find a et 
store which is a hundred years old or is approaching t 
age, which has not been known throughout its history ft 
the fine service which it renders. Not all of these, 
any means, sell at as low prices as some of their presell 
competitors. Not all of them enjoy the rate of turnovet 
which is highly desirable but all of them are dependable, 
people rely upon them, they render, as a rule, better 
service than any other stores in the cities and smaller} 
communities in which they are located. 100 

There are two ways, then, by which the retail jeweler 
may increase his annual net profits. One is by render 
ing all the service which his customers expect. The 
other is to increase his rate of turnover as much # 
possible. To-render all the service expected of him, 
however, he cannot confine his stock to fast moving items. 
He has to carry some things which move slowly. This 
fact makes it necessary to study the rate at which it 
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rs possible to turn the different items. Obviously 


a t be a standard rate which applies to the 


there cann© 


entire stock. 
Various methods have been employed to meet this 


situation. One is to determine in advance how long it 

will pay to keep different items before they are sold. 

When goods are priced the date beyond which the item 
should not be in the store is written on the price tag. 
this may be in code, if desired. Anything which is not 
sold on the expiration date is offered at a lower price 
and if a low price will not move it, then it may be given 
to some local institution which can use it. 

Those who have adopted this plan admit that it re- 
quired a good deal of courage to carry it out in the 
beginning but that it did mean a higher rate of turn- 
over and more profit in the end. For one thing it resulted 
in much more careful buying. All the stock was watched 
and studied to a degree it never had been before. In 
gome cases perpetual inventories began to be used where 
they never were before. These records helped in buying 
the right kind of goods in the right quantities. As a 
natter of fact they might show it was better to buy half 
or even less than half of the quantities of some items 
than had been bought in the past. 

The highest rates of turnovers appear to require accu- 
rate records which enable the buyer to know at what 
rates each item bought is selling. Unless there is such 
a record it is difficult if not impossible to buy in the 
right quantities and perhaps at the right times. One 


man who had succeeded in reaching an exceptionally 
high turnover rate while at the same time keeping his 


stock complete, said he kept a stock record himself be- 
cause he had to study it anyhow and doing the work of 
keeping it fixed a lot of facts in his mind which he might 
not notice otherwise. He had simplified the record sys- 
tem to as great a degree as he thought possible and this 
had in turn reduced the time and labor needed to keep 
the record. 

In lieu of a perpetual inventory frequent physical in- 
ventories may be made but these are likely to take too 
much time and cost too much money to make them prac- 
tical for turnover purposes. Where a perpetual inven- 
tory is kept on cards it has been found a decided advan- 
tage to check the cards often. In some instances a given 
number of cards is checked every day. The number is 
large enough so that within a month or two the entire 
set of inventory cards is checked. 

This practice catches any errors which may be made 
in the record and usually soon enough so they do not 
result in over or under buying. They tend to make the 
records more accurate both because they are checked 
frequently and because, due to the constant checking, 
greater care is exercised to avoid mistakes. If there is 
no checking between annual inventories it is surprising 
how careless everybody seems to get. If there is con- 
stant checking everybody seems to be much more careful. 

Inventory records which, when they were checked but 
once a year when the annual inventory was taken, showed 
errors on practically every card have been improved to 
such a degree when there was daily checking that very 
few errors developed when checked with the annual in- 


ventory figures. It, also, is a lot easier to correct a 
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based on efficiency, thoroughness, speed and integrity. 
—large and small—stay with us. . 


When repairs "get you down" — Try ALMA! 


ALMA SERVICE COMPAN 


Means the Dawn of a New Way 
to keep your customers “Repair Happy’ 


THIS ad—the first by ALMA SERVICE Company—is designed 
to acquaint jewelers everywhere with our unusual repair service. We 
can repair anything a jeweler sells—(see the list). Our service is 


. repairs are done in turn, there’s 
no partiality. That’s the fairest way. Our prices leave plenty of » 
tom for plenty of profits for you. € 





REPAIR 
SERVICES 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 
Recasing & Dialing 
Precious 
Semi-Precious and 
Birthstones 
Jewelry Special 
anu Work 


Enameling 
Engraving 
Plating 
Gold . . . All Colors 
Silver. ladium 
Our customers Chromium—Nickel 
Holloware and 
Flatware 
Optical Repairing 
Silverware Refinished 
Pens and Pencils 


Electrical Appliances 
Radios 


Luggage 
Cameras 
Etc., Etc. 


y 


WHOLESALE REPAIRERS * RESIDENT BUYERS »* MANUFACTURERS DISTRIBUTORS 


lt Bowery * New York 13, N. Y. © WAlker 5-5512 
FOR OcToBerR, 1945 





YOUR ALMA SERVICE MAN 
































































few errors at a time than a great many 
tory time. 





ape Yt ; y, at annual j 
It's SO EASY to write with a C> —_ 
For turnover purposes, the record does not h 


— S O E A S  f 5 i O s E 4 L so complete as some card records are. In ae 


some items a sheet of paper ruled with horizontal 
vertical lines with the days of the month Written at 
ra top and the names of the items on the horizonta} line 
will serve. The number of each item is shown jp 
first column. From then on, under the days the numbe 
sold of any item is entered. If there is none sold on y 


given day, there is no entry. All the writing which has 
to be done is to write the number sold. When new stock 
comes in this is entered under the proper day. This ‘a 
be done in a different color from that 

SK Your Wholesaler for the ctor From Chet went ee 


> ; : other way is to have two horizontal lines for each ; 
fast moving Conklin GLIDER with | (pe is for purchases and the other for sales, EB 
famous 14K Gold Cushon Point. 


One advantage of such a record as this, in addition 

COMING...a complete mew line of | to the time saved, is that it serves as a sort of chart, 4 
Conklin Fountain Pens and Mechanical | glance shows what items are in most demand and why 
Pencils. Be sure to keep in touch with | are in less demand. Such a sheet can cover a month » 


your Wholesaler. longer, as desired. 
Still another way to keep what may be called a tun. 
* over inventory is to use a pin or mechanical chart, 4) 


the end of a period, the chart is photographed and a ney 


ThePen ThatEndures | record started. The photograph serves as a permanen 
record. 


Sold only throu £ h There are other ways, of course, « turnover record cy 


be kept. The retail jeweler, therefore, is in a positin 
Rec O gn 1ze d \W/ holesalers to choose the method which best fits his requirement, 

The object of the record is to serve in helping to dete. 
mine just how many of each item should be ordered anj 
when. Without some such guide it is rather difficult 
reach the utmost in the rate of turnover. 











WHEN YOU BUY 
RE-EMPLOYING THE VETERAN 


N ( by JOHN W. DARR 
° President, Institute of Public Relations 


Veterans’ employment rights constitute a major i» 


CERTIFIED ‘ 11: 
in occordence dustrial relations problem, now that millions of men ar 
Piss. about to be released from the armed forces. Frequent 
inate ee litigation with returned veterans and strife with labr 
ur-O-Lier Manufacturers 
GET THE BEST! unions may result, if this problem is handled carelessly 


- ELECTRICAL TESTING : 
or ineptly. 


LABORATORIES, INC 
persion | The employment of veterans is equally a public rede 
tions problem. An employer who is slow or reluctant 

to grant veterans the employment rights to which the 


feel they are entitled is antagonizing a very large an 








look for the label very influential sector of the population that has a strong 
R feeling of group solidarity. 

- LE u = . & . L i E The re-employment demands of veterans are of tw 
... tops in fluorescent lighting fixtures because they're kinds. First, there is the right to regain a job thats 
built to definite specifications; checked and Certified veteran held before induction. Secondly, there is th 
by Electrical Testing Laboratories, Inc. Made by more claim to preference in securing a new job, where a ve 


than 30 leading fixture makers. Get the best—specify 
Fleur-O-Lier. 





eran does not return to an old job or was not employed 
before induction. 


oe) Se eee | RE EMPLOYMENT RIGHTS 


CERTIFIED FIXTURES FOR FLUORESCENT LIGHTING The right to regain and retain a job held before indut 
2116 Keith Building, Cleveland 15, Ohio tion is specified in Section 8 (b) of the Selective Trait 
ing and Service Act of 1940, which reads: 
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B. F. HIRSCH, inc. 





ber 

ba " 

. is pleased to announce 

an 

: . . . that the war-plant which it built for the exclusive manufacture of super- 
charger blades and critical radar and aeroplane parts used by the following 

" manufacturers: 

A 

; Bell Telephone Laboratories Liberty Aircraft Products Corp. 
Bendix Aviation Corp. Pratt & Whitney Aircraft 

: Colts Patent Firearms Mfg. Co. Radio Corp. of America 

' Curtis-Wright Cc “- Aviat} 

| urtis-VV¥ right Corp. Republic Aviation Corp. 

’ E. 1. DuPont de Nemours & Co. a ee 


Delco Products, 
) Div. General Motors Corp. 
General Electric Corp. 


Goodyear Aircraft Corp. heagonens Electric wien 
Grumman Aircraft Engineering Westinghouse Electric & Mfg. Co. 


Co. Wright Aeronautical Corp. 
Libby-Owens-Ford Glass Co. Worthington Pump & Mchry. Co. 


Sperry Gyroscope Co. 
Teletype Corp. 


and which played such an important part in the winning of the EUROPEAN 
and JAPANESE WARS has been sold to the Solar Precision Castings, Inc. 


We believe we did the biggest precision casting job of any jewelry concern 
in the country and we are grateful for the opportunity to have contributed our 
helpful share during the emergency. 


Now, with peace declared, we are again directing all of our energies to the 
manufacture of 


WEDDING RINGS 


Diamond Rings and Mountings 


Distributed through Your Wholesaler 


B. F. HIRSCH, inc. 


304 East 45th Street, New York City 17, N. Y. 
29 East Madison Street, Chicago 2, Illinois 
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A new edition... 
free on request 


\\ aichimabe rs 


HANH HOOK 





A valuable $2-page reference book and 
working guide for American watchmakers. 
Completely revised. Contains a wealth of in- 
formation on timing and timing devices, in- 
cluding detailed diagrams of watch parts and 
movements. Also charts, tables and many other 
helpful facts. A constantly useful aid in the 
repair and adjustment of fine watches. 


WRITE TODAY for your copy of the new ‘'Watchmaker's Handbook,"’ 
addressing Waltham Watch Company, Dept. J, Waltham, Massachusetts. 
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M... of smocth. glazed-finish white Kromekots 
; 1 re to n 


these superior cotton-filled boxe 


(Tobe d belo t-Pmmere) seb oloient- emma te! 


/P. PUCHKO 


Packaging Specialists 
220 KOSCIUSKO ST. - B’KLYN. 16, N.Y. - NE 8-8100 
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In the case of any such person who, in order to 
form such training and service, has left or leaves ce 
tion, other than a temporary position, in the emplo 
any employer and who (1) receives such *certitag, 
(2) is still qualified to perform the duties of suc}, a 
tion, and (3) makes application for re-employment with 
forty days after he is relieved from such training ang 
service— 

(A) if such position was in the employ of the Uniteg 
States. Government, its Territories or possessions, op the 
District of Columbia, such person shall be restored to 
such position or to a position of like seniority, status, ang 
pays 

(B) if such position was in the employ of a privat, 
employer, such employer shall restore such person to 
such position or to a position of like seniority, staty, 
and pay unless the employer’s circumstances have a 
changed as to make it impossible or unreasonable to dp 
$0; 

(C) if such position was in the employ of any State 
or political subdivision thereof, it is hereby declared ty 
be the sense of the Congress that such person should by 
restored to such position or to a position of like seniority, 
status, and pay. — 





* Of honorable discharge from the armed forces. 
(Please turn to page 363) 
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VICTORY LOAN SYMBOL FOR JEWELRY TRADE 





The above symbol has been especially designed for 
the jewelry trade for use in trade promotion in advertir 
ing, window displays, and on correspondence, during the 
Victory Loan Drive, October 29 through December 6 
Thirteen additional symbols have been designed for eath 
of the other trades which have been organized for this 





SS 8S 








bond drive. 

Emblems will be available at newspapers in mat fom 
for use as drop-ins in advertising, in two sizes: 2% 
inches deep by 2 inches wide, and 1% inches deep ly 
1 inch wide.. 

This Victory Loan Drive is the eighth and final cal 
paign to help pay the cost of the war and the jewelty 
trade is looked to for a repeat performance of their fitt 
efforts of the past in helping to put it across. 
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Orders are now being accepted for early 1946 delivery 
on this outstanding Crystal and Silver line of Maestro 
jnd-crafted art glassware. Take advantage of this 
opportunity to be among the first to receive new 
socks for spring promotions. Maestro — in sophis- 
cated Crystal and Silver — is distinctively differ- 








pAESTRO HAND-CRAFTED GLASSWARE IN 


; FOR EARLY 1946 DELIVERY... 


ent... eye-catching and appealing . . . smart in its 
decorative charm. You will welcome its return; will 
find it as popular, profitable, and fast-selling as 
before. Numbers include dinner plates, salad plates, 
cake plates, divided relish dishes, roll trays, celery 
and pickle trays, etc. Let us give you complete details . . 





Gonluny Melaleraft Conponalion 4440 NORTH CLARK ST., CHICAGO 40 


Ralph P. Higgi Newland, Schneeloch & Piek, | Clay Folsom R. F. McDowell Bert Scouler 
1888 mene flor —~y wo" 301 N. macht St., Dallas, Tex. 403 Merch. Mart Bldg., Los Angeles 14 = Terminal Sales Bidg., Seattle 1 


Merchandise Mart, Chicago 54 1107 Broadway, New York 10 


Por OcToper, 1945 
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New Giftwares 


BES 


een: 


Here are vanity table sets in crystal glass and mirror, sold 
individually boxed as gifts. The 15" easel mirror costs $3.75: 
16" perfume tray, $3; miniature frame, $1.50; 8" by 10" : 
$2.50. From Florence Louise Kay, 225 Fifth Avenue, New York, 


6 BEET: 


Made of Lucite etched 
with a tulip design, the 
raised center decoration 
plated with sterling silver 
by a new method, this 
Cleartex set may be re 
tailed for about $27.50, 
The brush has white Ny. 
lon bristles. Just intro. 
iid duced by the Metaltex | 

This richly curved design (No. 2594) in aillie TASS. — ee Se My 

pressed crystal glass appears in only a 4 oe 

small group of pieces, including this 3- 

light candlestick; a single stick, and an 

oval bowl with handles. Manufactured by 

the Fostoria Glass Co., Moundsville, W. Va. 








“Kissing” book-ends made of 
terra cotta composition in 
ivory with the children's fig- 
ures in colors; 9!/2" in height 
and highly glazed. These 
amusing figures are No. 
4£44-Y, and they whole- 
sale at $36 a dozen pairs. 
From the Leo Kaul Import- 
ing Agency, Inc., 115 South 
Market Street, Chicago, Ill. 


A good accessory for the jeweler's photo 
department is this combination Hollywood 
Viewer and slide case in plastic. It re 
tails at $5.50. From Craftsmen's Guild, 
6916 Romaine Street, Hollywood 36, Calif. 


Made of clear and black Lucite is this 
new humidor and cigarette box set, priced 
at $25, Keystone; in all-black Lucite, $75. 
The set has just been introduced by Delde 
Displays, 527 West 7th St., Los Angeles 14. 
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OWNERS OF FAMOUS GEMS HAVE OFTEN HAD THEM 
OUPLICATED IN GLASS FOR WEARING IN PUBLIC. 
NO OTHER MATERIAL SO FAITHFULLY REPRODUCES 
THE SPARKLING BEAUTY OF PRECIOUS JEWELS, AND 
THAT IS WHY TABLE GLASSWARE BY TIFFIN IS 
CONSIDERED FIRST BY THOSE WHO SEEK HOME 
POSSESSIONS THAT ARE CHERISHED FOR FLAW- 
Less BEAUTY. TIFFIN SPARKLES LIKE A PRECIOUS 
GEM. 

ASK TO SEE TIFFIN GLASSWARE AT 


YOUR FAVORITE STORE. 


¥ 





united states glass company, tiffin, ohio... _—_.; 


For OcToBer, 1945 





as seen regularly 
in 

House Beautiful 
and 

House & Garden 
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New Giftwares 


Decorated with authentic Chinese designs, these # a 
equipped with felt feet, for use as hot-plate 
may be set in wooden holders, as shown, and used as oma 


ments. The tiles cost $9 a dozen; the mahoga hed. 
stands, $7 a dozen. From the Fan Co., 225 Fifth Ave, N.¥, 


This service plate in Castleton china has a beauti- 

a — design rd a ae a ve rim y 

and in the center, finished with gold lines. It is a ~~ tn It 

available in turquoise, yellow, green or rose. From : ~, . —— is sh tocol Gold. 
Castleton China, Inc., 212 Fifth Ave., New York 10. : oe 5  scheider figure of the Mo 
a. donna (#680U). The fig 
ure is 17!/2" in height, and — 
it is priced at $15, whole 
sale. From the showrooms 
of the Goldscheider-Ever. ~ 
last Corp., 225 Fifth Ave 
nue, New York 10, N. Y, — 





e 
Pierced ready for electrical wiring but just 
as effective with a candle is this hurricane 
lamp, with hand-cut chimney, square base and 
silver-plated pipe and cup. From the show- 
rooms of Fenton-Brewer, 225 Fifth Ave., N. Y. 


Fae Bi Bile ict “ 


Part of a big line of glass accessories, 
these pieces are hand-decorated; picture 
frame retails $7.50; vanity-tray $7. Color, 
50 cents additional. From American Art 
Products Co., 17 East lé6th St., N. Y. 


7 


This group of hand-cut glass pieces in- 
cludes: Cheese and cracker set, $2! a 
dozen sets; footed vase, $18 a dozen; 
9!/." crimped vase, $9 a dozen; 7" crimp- 
ed vase, $6 a dozen. This glass line is 
from J. Walter Green, 225 5th Ave., N. Y. 
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No. 251'— $30.00 
Coral & Blue 





a cS Te 


moses 


= No. 376 — $4 
= Orchid & Old Rose 


Lime: 


5 











New Giftwares 














“Angels for Christmas” are here, all ready to be featured in 
holiday selling programs. Beautifully sculptured and hand. 
painted in delicate colors, the figures are about 5!/." ¢all: 
individually boxed, they come in sets of three to retail ter 
$2.50 each. From American Art Works, Inc., Coshocton, Ohio. 















Hand-blown in Tiffin crystal glass are these Swedish- 
style jugs with their swirl optic design. At left is 
a cocktail jug, 27-ounce size; at right, footed jug 
with bubble ball stem, holding 24 ounces. Manufac- 
tured by the United States Glass Company, Tiffin, O. 


































wey x 
Distinguished for their fine y te 
modeling and grace of line ‘% ( 
are these ceramic heron fig- Xe ia 9 
ures from California. They Hand-made raised flowers and graceful bird figures ; 
are 13" in height, and are characterize these ceramics, created by Tet, a new sty 
tinted in “duted colorings. line of accessories and decorative pieces. At the Tate 


The figures may be retailed 
at $36 a pair. Sold through 
Ebeling and Reuss Co., 707 
Chestnut St., Philadelphia, Pa. 


left is #243, costing $3.25 each; at the right is 
#240, priced at $6.50. These figures are sold by the R 
Jules Pachtman Company, 1133 Broadway, New York, n 6 


This card case with the automatic 
pull comes in four different types 
of leather and is priced from $5 to 
$9 a dozen. It is manufactured by 
the Ameron Wallet and Leather Nov- 
elty Co., 91 Gold Street, New York. 








Bethwood Royal China inkwells in 7 different styles 
are illustrated in this grouping—all of them deco- 
rated by hand—part of a big line of accessories 
from Beth Weissman, 49 West 23rd Street, New York # 
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wear ~ aie” 


toszatt CARVED GLASS by Franz Grosz 


FROSTY WHITE OR DELICATELY TINTED IN PASTEL SHADES 


VASES, top shelf 


06 M4 in, i No. 44 “Rose”... .8 in. 
"Sky Flower eg Frosty 


Tinted 
$16.00 ea 


Tinted ......$17.0ea. 
No. 43 “Rose”... 14 in. 
Frosty 
Tinted 


Frosty 
Tinted 


BEAKER 
re whine, * ail a 23 No. 58 “Iris” 
ROUND PLATE cw Ste eae % 4 : re Frosty 
ip 8) “Roses”. . .19 in. Es aus os a: ie re Tinted 
Hickory Leaves” Se J * 


$23.00 ea. oo ~ 
“A | ” 
ROUND BOWL CONSOLE or TABLE GROUP ap 
3 “Lily” design No. 396 on 10 in. comport No. 103 is $18.00 each. hearctinn 
Hickory Leaves $20.00 each tinted . . . matching hurricane No. 102 is 11% in. 
fay ......$23.00 ea sh, $17.00 each, or $18.00 each tinted. Frosty 
BOXES shown above Tinted 
LARGE SQUARE ... No. 87... 8% in. . . . frosty white carving 
RETAIL PRICES $23.00 tinted carving, $25.00 each. Designs, No. 372 “Orchid”, RETAIL PRICES 
No. 373 “Magnolia.” 
SMALL RECTANGULAR ... No. 83... 7% in. x 4 in... . frosty 
white carving, $14.00, tinted carving, $15.00 each. Designs, No. 
357 “Magnolia”, No. 378 “Rose”, No. 380 “Orchid.” 
WRITE FOR CATALOG OF COMPLETE LINE. 


DFIFTH AVENUE M A : y A MERCHANDISE MART 
W YORK 10, N. Y. R y 2 CHICAGO 54, ILL 
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This handsome carve set, with its rosewood and ni 

handles and stainless steel blade and tines, has pe pre 
duced on the market, and is the first item in a new line of cutf 
designed for the better stores. The blade is tempered by a 
new process to assure a keen edge, and the set is sold in o 
hardwood block equipped with a special locking device which 
holds the pieces firmly in place. The set, boxed individually, re. 
tails for $7.95. From Personna Blade Co., Inc., 595 Sth Ave., N.Y 


These new salad sets in crystal-clear Lucite with handles 
in twisted rope effect, come in two sizes. Large, #450, 
is 17" in length, overall, and retails at $10 a set; small, 
#451, 14", retails $7.50 a set. From the showrooms of 
Mary Ryan, 225 Fifth Avenue, New York 10, N. Y. 


From Haiti comes this three-section leaf tray in hand-carved 
mahogany, 22" by 10", available in either two-tone or natural 
finish; price, $3.75. Immediate delivery. Presented by Pan. 
American Barter Co., 565 Fifth Avenue, New York 17, N. ¥. 


A strong modern feeling charac- 
terizes this "Canterbury" design 
in Duncan crystal glass. These 
pieces are part of a wide assort- 
ment of decorative and serving 
accessories; stemware, and tum- 
blers; four sizes of plates. By 
the Duncan and Miller Glass Com- 
pany, Washington, Pennsylvania. 


These pieces are from Kosta, 
noted Swedish glass factory, send- 
ing ware again to this country. 
Vase at left, cased wine-red or 
green with crystal, retail $45; cen- — 
ter vase, wine-red and crystal, 
retail $40; bowl, $18.50. Imported 
by D. Stanley Corcoran, 212 Fifth 


Avenue, New York 10, New York. Made by hand in richly contrasted 


ruby and crystal glass is the urn 
and cover pictured above. It is 
one of the many fine old designs 
reproduced by the Westmore- 
land Glass Co., Grapeville, Pa. 
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REUSS COMPANY PRESENTS . 
IEL OF CALIFORNIA” 


. a new technique in handsome figures .... 


"#281 "#254 #253 #252 


We thought we had seen everything in fig- 
ures, but the EXQUISITE beauty of these 
lifts them far above the ordinary! Note 
figure 3¢252-C, with a new treatment of 
ruffles delicately MODELED and high- 
lighted in brilliant gold. I+ must be seen 
to be appreciated. The detailed hand 
decoration is carefully and artistically 


executed, producing in gold and color a 
striking and beautiful new effect which 
we have not seen in any other domestic 


figures. The line is an example of the 
new skill and ability of our own Amer- 
ican ceramic artists, which will earn 
praise and tribute wherever seen in the 
finest homes. 





Each figure bears the label "Muriel of California,” together 
with the name of the figure indicated below: 


#251 “Ming Toy," 17" tall $12.50 each #252 "Masquerade" (Colonial) |!" tall 
Dec. "A" Multicolor and gold. #253 "Susan" (Juvenile) 534" tall 
Dec. "'B' Blue and gold. #254-"Clare" (Lady with hat) 634" tall 
Dec. "C" Maroon and gold. #255 "Diane" (Lady with parasol) 7" tall ... +... 
Dec, "D" Gold and white. 
Note: #252, 253, 254, 255 decorations: "A'—Pink 
(Please specify your choice) "B" —Blue 


"C"—Gold 
30- -day delivery, f.0.b. factory Pasadena, Calif. Minimum order $75. However, one 
pair of each item shown amounts to $97.50, which we suggest as a sample order. 


EBELING & REUSS COMPANY 


Philadelphia 6, New York 10, Chicago 54, Los Angeles 14, 
707 Chestnut St. 225 Fifth Ave. 1557 Merch. Mart 527 W. 7th St. 


$12.50 each 
6.25 each 
8.75 each 
8.75 each 
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AVAILABLE FOR 


Ug 


iN /\ i ab 43-9) 3 


ores FOR 
$" HOLIDAY 


100 Cotton Filled Boxes 


Assorted in ten sizes 
$’%.x4x 1, Blue 

8% x 342 x 1/2, Cream 
8x 2% x “2, White 

8% x 12 x V2, White 
3% x 3%2 x 1, Blue 

32 x 2% x Y2, White 
3% x 22 x 1% White 
312 x 242 x 1%, White 
4% x 3% x %, White 
2% x 2-5/16 x Ys, White 


alko 


PAPER AND PLASTIC RING BOXES 
PAPER AND PLASTIC WATCH BOXES 
SATIN LINED PIN BOXES 
BRACELET BOXES 
LOCKET BOXES e@ PEARL BOXES 


10 of 
each 
size: 


$750 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 


% WATCH TOLCHIN COMPANY GROW! * 
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By MADELINE LOVE 


ND so the gift shows are back on schedule again! 
Ink was scarcely dry on the ODT order lifting 
rstrictions on trade shows before the dates for am. 
of the giftware events were announced—and the del 
of requests for space began to pour in. Obviously, these 
spring shows, beginning early in January and scattered 
through the next three months, are going to be excep- 
tionally big—perhaps, as some believe, the biggest ever 
held. 

A calendar of the shows so far definitely set appears 
elsewhere in this issue, but almost certainly a few addj- 
tions to the list will be made later. There is every rea. 
son to believe, for instance, that a show will be held at 
the Chicago Merchandise Mart at the same time as the 
Palmer House show—January 28 to February 8—ang 
that the usual show at the Adolphus Hotel in Dallas wil} 
be a running mate for the Baker Hotel exhibit there 
from February 24 to March 1. At the time this was 
written, however, the management for neither show had 
made an official announcement. 


Then there is the strong possibility that a china and 
glassware show will be held in January at Pittsburgh, 
Directors of the Associated Pottery and Glass Manp- 
facturers, who stage the show, will meet on October 9 to 
decide whether or not to resume the exhibit in 1946. The 
Pittsburgh Gift Show, which has been held at the Wil- 
liam Penn Hotel for the past several years at about the 
same dates usually selected for the war-suspended pot- 
tery and glass exhibit, has been announced to begin on 


January 6. 
* %* * 


Sweden is sending her glass to us once more—not in 
huge quantities, of course, but enough to make an appre- 
ciable showing in the market. D. Stanley Corcoran, who 
imports several lines of Swedish glass, among them the 
famous Kosta, has received several shipments since the 
close of the war in Europe and he hopes for a greatly 
increased schedule in the coming months. 


* + 


Newsettes: Contrary to the impression which might 
have been given by the wording of last month’s Princess 
Jewelry Company advertisement, this concern does NOT 
sell direct to stores—only to jobbers. L. F. Grammes 
& Sons, Inc., who made such handsome colored metalware 
before the war, is able to make it again for civilian 
use and has opened new showrooms at 225 Fifth Avenue, 
New York, with Janice Aderer in charge. Hazel Ervin, 
of Castleton China, Inc., has left for her fall trip 
through the mid-West. The 96-year-old Uhl Pottery in 
Huntingburg, Ind., has been purchased by Vogue 
Ceramic Industries, Inc., and will manufacture under 
the name of the Vogue Pottery Company. The ware will 
be sold through the Vogue Mercantile Company, Ine, 
225 Fifth Avenue, New York. 
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RE-EMPLOYING THE VETERAN 
(From page 346) 


ho is restored to a position in accordance 
atl osisions of paragraph (A) or (B) shall be 
tered as having been on furlough or leave of ab- 
sence during his period of training and service in the 
or naval forces, shall be so restored without loss of 
cority, shall be entitled to participate in insurance or 
benefits offered by the employer pursuant to estab- 
lished rules and practices relating to employees on fur- 
h or leave of absence in effect with the employer at 
jhe time such person was inducted into such forces, and 
shall not be discharged from such position without cause 
within one year after such restoration. 

Js this right to regain the pre-induction job absolute, 
that employees with greater seniority must be dis- 
darged to make way for the returning veteran? This 
yould be “superseniority.” Or does the law mean only 
thot the veteran is to get a job if one is available, ox if 
s job can be made available by discharging an employee 
with less seniority than the veteran has, including credit 
for the time spent in the armed services as specified in 
Section 8 (c) of the law? This would be accrued senior- 
ity for time spent in service. 

The Director of Selective Service, in Memorandum 
No. 190-A issued to local draft boards, interpreted the 
law as giving veterans an absolute right to his old or an 
equivalent job. He said: 

“A returning veteran is entitled to reinstatement in 
his former position or in one of like seniority, status and 
pay even though such reinstatement necessitates the dis- 
charge of a non-veteran with greater seniority.” 

This interpretation of the law is based upon the fact 
that Section 8 (b), as quoted above, does not lay condi- 
tions upon the veteran’s right to his former job. 

The Department of Labor, however, has adopted a 
ontrary view, holding that employees with greater 
seniority must not be pushed out to make way for a re- 
turning veteran. The Department of Justice, which is 
directed in the law to bring suit to enforce veteran’s 
tights through his district attorneys, has taken a neutral 
tand. It will represent veterans in actions brought to 
enforce “superseniority,” but without taking a position 
itself on the proper interpretation of the statute. 

Labor unions are strongly opposed to superseniority, 
m the ground that it discriminates against men now 
employed and violates union contracts and principles. 
Some employers fear that a wholesale discharge of vet- 
tan workers to make way for returning veterans may 
reduce efficiency of operations. 

Unless Congress clarifies its intent by amending the 
lw, the courts will finally decide this issue of super- 
‘niority vs. accrued seniority for service men. The Di- 
tetor of Selective Service does not have statutory 
authority to interpret or enforce the law, so that his 
temorandum is not binding. A suit has been brought 
in New York, at the instance of the local Director of 
Selective Service, to require an employer to grant super- 
sniority to a veteran. On the other hand, one employer 
vho did grant superseniority has been cited before the 
War Labor Board by the union for violating its contract. 


FOR OcToBER, 1945 























WATCH ATTACHMENTS 


#650—Men’s flexible expansion Watch Bracelet 1/20 Gold 
iilled on Sterling. Excellent workmanship. Limited quan- 
tity. Price $6.50 each 


#100—Ladies’ Watch Band. Blond or dark brown leather, 
1/40 12K gold-filled. Yellow finish. Price $1.00 ¢ach 





#30—Men’s Link Watch Band. Ratchet buckle. 1/20, 12K 
Gold-filled—Yellow, Pink or White finish. Price $3.00 each 





ratchet 


#100B—Ladies’ Watch Band. Black silk cord, 
clasp. 1/40 12K gold-filled, yellow or pink finish. 
’ Price $1.00 each 


#200—Ladies’ Watch Band. Ratchet buckle. 1/20, 12K Gold- 
filled—Yellow, Pink or White finish. Price $2.09 each 


#50—Ladies’ Watch Band. Black silk cord, center catch, 


in dozens only! Price 50 cents each 


#250—Stainless and Flexible Steel Men’s Watch Band (not 
shown). Price $2.50 each 


SPECIAL DISCOUNT TO JOBBERS 


Write for our $150.00 assortment of fast- 
selling Sterling & Gold filled Costume 
Jewelry consisting of Earrings, Pins, Sets, 
Rings, Bracelets, etc. 


Immediate Delivery 


NANKING CQMPANY 


423 Second Avenue New York 10, N. Y. 
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AN ENTIRELY NEW LINE OF GLASS They ll Give 
SPUN MINIATURE ANIMALS Vas Gl 


GORGEOUS in day time, simply SCINTILLATING ee 
in IRIDESCENT BEAUTY under ELECTRIC LIGHT 


No. 4588 Y Cat 
















134 x % inches 
Weight: 1 Ib. per doz. pieces 
Packed: 1 doz. of a number in box. 


$3.60 war doz. pieces. 
OTHERS NOT ILLUSTRATED 
$3.60 per doz. $5.40 per doz. 


No. Y4503—Elephant—2 inches high. No. ¥4585—Duck—3!4 inches high. 
— ya She hala A i No. Y4586—Pelican—3% inches high. 
No. ¥4506—Rooster—3 inches high. 4 No. Y4591—Eagle—2\4 inches high. 
No. Y45 angaroo—2 inches high. No. Y4592—H i igh. 
No. ¥4590—Squirrel—1% inches high. ne 4593 i a 2a 
No. Y4594—Bird—1% inches high. 0. -—Rooster—2% inches high. 


No. Y¥4595—Giraffe—2% inches high. No. Y4596—Goat—2l/, inches high. 
















Be sure to send for our complete set Y of GIFT GOODS, we have 
them from $1.80 per doz. to $90.00 per doz., all big sellers. 





115-119Y ¢ ' 4 
AO: GOp MUMOMELEE South Market St. ee ad 


Chicago 6, Ili. a 


co.umsia WV ALES crart co ring 































We welcome your visit at our showroom, and 
| see our lines of gift merchandise for the Jeweler. 


| e Lucite Dresser Sets e Compacts 
|| e Leather Goods e Cutlery 
e Decorated Glassware e Metal Giftware 


Serving the Jewelry Trade 


TANZ & GURWITT 


Importers & Wholesale Distributors 


253 Fifth Avenue New York 16, N. Y. 














Know The Escapement 


by the Barkus Watchmokers 







LIGHTER 
of the hour 


Precision-built of brightly polished 


Intricate escapement calculations 
to make you an expert at i Se 
simple, rapid, non-technical tests, yet % 
accurate they parallel any diogrammatic 
calculation or available 
gauge method. Get this COMPLETE 
valuable book for old-timer Including (7 
and student alike. Engravings, 





Airdural Positive action Maximum 


fuel capacity. Self-adjusting flint. id ) sit 
Non-breakable hinge. Feather light. 








A 0 course in 
practical, up-to- 


Tepper i scan 


prepaid © mmm — | Name... ee eeeeeeeeeereesennnnnesensennes 
& "ONLY s aévae xh nibs tendih mania 






BARKUS WATCHMAKERS 7 
307 Bank of America Bidg., San Diego 1, Coe 
1 enelose $5. Send me prepaid, your beek “KNO 

THE ESCAPEMENT” 





CONTINENTAL COMPANY - WESTERN MERCHANDISE MART - SAN FRANCISCO 3 THE BOOK THAT PAYS FOR ITSEL! 
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tally the man discharged by that employer, to 
for a veteran of World War II, was himself 
, of World War I with 12 years greater senior- 





Ald 






FOR EMPLOYERS 
is the employer to do, confronted with conflict- 
| demands from veterans’ organizations and labor 
, and even conflicting interpretations of the law 
Serpent departments? He must tread carefully, 
a false step may involve him in industrial strife or 
ation, as well as bad relations with large and power- 
“veteran or labor groups. Neutrality, often a wise 
by in disputes that do not concern us personally, 
it only serve to arouse the hostility of both sides in 











‘jnstance. 

Ht is to the employer's interest to seek clarification of 
Syeteran’s right to his old job in the courts or from 
meress. Only in this way can be avoided a controversy 
‘threatens to become even more dangerous to peace- 
j industrial and successful public relations than the 
storious jurisdictional strike evil. 











jESTIONS ABOUT RE-EMPLOYMENT RIGHTS 

f number of specific questions arise in the application 
[Section 8 (b) of the Selective Service Act, apart from 
¢ issuc of superseniority vs. accrued seniority. Some of 
hese that have already arisen are: 

"1, A veteran who held only a “temporary position” 
before induction, has no reinstatement rights. How is 


3 mporary position” to he defined? 














School use .. . A truly distinctive gift! 


sets. (Desk Pad size 16” x 21”.) 


6 piece set (shown above) .. 
5 piece set (without letter rack) .. 


ORDER NOW 


iiitieeditiepi ee ee meop 


The ultra in desk adornments. This exquisitely made Lucite and 
Plexiglas (Onyx finish) Set is the ultimate for Home, Office and 


Open stock... pieces boxed and sold individually or in walautnes 


ae ee Price to the trade $24.00 net. 
.Price to the trade $18.00 net, 


for IMMEDIATE DELIVERY 


There is general agreement that only in the case of a 
distinct understanding existing between employer and 
employee that the job was a temporary one could the 
employer refuse re-employment to a veteran on this 
ground. 


2. If a veteran is denied re-employment wrongfully, 
is he entitled to back pay from the date of application 
or the date of refusal of his job? 

The courts are divided on this point. One Federal 
district court has ruled that back pay runs from the date 
of the filing of suit, since the statute is not punitive in 
character. Another district court has decided that back 
pay is due from the date of refusal to re-employ. A 
higher court decision will have to decide this issue. 

In case a veteran had left a job in anticipation of 
induction, and worked elsewhere pending actual induc- 
tion, which is the “most recent” employer required to 
reinstate him? 

In such a case, Selective Service held that the veteran 
is entitled to the job he left in anticipation of induction, 
even though he worked elsewhere for a time before 
actually entering the armed forces. 

Since a host of similar questions will doubtless arise, 
the Selective Service System has set up machinery for 
answering them through negotiation between the parties. 
The Personnel Division of Selective Service, set up by 
law to aid veterans in obtaining jobs, has appointed local 
re-employment committees which refer cases they cannot 
settle to State and National Selective Service, headquar- 
ters. 














STATIONERS SPECIALTY CO. 


19 West 21st Street 
New York 10, New York 
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VETERANS' RIGHTS TO NEW JOBS 


It has been estimated that only about 25 per cent of 
the discharged veterans will have old jobs to which they 
can return. The others either did not have permanent 
jobs before the war, do not want to go back to such 
jobs, or cannot do so because the employer has gone out 


A conference of representatives of labor, industry 
veterans’ organizations called by General Py 
Hines, Retraining and Re-employment Administrator 1, 
discuss veteran employment policies reached a mai ~ 
decision that a veteran is entitled to preference in hiv 


new men over non-veterans. But union representatives 


of business or is otherwise in not position to re-employ this conference, in a minority report, urged that wd 
them. Far more veterans are thus concerned with claims service after May 1, 1940, should be only “an dani 


to new jobs than rights to reinstatement in jobs formerly 
held. 

The Selective Service Act does not provide any em- 
ployment preference for veterans not returning to old 
jobs. But veterans are gaining certain preferences to 
new jobs through voluntary action, and later legislation 
to this effect may be enacted. 


to be considered in new hirings and as protection against 
layoffs.” 


An agreement covering the seniority question between 
the CIO and AFL on the one hand, and the Veterans of 
Foreign Wars on the other, provides that veterans shall 
not have preference in hiring for new jobs, but that they 
shall get credit for the time spent in service when com. 
puting their seniority, after passing the usual proba- 
tionary period. 


The United States Employment Service has announced 
that it will refer veterans to new jobs ahead of non- 
veterans, where skills are approximately equal. A vet- 
erans’ employment representative has been attached to 
each local USES office to protect veterans’ interests in 
new jobs. 


A bill now pending in the House of Representatives 
would waive a closed shop bar against the employment 
of veterans by any employer. 

In hiring veterans for new jobs, therefore, employers 
today can formulate their policies without statutory re. 
strictions. Public relations considerations are particu- 
larly important in this connection. Failure to give pref- 
erence to veterans, and to grant priority for time in the 
service, may incur the displeasure and hostility of veter- 
ans’ organizations and groups, particularly if contracts 
with labor unions do not prevent an employer from 


The question of a preference for veterans in hiring 


new men involves two issue. These are: 


1. Shall a veteran be preferred over a non-veteran in 
hiring? . 

2. How much seniority, and thus protection against 
subsequent layoffs, shall a veteran have who is hired 
and passes the usual probationary period in the plant 


> = = 














or office? granting such preference to veterans who apply for jobs, 
Here are__ (IFT ITEMS with unusual appeal 
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#181—'"'STERLING SILVER 
NKLET"’ $6.00 dozen 


& 





six units on a display card 
#184—Gold filled Anklets 
$9.00 dozen 


#1616—DOUBLE HEART 
BRACELET 
Gold or silver plated, suitable 
for any insignia or engraving. 
$6.00 dozen carded 
$9.00 each in plush box 





| Sn 


P3F—ROUND FOB LOCKET 

‘ound, gold-plated, 2 photo locket. 
Mother-of-Pearl face available for 
Mother, Sweetheart, Wife, or bow- 
knot fob. 


#P81—FOB HEART LOCKET 
affixed to Mother, Sweetheart, 
Wife or bow-knot. Beautiful Gift 
number; rolled gold filled on ster- 
ling silver locket and wire.  Iri- 
descent Mother-of-Pearl; holds 2 












photos; suitable for any insignia. 18 dozen 
7 $30 dozer: individually, beautifully boxed 
each in gleaming white satin box _ 


mon 
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10K GOLD BABY RING; 10K GOLD HEART PENDANT 
attached to sterling silver chain; 10K GOLD CROSS 
attached to sterling silver chain. 

Each in Charming "Good Luck" card with genuine 
Four-Leaf-Clover ready in mailing envelope. 
X50—RING X51—HEART 

7.50 dozen 15.00 dozen 














X52—CROSS 
12.00 dozen 














1133 Broadway, New York 10, N. Y. 
New York Showrooms at 33 E. 17th St. 
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W. N. Kahn Heads Group, 
H. N. Bennett of NACJ In 
Advisory Capacity 


Vigorous efforts are being made 
by the industry to hasten the reduc- 
tin of the Federal Excise Tax on 
retail jewelry sales to the pre-war 
figure of 10 per cent, with complete 
repeal of the tax as the ultimate aim. 


During the summer, a special meet- 
ing was held of representatives from 
all branches of the trade, at which it 
was determined that a permanent Tax 
Committee should be established under 
the auspices of the Jewelers Vigilance 
Committee. G. H. Niemeyer, Chairman 
of the Vigilance Committee, was _ in- 
structed to name this special Tax Com- 
mittee, with due regard to representa- 
tion of all major interests within the 
trade. 


COMMITTEE MEMBERS 


The committee named by Mr. 
meyer consists of the following: 


Walter N. Kahn, Chairman. 

James B. Dickey, ANRJA. 

Wilson A. Streeter, ANRJA. 

B. G. Rudolph, NACJ. 

Leo Weisfield, NACJ. 

Royal J. Gregg, N. E. Mfg. Jlrs. & 
$8, Assn. 

William F. McChesney, Sterling SS. 
Guild. 

August O. Packer, Educational JIry. 
Mfrs. Assn. 

Calvin M. Kendig, American Jeweled 
Watch Mfrs. Assn. 

§. Ralph Lazrus, American Watch As- 
semblers Assn. 

Lloyd .G. Pattee, National Wholesale 
Jirs. Assn. 
i Waters Schwab, Jewelry Crafts 
ssn. 

Leopold Nathan, Precious Stone Deal- 
ers Assn. 

Frank Milhening, Chicago Jlrs. Assn. 


The first meeting of the committee 


Nie- 


' was held on Thursday, Sept. 6, at which 


time the whole tax problem was thor- 
oughly discussed. 

The tax law states that the rate shall 
tevert fronrethe wartime levy of 20 per 
cent to the pre-war level of 10 per cent 
six months from the date of the first 
month following cessation of hostilities. 

However, section 1655 of the revenue 
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Tax Committee Will Gather Data, 
Appeal For Abolition of Excises 








act interprets this to mean six months 
from the time when the end of the war 
is officially proclaimed by Congressional 
action or Presidential proclamation 
rather than automaticaily dating from 
the time of the Jap surrender on Aug. 
15. Hence, it was felt important to do 
everything possible to speed up the date 
when relief could be had. 


COLLECTING DATA 


The first steps being undertaken are 
to collect and prepare all possible in- 
formation and data bearing on the prob- 
lem for presentation to legislative and 
Treasury authorities who are studying 
excise and other tax questions. Consider- 
able divergence of opinion seems to 





exist in Congressional circles on the 
matter of continuing excise taxes, of 
which jewelry is only one of many. 

Members of the industry have been 
asked to submit to the committee the 
reasons and arguments which they be- 
lieve should be imputed in a brief seek- 
ing relief from excise taxes. Numerous 
conferences of committee members have 
been held for further consideration and 
discussion. 

At one of these sessions, held on 
Tuesday, Sept. 11, Hugh N. Bennett of 
Columbus, O., who is considered one of 
the outstanding tax experts in the 
United States, was retained to represent 

(Please turn to page 886) 








OPA Raises Price of Foreign Silver 
To Equal Domestic—71.11 Cents 


Now that most wartime troubles, such 
as shortages and ceilings, are gradually 
disappearing, the old familiar worry of 
prices and costs pops up again. The OPA 
on Sept. 20 increased the price of foreign 
silver from 45 cents an ounce to 71.11 
cents, thus raising it to the level of the 
maximum price of domestic silver. 

Reason for the move given by agency 
officials was the fact that the low price 
on foreign had substantially reduced im- 
ports in recent months, keeping needed 
materials from American manufacturers. 


NO LONGER PRACTICABLE 


Foreign silver is defined in the ruling 
as all silver other than newly mined do- 
mestic and Treasury silver, which under 
the Green Act,°was made available to 
jewelry manufacturers during the war. 
When Order M-199, restricting the use 
of silver, was revoked, OPA decided that 
the continuance of two prices was no 
longer practicable. 

Right now the Treasury has a store of 
about two billion ounces of silver, for 
which many industries outside of jewelry 
are clamoring. At the same time, the 
supply of foreign (principally Mexican) 
silver is very low because foreign pro- 
ducers are unwilling to export it to the 
United States as long as other countries 
will pay more. 

According to observers in Washington, 
everyone had expected that the price of 
foreign silver would be increased some- 
what—perhaps to 55 cents, but it came 
as a blow to the jewelry industry that 





the present price of domestic silver was 
to be equalled by*the foreign product. 


SILVER BLOC WANTS $1.29 


Another unpleasant prospect predicted 
by many authorities is that of domestic 
silver pegged at $1.29 an ounce. Senator 
Pat McCarran of Nevada, leader of. the 
strong Congressional silver bloc, recently 
called for this increase, adding that the 
ceiling price on foreign silver should be 
abandoned altogether. 

In letters to President Truman, Secre- 
tary of the Treasury Vinson, Secretary 
of State Byrnes and Chester Bowles, 
Price Administrator, he wrote that the 
higher domestic price would provide an 
incentive for greater American produc- 
tion. Since the silver bloc has been 
fighting for the higher price for the past 
decade, most manufacturers believe that 
the jump is something in the far distant 
future. 

Also on the horizon of the silver ques- 
tion is the forthcoming expiration of 
the Green bill which runs only. until the 
end of this year. In all likelihood the 
bill will not be renewed and the three 
possible sources of silver will be reduced 
to two—foreign and newly-mined. 

Handy & Harman, processors of silver, 
announced on the day that the foreign 
silver ceiling was raised, that their price 
would be 70.58 cents a fine ounce. The 
slight discrepancy is caused, said a 
spokesman for the company, by various 
costs aecrued en route from mine to ma- 
chine. 
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End of Ban on Meetings Starts Flurry of Shows 


ANRJA Plans Winter 
Meeting; Chicago, N. Y. 
Gift Shows on Again 


Now that all restrictions 


its removal are the 1946 conven- 


tions of the American National 
Retail Jewelers Association and the Na- 


tional Association of Credit Jewelers, 


the former to take place at the Waldorf- 
Astoria in New York on August 19, the 
latter in Chicago July 29 to August 1 
at the Stevens Hotel. 


AS OF OCT. 1 


The regulation regarding conventions 
and shows was revoked entirely as of 
October 1 after having been modified 
several times to permit an increase in 
the maximum attendance limit and to 
allow State-wide meetings of any size. 
Most groups sponsoring trade shows 
_ were not caught napping and several 
shows are already scheduled for the first 
quarter of 1946. The Memo Pad, else- 





CONVENTIONS ARE BACK! 





i¢ 


Scenes like these at the 1944 ANRJA con- 


vention will be commonplace again. 





where on this page, gives a schedule of 
events from November through March. 

The ANRJA has scheduled a Midwin- 
ter Conference in Chicago “at the time 
of the Gift Show, if held,” according to 
that organization’s Bulletin. Since the 
Gift Show has been scheduled for Jan- 
uary 28 to February 8, it is safe to as- 
sume that the conference will be held at 
that time. The event will be more gen- 
eral than a “regional” meeting, accord- 
ing to the Executive Committee, and will 
be conducted on the lines of the August 
convention, except as to exhibits, which 
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have 
been removed from large-scale busi- 
ness meetings, the gift show man- 
agement and trade associations are 
springing into action with plans for 
1945 and ’46. Already planned and 
unaffected either by ODT’s ban or 














will be fewer and restricted to room 
showings. ANRJA is also getting set for 
several regional meetings throughout the 
year. Dates and places have not yet been 
decided. 

The Los Angeles Chamber of Com- 
merce has readied plans for several 
shows in addition to the main event late 
in January. One of the most promising 
of these is to be the California Jewelry 
and Accessories Show, date not yet set. 








For the Memo Pad 


November 


11—New Jersey RJA Convention, Essex 
House, Newark. 


January 

13-18—Kansas City Gift Show, Hotels 
Phillips and Muehlbach 

27-Feb. 1—California Gift and Art Show, 
Los Angeles 

28-Feb. 8—Chicago Gift Show, Palmer 
House, Chicago 

28-Feb. 1—New York Lamp Show, Hotel 
New Yorker. 


February 
24-Mar. 1—Dallas Gift Show, Baker 
Hotel 
25-Mar. 1—New York Gift Show, Hotel 
New Yorker, Hotel Pennsylvania 


March 


10-14—St. Louis Jewelry and Silverware 
Show, Hotel Statler 








Abraham Lipton Resigns As OPA 
Jewelry and Watch Enforcement 
Chief in New York City 


Abraham Lipton, Enforcement At- 
torney in charge of jewelry and watches 
in the district office of the OPA in New 
York City resigned on Friday, Sept. 
14, 1945. It is understood, that Mr. Lip- 
ton will engage in the private practice 
of law in Syracuse, N. Y. 

Mr. Lipton, during his term of ac- 
tivity with OPA, gained a reputation 
for fairness in his dealings with the in- 
dustry, though always alert to prevent 
wilful violation of the regulations, 
Joseph H. Frier of the firm of Goldman 
& Frier, who was the opposing attorney, 
in many cases involving alleged viola- 
tions by watch importers and jewelers, 
comments: 

“We always found Mr. Lipton a man 
of outstanding ability -and fair and 
equitable at all times notwithstanding 
the fact that he was very serious with 
those who wilfully violated the law for 
personal gain. He at all times exhibited 
fairness in understanding the _indi- 
vidual’s business problems but would 
not at any time condone black market 
operations. We extremely regret that 
a man of his ability is lost to the Gov- 
ernment service.” 





Glassware Bottleneck 


Although the glassware industry has 
had little difficulty in obtaining raw 
materials, it cannot increase production 
to any appreciable extent because of an 
acute shortage of skilled workmen. One 
company which lost 245 men to the ser- 
vice has had only five return. 
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Veteran Apprentice Plan 


Formulated By Union And 
Jewelry Crafts Assn. 


An apprentice training pro 
worked out by the J ewelry Crafts 
ciation and the International Jewel 
Workers Union, Local Number } eiry 
adopted for the industry on Aug.’ 20." 

Intended primarily for the training 
returned servicemen, the plan calls tos 
a joint apprentice training committer, 
consisting of members of the Association 
and the Union. The length of appren. 
ticeship is to be from not less than two 
years to not more than four years de- 
pending on the work experience. A 
jeweler will be apprenticed for three 
and one-half years, a dianiond setter 
for four years. 

Supervised by the Veterans Commit. 
tee, the, training program must Provide 
the veteran with instruction in aj} 
branches in the trade as practiced by 
the employer as far as is practical in 
his shop. 

Other provisions of the apprentice 
training program are: 

Apprentice starting wage is 60 cents 
per hour, to be raised 5 cents per hour 
quarterly as provided in the appren- 
ticeship clause of the agreement. (Un- 
der Public Law No. 16 the Government 
pays a veteran apprentice during train- 
ing $103.50 per month if married and 
$92 per month if single.) 

Age requirement is 17 to 25 with at 
least an elementary education. (The 
Apprentice Committee may make excep- 
tions. ) 

Apprentices shall not exceed one for 
every 15 mechanics in a shop. 

A signed agreement binds the employ- 
er and apprentice. It may be cancelled 
by either during the probationary peri- 
od of four or six months. After that, 
the State Apprenticeship Agency must 
cancel the agreement. 

The joint committee will arrange with 
the Board of Education for classes in 
related subjects. Class hours shall ap- 
proximate 150 hours in each year of the 
apprentice training term. 


gram, 


NAM Calls for 10 Per Cent Cut in 
Personal Taxes By 1946 and Slash 
In Excess Profits Taxation 


A detailed tax program, calling 
for retention of heavy excess profits 
taxes until “the end of the year mark- 
ing the close of the war with « Japan 
and a ten per cent reduction in i- 
dividual levies for 1946 was outlined by 
the National Association of Manufac- 
turers two weeks before V-J Day. — 

The NAM’s program to aid transition 
to peacetime production proposed the 
following: 

1. Reduction in the income tax of 
individuals for 1946 by 10 per cent. 

2. Continuation of the excess profits 
tax until the end of the year marking 
the close of the war with Japan, with 
the repeal date to be set now. 

8. Reduction of the combined normal 
surtax rate of 40 per cent on corpora- 
tions to 82 per cent on 1946 income to 
encourage peacetime production and 


employment. 
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One of Eight Resolutions 
At Summer Executive 
Committee Meeting 


Jesalers who have been placing 
iewelry in drug and variety 
trademarked Ceol pnt mente by 
National re J 8 
its Executive Committee 
am ae 24. While expressing 
Sekt for the cooperation of manufac- 
turers and wholesalers during the war 
riod, ANRJA urged them to “confine 
such of their products as can properly 
ie sold in jewelry stores to this type of 
sore, rather than to place their prod- 
nets indiscriminately.” 


res were 
“0 American 


AGAINST REGULATION W 


Condemnaion of trade diversion came 
as one of eight resolutions drawn up 
wy a committee headed by Past-Presi- 
dent Charles J. Michaels, and approved 
unanimously by the Executive Committee. 
Other resolutions adopted at the meet- 
ing commended OPA and WPB for their 
cooperation and understanding during 
the war; asked removal of Regulation 
“w” and other wartime or emergency 
controls; pledged themselves to training 
and rehabilitation of veterans, to the 
support of other organizations within 
the jewelry field and maintenance of 
full employment and low prices. Thanks 
also went to President Clifford I. Joseph- 
son for his services “throughout a most 
dificult year.” 

In the resolution recommending aid to 
discharged servicemen, ANRJA urged 
the establishment of courses in jewelry 
manufacturing, engraving and _ watch- 
making for disabled veterans. These 
steps “will be immediately made an ob- 
ligation of both the ANRJA and its 
afiliated state associations,” said the res- 
olution. 


FULL TEXT 


The full text of the resolution con- 
demning trade diversion read: “We ex- 
press our sincere thanks to the manu- 
facturers and wholesalers who have car- 
ried on in our behalf during the war 
period so efficiently and fairly, and par- 
ticularly to those who have continued 
their support of the Association in so 
many directions. In this connection we 
respectfully suggest that manufactur- 
ers and wholesalers confine such of their 
product as can be properly sold to jewel- 
ty stores to this type of store, rather 
than to place their products indiscrimi- 
nately. We condemn the actions of whole- 
salers who have already placed trade- 
marked jewelry in drug and variety 
stores. We pledged our continued co- 
operation with them in the return to 
peacetime operation of the industry as 
a whole.” 


For more than six years now, New 
York University has been offering a 
course in Precious Stones. Given by 
George I. Finlay, the course is designed 
especially for jewelers, connoisseurs and 
amateur geologists. 
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Don't Claim Extra Sparkle 
For Fancy Cut Stones, 
AGS Tells Members 


Members of the American Gem Society 
are forbidden to make claims in their 
advertising that the new novelty cut dia- 
monds (polished girdles, more facets, 
etc.) are more brilliant than the stand- 
ard 58-facet cutting until such time as 
the American Gem Society receives what 
it considers adequate proof of the truth- 
fulness of such statements. 

The new regulation, which was adopted 
by the Board of Directors of the Ameri- 
can Gem Society at its regular meeting 
on June 13 at Los Angeles, reads as fol- 
lows: 

“Ruling A-12 (1945). Until the sub- 
mission to the Society of what it con- 
siders to be proof of the increase in 
brilliancy of standard brilliant-cut dia- 
monds by virtue of (1) the girdles of 
such stones having been polished (in- 
cluding the polishing of any number of 
flat surface or facets upon them) or (2) 
the addition of any number of facets 
upon the crown or pavilion, or both, 
Registered Jewelers shall not advertise 
that such stones are more brilliant or 
imply in any advertisement that such 
polishings or facets increase the bril- 
liancy of such stones. 

“Note: This refers to use in advertis- 
ing only.” 

The rule is binding upon all Regis- 
tered Jewelers, group members and 
wholesale members of the AGS, with loss 
of membership the penalty for viola- 
tion. 

Commenting on the regulation, the cur- 
rent issue of Guilds, official organ of the 
American Gem Society, says that when 
the ruling was originally proposed, it 


Treasury Department Contradicts FTC 


frade Diversion Is a Menace Says ANRJA 


‘ 


was first submitted to all registered 
jewelers and members, and that 97 per 
cent voted in favor of its adoption, thus 
establishing the rule which has now been 
confirmed by the Board of Directors. 

It is the belief of the American Gem 
Society that the claims made by various 
manufacturers for their special forms of 
cutting have not yet been sufficiently 
proved to justify the advertising of such 
claims by jewelers who subscribe to the 
ethical standards of the Gem Society. 





A GIFT FOR THE GENERAL 


Notable among the gifts presented to 
General of the Armies Dwight D. Eisen- 
hower and Mrs. Eisenhower during the 
General’s recent visit to the United 
States was this handsome silver tea 





service. The service was the gift of the 
citizens of the District of Columbia and 
was presented at a luncheon held in 
Washington in the General’s honor on 
June 18. The set, except the tray, is 
the “Hampton Court” pattern manufac- 
tured by Reed & Barton, and was pur- 
chased by the committee from A. Kahn 
& Sons, Washington, D. C. 


On Imported Imitation Pearl Marking 


The Federal Trade Commission, in its 
current campaign to enforce marking of 
place of origin on imitation and cul- 
tured pearls, now, apparently, finds it- 
self in the position of contradicting the 
Treasury Department. 

In answering the complaint of FTC, 
three imitation pearl manufacturing 
firms pointed out that the Tariff Act of 
1930, requiring marking of place of 
origin on imported articles, states that 
if a new and different article is produced 
in the United States, place of origin 
need not be affixed to the item. Further- 
more, according to answers to the com- 
plaint by the Heller-Deltah Co., Inc., 
New York; D. Lisner & Co., New York, 
and Gesner Manufacturing Co., the Tar- 
iff Act withdrew from the FTC “any 
jurisdiction or authority to regulate such 
marking.” 

A létter from the Treasury Depart- 
ment dated July 20th was received by 
Ernest S. Heller of the Heller-Deltah 
Co. stating that if the bead used in 
imitation pearl manufacture comprises 
only a small part of the value of finished 
goods, as it does, the mark need not be 
retained. Mr. Heller and the other re- 
spondents to the complaint point out 
that the alabaster beads imported from 
Spain, Japan, Czechoslovakia and other 
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countries make up only a fraction of the 
value of the pearl, since they are im- 
ported as loose beads or strung tem- 
porarily and need much more manufac- 
turing. 

In regard to cultured pearls, the Im- 
perial Pearl Syndicate pointed out that 
they have not imported pearls from 
Japan since December, 1941, and prior 
to that date the pearls they imported 
were received in bulk in containers la- 
beled “Made in Japan.” Markings were 
necessarily destroyed when the con- 
tainers were opened and individual 
pearls, of course, bore no words to indi- 
cate the country of origin. The com- 
pany pointed out that the major value 
of the goods produced by them, both as 
to value and importance, consists of U.S. 
labor and materials. 

Cultured pearl men also pointed out 
that should the FTC be able to support 
its stand on marking, then all jewelry 
manufacturers using diamonds or other 
stones of foreign origin would also have 
to mark their pieces with the country of 
origin. This would, of course, result in 
a ludicrous situation in the case of a 
cluster ring of several kinds of stones. 

In would appear, in short, that the 
FTC has bitten off considerably more 
than it is capable of chewing. 
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Some Jewelry Still Has Ceiling Due To Errer 


Mountings, Semi-precious 
Stones, Chains Not in 
OPA Revocation Order 


The absence of a number of 
jewelry items from the list of those 
exempted from OPA ceilings was 
inadvertent, according to a letter 
from that agency received by the 


Jewelers Vigilance Committee. 
JVC momentarily expects to hear that 





4 


these items have been added to the ex- 
empted list but thus far the action has 
not been taken. 

Among the goods which did not ap- 
pear on the list (see JC-K for Septem- 
ber, 1945, page 316) are semi-precious, 
synthetic and imitation stones, mount- 
ings, findings, including chain by the 
foot. OPA’s letter indicated that an 
amendment to the order will be issued 
shortly and that its original intention 
was to exclude all these items. 

The Jewelers Vigilance Committee is 
also making an effort to have compacts 
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| plated with precious metal 
list but has little hope that the Got? = 
accept the change. A wil 
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vanity cases and lipstick hotest 
of precious metals,” Specifical] 
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Removal of OPA Ceilings 
Hits Canadian Jewelry 


Importers, Retailers 


Action of the United States jn re 
moving the OPA price ceiling on jewelr 
items is bound to have repercussions 4 
Canadian importers, informed sources: in 
Montreal state. 

Effect of the move is expected to be 
lessened, however, by the probability 
that established U. S. Jewelry manufac. 
turers and exporters who are dealing 
with old customers in Canada will make 
an effort to refrain from raising prices 
above WPTB ceiling levels. About 20 
per cent of the costume jewelry sold in 
Canada is imported from the United 
States. 

Jewelry prices in the United States 
had already risen substantially before 
the OPA move, and many Canadian im- 
porters have been taking a loss on U. §, 
costume jewelry for the sake of main- 
taining a line. WPTB sources point out 
that some Canadian items have been 
priced at exactly the U. S. price level. 
This means that the importer loses on a 
sale the entire cost of importation and 
selling, including duty charges. 

One of the chief headaches is rhine- 
stones, whose price in Canada is pegged 
at fifty cents a gross. In the U. S, 
rhinestones are currently priced at about 
$3.50-$4 a gross. Costume jewelry con- 
taining rhinestones accordingly presents 
a major pricing problem in this field. 

Prospects for early improvement in 
supplies of Canadian - made jewelry 
items are considered bright by the trade 
and Board sources. Manufacturing firms 
are now gettting a chance to rehire some 
of their skilled workers who went to war 
plants under direction from Canadian 
Selective Service, and to expand staffs 
generally. This problem of regaining 
skilled labor—for which there is stated 
to be a very strong demand in this in- 
dustry—is the chief reconversion prob- 
lem of the industry, and any improve- 
ment in labor supply will be reflected 
quickly in increased output., Trade 
sources state that as yet few skilled 
workmen have reappeared in the Can- 
adian industry, but hopes are that labor 
will soon be sufficient to improve supply 
substantially by Christmas. Range of 
merchandise available has already been 
improved by removal some months ago 
of restrictions affecting styles and manu- 
facture. 
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ings Put on Stop 
sehckos By OPA; More 
Are Now Available 


-cent ceiling prices at all 

—_ were set by the Office of 
Administration on September 15 
yeral models of stop watches and 
ae hs. These items are now 
sported in larger quantities than 

g the past four years, OPA said. 
rthermore, all of them are now avail- 
to. the civilian market, since the 

& diverting imported timepieces to 
the armed forces has now been revoked. 


new ceiling prices are consider- 
a hover than tes previously set up, 
hich were based on abnormally high 
importation costs in 1943, the agency 
New consumer prices for stop 
watches range from $24.95 to $70, and 
for chronographs from $49.50 to $200. 
The prices, based on current costs 
jus customary dealer margins, are 
jisted for sales not only by regularly 
gtablished sellers of watches, but also 
sales to and by sporting goods manufac- 
turers and distributors, and sales to 
industrial, commercial and institutional 
ysers—who are the chief purchasers of 
stop watches, according to OPA. 
Thirty days after September 15, im- 
rters are required to begin tagging all 
watches offered for resale with the ap- 
cable retail price. When models and 
brands other than those covered by the 
September 15 action are available for 
sale, OPA will set additional dollar-and- 
eent ceilings in line with those already 





Lt, James Fernley Given Silver Star, 
Bronze Star Posthumously; Captured 
28 Germans Singlehanded. 


Lt. T. James Fernley, II, 24, son of 
Mr. and Mrs. George A. Fernley, has 
been awarded posthumously the Silver 
Star and Bronze Star with One Oak 
Leaf Cluster. George Fernley is the 
executive secretary of the National 
Wholesale Jewelers Association. 

He took part in the siege of Brest 
where he received the Bronze Star 
awarded on September 18, 1944, for 
capturing 28 Germans _singlehanded. 
From there he went to Aachen, and was 
cited for gallantry in action in Germany. 
Lieutenant Fernley received the Silver 
Star for gallantry in action against the 
enemy on April 24, 1945. He died of 
wounds on that date. 

Lieutenant Fernley enlisted in Feb- 





ruary, 1942, and attended Officer Candi- 
date School at Fort Riley, Kansas, 
graduating in August of that year. As- 
signed to the famous Twenty-ninth In- 
fantry Division, he was sent overseas 
in September, 1942, and received further 
training ia England. 

He participated in the D-Day invasion 
of France and led his tank platoon into 
the St. Lo when it was captured. He 
was slightly wounded there and received 
the Purple Heart and a battlefield pro- 
motion to that of First Lieutenant. 





The State Convention of the Watch- 
makers’ Association of New Jersey will 
be held on Sunday, October 28, at the 
Essex House in Newark. The tentative 
plan for the day includes a luncheon, 
business session and dance. 


For OcToser, 1945 











Wake More Money 
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SPECIFY 


AIR EXPRESS 




















Slow-turn inventories are costly and eat profits. But no such 
inventory is needed to give customers full service — if you 


" specify Air Express. 


Speed bf delivery by air is so fast that the stock of any 
supplier in the nation is only a matter of hours away from 


your business. 


Think of Air Express as a “warehouse on wings” and you 
will discover many profitable uses for it in your business — 
a service that actually “earns its weight in gold.” 


Specify Air Express—A Good Business Buy 


Shipments travel at a speed of three miles a minute between principal U. S. 
towns and cities, with cost including special pick-up and delivery. Same-day 
delivery between many airport towns and cities. Rapid air-rail service to 23,000 


off-airline points in the United States. Service = 
direct by air to and from scores of foreign | ames] 2 '*-| 5 !bs./10 ths.| 25 tbs. 


countries. 


Write Today for interesting “Map of Postwar 
Town” picturing advantages of Air Express to 500 | $1.11 | $1.52 | $2.19| $4.98 
community, business and industry. Air Express 
Division, Railway Express Agency, 230 Park 1000 | $1.26 | $2.19 | $3.74] $8.75 
Avenue, New York 17. Or ask for it at any Airline 


or Express office. 


ile 

















250 | $1.04 | $1.25 | $1.57| $2.63 





























2500 | $1.68 | $4.20 $8.40/$21.09) 
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GETS THERE FIRST 











Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 


379 


























SAECO 
SPEED-SPOUTS 


are ready for 
immediate delivery! 


An all-metal product. 
Finishes—nickel, silver 
and gold plate. 


NO AIR LOCK 
NO LIQUID BIND 


SAECO SPEED-SPOUTS 
are designed for rapid "no 
drip" pouring! 


Nickel finished $2.75 doz. 


Retail $.45 ea. 


Silver plated $6.00 doz. 


Retail $1.00 


Gold plated $9.00 doz. 


Retail $1.50 


ORDER FROM YOUR SUPPLY HOUSE 
NOW! 


| a M-M feenetora sana ee 
SALES COMPANY 


712 S. Olive 
Los Angeles 14 


Vandyke 6213 


To The Editor... 


—————————————————— 
35¢ Sapphires 


Editor, Jeweters’ CircuLar-KEYsTONE: 


My New York office (Albert L. Goud- 
vis, 630 Fifth Ave.) has recently sent to 
me the April issue of THe JEweLERs’ Cir- 
CULAR-KEYSTONE. : 

Your editorial concerning “bargain 
specials” pertaining to star sapphires 
met with my attention and I am pleased 
to submit the following statement relative 
to that fallacy. 

In 1941 star sapphires were compara- 
| tively cheap in India. The Indian popu- 
| lace has actually never fancied this type 
| of stone for personal adornment and 
| sales were never exhilarating or frequent. 

With the influx of easy spending 
American soldiers from the period of 
1942, the prices for precious stones have 
risen to proportions almost beyond con- 
ception. For example, stones that fetched 
3 Rupees per carat in 1941 now easily 
command 30 to 42 Rupees per carat. 
However this is not the only evil. ‘The 
merchants realize that 99 per cent of the 
soldiers are not thoroughly educated in 
| the technique of evaluating precious 
stones and the result is that rejections 
are flooding the markets and being of- 
fered for sale. Fine goods are scarce and 
I believe there is a definite purpose for 
that created scarcity. Any jeweler real- 
izes what it means to profitably dispose 
of rejections and be left with a residue 
of fine goods—that principle is so ele- 
mentary and it is being applied with 
complete effectiveness in this country. 
Presentation of stones for sale usually 
portray undesirable shapes, colors, occlu- 
sions and stars that are not centered. A 
consistency of these presentation meth- 
ods usually beclouds the prospective buy- 
er. His perspective is lost and he usually 
purchases a lemon simply because there 
is nothing else to guide his judgment— 
their merchandising policy is unique and 
_ conversely to the American custom, there 
| seems to be no competition amongst the 

various jewelers. They would rather 
| lose a sale than lower their. prices, basing 
| their methods on the theory that the next 

buyer will pay their exaggerated price, 
| and the created false and high market 
| price is maintained for all retailers con- 
cerned. 

I am stationed at one of the largest 
Base Units in India and star sapphires 
are not and never were sold at the PXs 
| for 35¢ or any other price. I usually 
| work at the Special Service office and 

volunteer my services as a stone appraiser 

and jewelry consultant for GI purchas- 
ers of jewelry. Needless to say, I dis- 
courage buying with the admonition 
that the finest and best jewelry is 
found or made in the U. S. In many 
cases, I have discouraged the buying 
of an article simply because I could not 
perceive a principle of “value received.” 
The statement that star sapphires were 
available in India at 35c each is a fal- 
lacy printed in the “Broadway” column 
by Danton Walker, of the N. Y. Daily 
News. I’ve written to Mr. Walker and 
cautioned him about that discrepancy. 

However, no acknowledgment has been 

forthcoming from him—but you may 
take my word for it I have never seen 
or. had the opportunity to buy a star’ 
sapphire for 35c. 

Cordially, 
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Pre. ArtHur Rouprnaer, 
Karachi, India, 


Diamond Men In London For 


Of Diamond Mfgrs. Trade 
Plan World Association or 


In response to an { 
Diamond Manufacturers’ Ane the 
I.ondon, three delegates topmenanmna of 
United Diamond Manufacturers’ & the 
ciation left for London late in A 
on the Pan-American Clipper to 
«a world conference of diamond . 
facturers’ trade associations, oe 

The American re rese 
Frank Pals of Pals & Solow te on 
Street, New York; Joseph Kipnis of wt 
West 46th Street, New York, and lew 
Frankel, attorney for the United Dia 
mond Manufacturers’ Association, Also 
invited to attend were representatives 
of the diamond cutting industry in Bel. 
gium, Holland, France, Palestine, Cuba, 
Brazil and Canada. 

The agenda at the conference will jp. 
clude the discussion and possible crea. 
tion of an international trade associa. 
tion for the diamond industry. Also op 
the discussion list will be the supply of 
rough for the various manufacturing cen. 
ters of the world; cooperation in stabiliz- 
ing prices of finished products for ex- 
port markets, and labor conditions and 
wages. 


Cleveland And Environs Adopt New 
Jewelry Auction Ordinance 


With the enthusiastic support of the 
24 Karat Club of Cleveland, the city 
council has passed a revised ordinance 
governing jewelry auctions which makes 
it considerably more difficult for chisel- 
ers to mulct the public. 

The ordinance, which has been adopted 
in East Cleveland as well, is under con- 
sideration in many of the outlying sub- 
urban districts. It provides that every 
article of jewelry offered for sale by 
auction be labeled by its true name 
and_ description. 
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PRODUCTION 
MANAGER 


NAT IONALLY known 
watch concern seeks 
man experienced in super- 
vising, assembling, pur- 
chasing of materials and 
shipping. Splendid op- 
portunity. Reply in own 
handwriting stating age, 
qualifications, etc. 


WYLER WATCH AGENCY 


630 FIFTH AVE. 
NEW YORK 20, N. Y. 
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ee pred vs of RECENT REMODELINGS AND REMOVALS | 
Hand In Producing The 


Atomic Bomb, JC-K Learns 





Address Feature Owner or Manager 


Name and 


George T. Roy, Inc., Jewelers, 44 S. Main St.,Enlarging 
elry business wasn’t left out ee Sane i ES ee . 
The jew Jewelry By Elson, 820 Chestnut St., Phila., Pa.. New location, new Herman Sonnheim 


cold when the atom bomb was 


name 
, dreamed up. At least one manu- Evans Jewelry Store, 1032 S. alboun St., FortEnlarging 


from jewelry making OE eR AR Rar amare pI eo Leo Sunshine 
ares ction of one of the necessary Hirsh — 187 Richmond Ave., Fort Rich-New location 
to Ms Bayo... «2 ain aha oa bed ehh wa ke 
censored ) gadgets that went into Marks & Abramson, Rochester, N. Y......... Incorporated Abramson, Marks, 
osenthal ° 


tionary explosive. 
” ar mcanfacturer is the Standard 


ewelers of Pittsburgh whose de- 
pies roduc division turned out the 
intricate precision parts. hah pag Grand Haplds, MIC oe cence es aoa 
e The reasure est, 5 acific a er-New loc nie 

] Jewelers got the job for the = ree 


stom bomb work they changed the name | 47° Smith Jewelers, i04 North 
of the Defense Products Division to the Charlotte, N. C 


Katson’s Jewelry, 418 W. Central Ave., Al-Enlarged, new name Robert Katson 
buquerque, N. M. es 

Maynard Page, Inc., 121 E. Flagler St........ Remodeling 

Simmons Jewelry Store, 842 Penniman <Ave.,New location 


Grand Rapids, Mich. ... 


Coe eer eee ress eeneeoens 


Robert Simmons 
Arnold & Rogers 





Qpeeepesmenpeeenmeen - ——— 


standard Die, Tool and Forging Com- 
pany; evidently to throw snoopers off 


ck. 
prescribing the work done, S. P. 
steinsapir, vice-president of the firm, 
declared that regular jewelry die mak- 
ers, jewelers and other craftsmen were 
taught to use their skills—and these 
were readily adaptable—in critical pre- 
dsion war production. He adds that 
new manufacturing methods learned 
while at work on government contracts 
such as this “will make their mark on 
our jewelry making.” Incidentally, Mr. 
Steinsapir predicts that the firm will be 
able to better by a considerable mar- 
n the peacetime records of produc- 
tion and sale of ‘high school and college 
rings and jewelry in the next 12 months. 





Labor Still Tight in Providence; 
Discharged War Plant Workers 
Not Shifting to Jewelry As Expected 


Jewelry manufacturers in the Provi- 
dence-Attleboro area still are seriously 
handicapped by a labor shortage which 
has checked plans to return to normal 
production. 

The situation has shown some improve- 
ment, in fact enough to indicate a defi- 
nite trend, but jewelry men for the most 
part are keenly disappointed by the 
slowness in which discharged war plant 
workers are seeking employment in 
jewelry plants. No consolation is the 
fact that other industries in the area are 
experiencing -the same difficulty. Par- 
ticularly affected are the firms making 
“4 better grade jewelry who need skilled 

p. 
Adding to the difficulties of jewelry 
men is the fact that silver continues in 
tight supply while brass is easing up at 
4 slower rate than expected. Generally, 
however, the feeling is that retailers wil! 
be able to get about all the low-priced 
lines they want for the Christmas trade 
but that the situation will be somewhat 
different in the better grades. 





Dr. Donner of Western Reserve Uni- 
versity lectured on the science of color at 
the Sept. 11 meeting of the Northern 
ed Guild of the American Gem So- 
ciety. 





Arnold B. Davidson, proprietor of 
Arnold’s Jewelry Studio at 812 North 


Vermont Avenue, Los Angeles, has sold 


the store to horologist Richard H. Deutz 
of Philadelphia. Mr. Davidson plans to 
settle down on a farm in La Crecenta, 
Calif.. where, says he, “I’m going into 
partnership with Mother Nature.” 


FOR OCTOBER, 1945 














$2.50 
RETAIL 


No one 
ever paid 
a cent to 

repair a 

ZIPPO 


ZIPPO LIGHTERS 
NOW AVAILABLE 


Genuine ZIPPO Windproof LIGHTERS are now available 
for general sale after four years of distribution exclusively 
to our armed forces abroad. 


The demand for ZIPPO LIGHTERS at this time exceeds 
capacity and we urgently recommend that bp place your 
orders early to assure delivery in plenty of time for holi- 
day sales. ° 


ZIPPO is nationally advertised regularly in the Saturday 
Evening Post, Esquire, Collier’s, American Weekly, This- 
Week, News Week, Field & Stream, etc., daily newspapers, 
radio, etc. All advertising requests that rea buy from 
their favorite dealers. 


ZIPPO MANUFACTURING CO. 
Dept. K, BRADFORD, PA. 


ZIPP) dr“ iGuter 


FuLGeee6CU8 (ai I COK SS FLUID 
= — —— — = = ATTACH COUPON TO LETTERHEAD AND MAIL * = = = = = = = 


ZIPPO MFG. CO., BRADFORD, PA. K : 
1 Please send dis:ount sheet and put us on mailing list. i 
! We “° attaching stock order. i 
I are not 4 
i MaMed... oe vc nccccccevcucéced seve sébaek une oa Gdamubawie tales. } 
. a Ge es Ss a So Se a ee ee oe Oe ee ee ee ee ee ee ee eee ee 
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JUMP RINGS 
SPRING RINGS SISTER HOOKS 
In Sterling and Yellow G. F. 


PROTECTION RING GUARDS 
In Yellow and White G. F. and Yellow and 
White 14 Kt. Gold 


BABY LOCKETS 
BABY BRACELETS 
In Yellow Gold Filled 


BABY RINGS 
10 Kt. Yellow Gold 


FINEST QUALITY LEATHER 
WATCH STRAPS 


DUMONT TWEEZERS 


LEVIN PRECISION 
LATHES AND TOOLS 


Send in your orders for a General line of 
Watch & Jeweler's Supplies and Jewelry 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


Wholesale Jewelers 
134 S. 8th St. Philadelphia 7, Pa. 











EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


COMBINATION SETS 


Write for Our New 
Iustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 
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Waltham to Sell Direct to Selected Retailers, 
Ira Guilden, New President, Announces to Trade 


Ever since the announcement of the 
change in ownership and management of 
the Waltham Watch Co. with Ira Guil- 
den taking the presidency (page 192, 
JC-K for July), speculation and rumors 
have been rife throughout the trade as 
to what Waltham’s future distribution 
and merchandising policies would be. 


Waltham traditionally, like the other 
American watch companies, has distrib- 
uted through the wholesalers, but be- 
cause Mr. Guilden’s previous activities 
in the watch field have been with com- 
panies that sold direct to the retailer, 
many in the trade were of the opinion 
that it was likely that Waltham would 
change to this method. 

Now the news is out with an official 
announcement by President Guilden that 
Waltham will hereafter be sold direct 
from the factory to the retail jeweler 
and only to selected retailers. 


Together with this news, the announce- 
ment states that the new Waltham line 





Retailers Favor Reg. W 
Indiana 24K Club Finds 


In Survey of Members 


Regulation “W” is apparently not as 
loathesome a thing to some jewelers as 
it is represented to be. In a recent sur- 
vey made by the Indiana Jewelers’ 24 
Karat Club, a strong majority favored 
the retention of Schedule “W” after 
V-J Day. The poll showed that 76.4 
per cent of the Hoosier jewelers fa- 
vored the regulation while 23.6 per 
cent opposed it. 

Questionnaires were sent to the entire 
membership of the Indiana group late 
in July and 73 per cent shot their re- 
plies right back to Indianapolis, indi- 
cating widespread interest in the ques- 
tion. A break-down of the replies as to 
income groups shows that stores earning 
less than $25,000 annually are over- 
whelmingly in favor of Regulation W 
while the high income group (over $100,- 
000 annually) are rather cool toward it. 
Wholesalers were evenly divided with a 
slight edge in favor of the regulation. 
The medium income groups split about 
60-40 on the question. 

In voting in favor of Regulation W, 
Robert Koerber, Fort Wayne jeweler, 
qualified his statement by urging that 
the down-payment requirement be re- 
duced to 10 per cent. “I feel that this 
regulation is good for the retailer, his 
customers, and the jewelry industry as a 
whole,” he added. “A customer making 
a down-payment of at least 10 per cent 
and monthly payments of at least $5.00 
would be a better risk than one who 
makes no down-payment and _insignifi- 
cant monthly payments.” Mr. Koerber 
told his fellow jewelers: “Let’s sell on 
credit . . . but on the sound basis that 
the regulations provide.” 

A typical answer on the negative side 
came from Irving Chayken of Arm- 
strong’s in Hammond, Ind., who con- 
demned the regulation as a destroyer 
of inherent rights, a curtailer of free- 
dom and equality. He said that it has 
“placed a premium on inefficiency in 
business, destroyed individual initiative.” 





Mem 


will be available early in 1946 

offer a complete range of styles wil 
prices in every desirable Category. 
_ Explaining the reasons for the aul 
in policy, Mr. Guilden states that “4h. 


move was made only after much thought 


IRA GUILDEN 

- » « Walthams ai 
be sold direct +e 
retailer, * 





and study, and was done in order that 
Waltham might have a direct and active 
contact with customers of its own choos. Th 


ing. —e 

“It will be our aim,” the announce- a 
ment continues, “to maintain fait prices ieader 
on Waltham watches, to set up equitable of mi 
service practices and to build our new ebuse' 
business on the firm foundation of ad- wer 
vantage to the Waltham retailer.” orth 

Information about the details of the } g th 
new line, its sales, prices, promotion and } peeti 
other factors are promised to be re. | of 17 


vealed in the near future. 


INSURE 1w tue 


JEWELERS’ OWN \Wh 


MUTUAL COMPANY yi, 
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Jewelers are currently re- 
ceiving dividends of 40% on 
fire insurance, 25% on wind- 
storm and extended coverage. 
These savings are available to yy 
jewelers, their families and 
employees — insuring stock, 
fixtures, buildings (including 
homes). Send a card or letter 
for information. No salesman 
will call. \) 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


104 E. Wisconsin Ave., Neenah, Wis.” 
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* 
i t the opening social meeting 
Mes Central New England Guild of the 
vel Gem Society, held at the Uni- 
versity Club in Boston. 
at 


re | mirty-eight members and_ guests 
& fathered for the opening “social” meet- 
of the Central New England Guild 
© | ofthe American Gem Society with a new 
€s | vader, Dr. Frederick Morris, professor 
le | mineralogy and geology at the Massa- 
W 1 dusetts Institute of Technology, taking 
l- | wer the work of the late Dr. Wiggles- 
worth. The dinner meeting took place 
| at the University Club, but subsequent 
d | meetings will be held at the Institute 
» fof Technology beginning in October. 











(OCKTAIL RINGS 








WER 200 DIFFERENT STYLES 
| TO CHOOSE FROM 
WRITE FOR OUR CATALOG 


SPECIALIZE IN COCKTAIL 
RINGS 


LAND JEWELRY CO. 


Nassau St. New York City 7, N. Y. 
BARclay 7-6873 
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New Englanders Hold First AGS Social Affair of Year; 
e 


Members 


Meet New Leader: Dr. Frederick Morris of MIT 








Miss Elizabeth "Betty" Brown, former secre- 
tary to the late Dr. Edward Wigglesworth 
and a valuable asset to the New England 
Guild of the American Gem Society, was 
-given a watch and $100 on the occasion of 
her leaving to join the national headquar- 
ters of the AGS. Making the presentation 
on the left is Harold G. Partridge, president 
of the New England Guild. 


Election of officers gave the presidency 
to Harold G. Partridge, of Trefry & 
Partridge. Howard Preston was named 
Vice-President; Mrs. Ella Bird was 
elected Treasurer, and Wendell Hay 
was named Secretary. John Kennard 
spoke briefly of the memorial being 
planned for Dr. Wigglesworth, which 
will take the form of a book to be 
published at an early date. Professor 
Morris then spoke of extensive research 
trips he had made in the Gobi Desert, 
and the finding there of a perfect fossil 
of a dinosaur. Deftly using his hands 
to illustrate many of his points, Dr. 
Morris had his audience in good humor 
with his descriptions of the antics of 
the prehistoric monsters. He brought 
with him a number of specimens and 
rare stones which were examined by 
those present. Jerry Weiss, certified 
gemologist of Newark, N. J., was guest 
speaker, and related his interesting ex- 
periences in the South Pacific while he 
was with the armed forces. He brought 
Mrs. Weiss with him, whom he had first 
met in Australia while stationed there. 
Miss Elizabeth Brown, formerly secre- 
tary to Dr. Wigglesworth, and a long- 
time valuable asset to the New England 
Guild, was presented with a gift of a 
Movado watch and bracelet and $100 
in cash in recognition of her many ser- 
(Please turn to page 387) 














A new package and a new idea 
in lighter merchandising make 
Lord Brian your best bet for 
bigger, quicker profits this Fall. 

The new package containing 
a suede-cloth pouch for the 
lighter and a written guarantee 
will win immediate acclaim.The 
new idea is the written lifetime 
guarantee. (Repaired forever 
BY THE FACTORY for a 
mimimum charge). 

The new Lord Brian lighter 
has many exclusive and unique 
features, and many advantages 
for you, too. Write today for a 
descriptive folder and order 
your Christmas stock NOW! 
No limit on orders yet. 


y eales-building 


Backed b 


Advertising 


in 1945 and °46 





BRIAN MFG. C0. 


1630 SOUTH FLOWER STREET 
LOS ANGELES 15, CALIFORNIA 


383 














Earrings in various patterns in 14 KT 

Green and Red Gold 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; Har- 

rings, Cuff Links and Studs to match 
Our comprehensive line eof 
Gold, Platinum and E 
eled Novelties, tineludé 
Vantty, Cigarette and Ca 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Inc. 
Manafacturers 
64 West 48th Street 
New York 
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The New Binocular Loop 
For Magnified Stereoscopic 
Vision 
MAGNI-FOCUSER—the new Bin- 
ocular Eye Loop—enables you to 
make examinations greatly magnified 


with the clarity and comfort of nor- 
mal vision. 





Model Approximate Focal 

No. Power Length Black 
No. 3 2x 14” $8.50 
No. 5 3x 10” 8.50 
No. 7 4x 8” 10.50 
No. 16 Sx 4” 13.50 


Jos. B. Bechtel & Co., Inc. 
729 Sansom St. Phila. 6, Pa. 
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THEY FOUGHT AND WON 




















These are the men who fought the good fight for watchmaker legislation in lowa. They hav 





now been appointed to the state Board of Examiners in Watchmaking. Left to right, Ber 
Grismore, Corydon; Paul Price, Storm Lake, secretary; E. N. Miller, Charles City; & | 
Berner, Fort Dodge, chairman; and P. Berglund, Sioux City. 





"Ted" Stevens Resigns Post 
With New Haven Clock Co. 


Robert Chirgwin Takes Over 


Edward (Ted) Stevens, former Vice 
President, Director, and General Sales 
manager of The New Haven Clock Co., 
announces that he has _ completely 
severed all connection with that concern. 

“Having been relieved of my duties 
as General Sales Manager,” writes Mr. 
Stevens, “although this did not affect 
my status as Vice President and com- 


EDWARD STEVENS 


pany director, I felt that I could not con- 
tinue. with the company in any capacity. 
I have therefore tendered to President 
R. H. Whitehead my resignation from 
all connection with the company, effec- 
tive at once. 


“While I hope that my many friends in 
the trade will feel disappointed at this 
move, I also want to urge their wel- 
come and friendship to my successor, 
Robert H. Chirgwin, who is ‘tops in my 
book.’ 

“And I hope that some of them will 
drop me a line at my home address, 
Round Hill Road, Greenwich, Conn. 
Letters or postcards will be welcomed 
and answered.” 





New Store 

M. A. Burr of West Salem, Ohio, 
opened a jewelry and watch repair § 
in nearby Lodi on September 15, 
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General 
Company Ltd. 


Exporters of 


DIAMONDS 


Polished 


in Palestine 


Trade enquiries by 
cable or airmail 
invited. 

5, St. Julian’s Way, 
Jerusalem, 
Palestine. 
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Left to right: 
Treasury; Mr. 






Samuel J. Cohen, Director, Retail Stores Section, War Finance Division, 
Evans and Harold Master, Assistant to the War Finance Field Director, 


Treasury. 


Leading jewelry store executives took 
a prominent part in the conferences held 
in Washington with officials of the Trea- 
sury Department’s War Finance Divi- 
sion, at which a program for retail ep- 
erations in the coming Victory Bond 
Drive was formulated. 

Charles T. Evans, secretary, American 
National Retail Jewelers Association, 
New York, and chairman of the Retail 








WHAT DO YOU 
MANUFACTURE 


THAT THE WHOLESALE 
JEWELER CAN USE? 


CAN GIVE YOU EXCELLENT 
REPRESENTATION IN NEW 
YORK, PHILADELPHIA, 
BALTIMORE AND 
WASHINGTON. 


Address: 


Box “B., 2158,” care Jewelers’ 
Circular-Keystone 
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Jewelers Committee for the Victory 
Loan, commenting on the Drive, said: 
“To those who return, many of whom 
need hospitalization as well as rehabilita- 
tion, we owe a continuing debt, which we 
can partially pay by personally support- 
ing the Victory Loan—the final appeal 
in the present war, and through sales to 
our employees and customers. They have 
finished their job. Let’s finish ours.” 


N. J. Jewelers Protest 
Bill Allowing Sales Tax 
In Almost Any City 


New Jersey jewelers are up in arms 
in protest against a recently proposed 
law which would permit any municipality 
to impose a sales tax on all business. 
With the sad example of the 8 per cent 
Atlantic City tax before them, the Jer- 
sey jewelers are losing no time in fight- 
ing against the new statute. 

In a letter to its members, the New 
Jersey RJA urged them to fight the 
legislation, pointing out that if passed, 
such a tax may be levied “in your town 
unless you make it your business to in- 
form your legislators of your absolute 
objection to this bill.” 

At an emergency meeting of the 
NJRJA on Aug. 29, a resolution was 
adopted stating that it “goes on record 
as opposing the Atlantic City Sales Tax 
and urges that the enabling act be re- 
pealed by the legislature.” The New 
Jersey jewelers brought out the fact 
that “the sales tax in Atlantic City after 
two months operation has had a detri- 
mental effect on the business of our mem- 
bers there” and also pointed out that 
post war conditions will inevitably de- 
crease the volume of jewelry sales. 

Other arguments used against the tax 
were the fact that public sentiment is 
against it and the fact that “the imposi- 
tion of a sales tax in one or more com- 
munities may prove conducive to ex- 
travagances in Municipal management to 
a harmful extent.” 








GENUINE MARCASITE 


Pins, Earrings and Rings 
AVAILABLE NOW 











E2i—Earrings ............... $6.00 pair 

E20—Earrings .............--+ $6.00 pair 

P4Ii—Pin .. 2... eee eee $8.50 each 
This pin can be ordered with any 
name. 

ee, EET ETE: $5.00 each 

SRI peer Ts Sr $6.00 each 


All items listed above are sterling silver, 
hand made, set with genuine marcasites, 
and have a rodium finish. 

All orders received will be given our 
prompt attention. 


ALL PRICES ARE NET 


LOUIS PERLOFF 





737 Walnut St., Philadelphia, Pa. 
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DIAMONDS 
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GENUINE 
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GENUINE 
RUBIES & 
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Squares, Rounds and 
Fancies 








STRANGELY ENOUGH 
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Tax Committee 
(From page 375) 


try. Separate and individual efforts by 
small and specialized groups will only 
confuse the issue and probably retard 
rather than hasten any relief, the com 


the committee in Washington in connec- : “ 
mittee said. 


tion with Federal tax matters. Mr. Ben- 
nett is not only an expert on tax matters 
in general, but is thoroughly familiar 
with the jewelry tax situation in par- 
ticular, having worked with the National 
Association of Credit Jewelers on jew- 
elry tax affairs for the past two years, 
and thus has been able to obtain a thor- 
ough knowledge of the problems peculiar 
to the jewelry industry. 


WORKING IN WASHINGTON 


He has already spent several days in 

Mi AX STERN & GO Washington laying the groundwork for 

~e the efforts of the committee which are 

proceeding apace. So far, however, it is 

importers noi possible to make any definite state- 

ment as to just what degree of relief 
may be expected or how soon. 


————_— 


New Service For Out-of-Town 
Independent Retailers Offered 


5 ; TIC RUBIES A service to independent jewelen 
wanting New York City representation 
is being offered by Charles Henry Hynes 
of 45 East 52th Street in that city. Mr 
Hynes, who has been in the retail jewel 
ry business for the past 20 years says 
that his new organization, “Jewelry 
Service,” gives the independent jewelty 
store the same “quick, dependable, ot 
the-spot service large out-of-town je 
store chains get through their expensive 
New York branch offices.” 














17-23 John St. New York Meanwhile, the committee emphasizes Advertising and merchandising cour 
that it is essential for all tax matters sel and fashion news in addition to # 
to be cleared through and with this cen- buying service are offered by the Jewelry }. 

tral body representing the entire indus- Store Service. 
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New York Jewelry Trade Organizes 
for New York War Fund Drive 
Pledge to Equal Last Year's Total 


ined to maintain the splendid 
‘aed which the jewelry trade of New 
York City has set an all of the cam- 
s for funds for war purposes, 
leaders of the jewelry industry in New 
York City met for a luncheon on Friday, 
Sept. 14, to organize their committee for 
the metropolitan area for the forthcom- 
ing and final War Fund Drive. 
It was pointed out that even though 
the shooting has stopped, much of the 
work performed by the War Fund must 
till be carried on, such as the providing 
of emergency relief for the distressed 
and homeless of Europe, China and the 
Philippines; the supplying of aid and 
entertainment for the men in uniform, 
of whom there are still millions; and 
thaps, above all, for assistance to 
liberated prisoners. 

All present pledged their utmost ef- 
forts to at least equal the splendid show- 
ing of last year and the work of solicit- 
ing contributions is already underway. 

Makeup of the committee will be sub- 
stantially the same as that of a year 
ago, with only a few changes, each diyi- 
sion of the industry having its own sub- 
committee of men actively engaged in 
that particular branch of the trade. 


Approximately 30 attended the meeft- 
ing. 





, 


4 A banquet in January is on the calen- 
dar of the 24 Karat Club of New York 
City. Plans were unanimously adopted 
at the Sept. 10 meeting of the group. 
President Reginald Réichman presided 
and G. .H. Niemeyer was appointed 
chairman of the banquet committee. 
4Gordon Brothers, Boston jewelry 
stock buyers, recently purchased the en- 
tire jewelry stock of the Estate of John 
Lazar of New York. 

( E. C. Paskow, partner in the Wm. V. 
Schmidt Co., Inc., colored stone dealers, 
is making a trip through Europe scour- 








ing the markets there for merchandise, 
especially colored stones, to add to the 
firm’s stock. He has already visited 
London and Paris. 





q The class on jewelry designing in 
Mechanics Institute, 18 West 44th St., 
was opened on September 26. This 
course is designed for the trade and 
given under the tutelage of Christian A. 
Jakobb. 





Jewelers Involved in Alleged Black 
Market Operations in Gold Bullion 


Indictments naming three New York 
jewelers and a Royal Air Force captain 
in international black market operations 
in. gold bullion and coins were filed in 
Federal Court early in September. 

The pilot involved, Capt. Theodote H. 
Thompson, is alleged to have bought the 
gold in New York and transported it tu 
North Africa while ferrying planes from 
Canada, according to the assistant 
United States attorneys who presented 
the case to the grand jury. 

Irving Stupay, jeweler at 162 West 
54th Street, was named on four. counts 
charging illegal possession or sale of 
gold to Captain Thompson. Two other 
jewelers, Samuel Nadel, 52 West 47th 
Street, and Alexander Klein, 50 West 
47th Street, were charged with one count 
each of illegal possession of gold bullion. 
Mr. Nadel’s connection with the opera- 
tions came, according to the Govern- 
ment’s allegation, in obtaining gold from 
certain gold-buying concerns in New 
York, which had legal possession, and 
turning it over to Stupay. 





AGS Meeting 
(From page 383) 


vices to the Laboratory, and on the occa- 
sion of her leaving to join the national 
headquarters of the American Gem 
Society at Los Angeles. The usual gem 
quiz was omitted at this opening meeting 
of the Guild, but will be resumed at next 
meeting. 











diately start classes in the method. 
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A NEW METHOD 


| of Charles Purdom of the American Time Products Company. At their first fall meeti 
York Horological Society (above) not only approved of his new techniques but decided to imme- 
(Story on page 389.) 





The horologists of New York were very favorably impressed by the new position adjusting methods 


, the New 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 





“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


( } Cr . fe ? 
Leys CAaruslie %60 


@5 NASSAU STREET 








ETERNA WATCH COMPANY 
OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
SINCE 1856 
580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 











Spring Bars 
Male and Female 


American Set Jewels 


Elgin—Hamilton—Waltham 
IIlinois 


Sold wholesale only—write for 
prices and further information. 


CROWN IMPORTING CO. 


116 Nassau S?. New York 7, %. Y. 














ENCRUSTERS. 


STONE RINGS ENGRAVED 
e CRESTS 


@ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
hed without 


Batimates furnis edligstion 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. 


OMEWA 


The watch of workd precision revord 


NORMAN M. MORRIS 


WATCH CH) 
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608 Fifth Aven... | 














DIAMONDS ALL SIZES 


single-cut from % to 4 pointers, 
awie * and full eut frem 5 to 10 

pointers, finest pol- 

ishing from Pales- 
tine. Also sizes from 
'0 pointers to 4 carats 
each. For prices please 
phene LOngacre 5-3673, or write 
H SORIN. 576 SthAve.. 8 ¥ 19 8 Y¥ 
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NEW FALL LINE TREMENDOUS VALUES! 






A PRINCESS EDYTHE Creation 
in Modern Costume Jewelry 
Spray Pin and Pink Gold Plate 
Petal Earrings on Sterling Silver 
Per Set $7.25 f.o.b. Brooklyn 


Rapid fire seller! Four inches long. Hand-set stones 
in assorted colors, or pear's 
14K gold earrings for pierced ears, assoried stones. 


$30 per dozen. Vearl earrings, sterling silver ear 
wires, $48.00 per gross. 


Wholesalers Only 
Oredit to rated concerns. 
Rush order now with money order, check or cash to 











TODES—1160 St. Johns Place, Brooklyn, N.Y. 


eadee 


NECKLACES 


JACK J. FELSENFELD 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED (910 


M. J. STERN 
61 Beekman St. New York City 

















DT NES 
REFINISHED 


The highest grade of work for jewel- 
ers requiring the best 


ROYAL DIAL & REFINISHING CO. 


116 Nessow St. New York 7, N. Y. 
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Who Says Chronometers Must be Imported? Ham 
War Work Shows the Way to Post-War Leadership 


One of the 
among the 


most important, — yet 
least publicized, wartime 


achievements of American industry has ° 


been quantity of marine 
chronometers. 

To the men who go down to the sea 
in ships, the chronometer is an instru- 
ment on whose super-accuracy under 
any and all conditions their very lives 
depend. It is the chronometer that 
enables the navigator to determine the 
exact position of his ship on the track- 
less sea. If he could time a star’s cross- 
ing of the meridian within a tenth of a 


production 





So exacting are the requirements for ex- 
treme accuracy in chronometers that this 
young woman who is starting the assembly 
wears white rayon gloves so that not even 


the moisture from her fingers will touch any . 


part. Parts are so minute she must wear a 
jeweler's loupe. 


second he could tell within 150 feet 
the exact position of his ship and a 
chronometer must keep time within a 
range of seven-tenths of a second a day. 

One of the outstanding production 
achievements of the war was the work 
done by the Hamilton Watch Co. to 
make the American chronometer the 
world standard of instrument perfec- 
tion, largely through improvements in 


Optometrists Out of Board of 
Trade Reference Book 


Optometrists will no longer be in- 
cluded in the listing of the Jewelers 
Board of Trade reference book, accord- 
ing to an announcement by the Board. 
In a letter to its members it was stated 
that the decision had come as a “result 
of long and careful study of the entire 
subject of compiling credit reports on 
optometrists.” 

During the past few years investi- 
gators have been confronted with a 
growing reluctance on the part of op- 
tometrists to submit any information 
relative to their business. This attitude 
is the result, presumably, of the op- 
tometrists’ desire to elevate their group 
from the “shopkeeper” to professional 
level. ; 

In deciding to discontinue listings of 
optometrists, the Board of Trade, took 
into consideration the fact that the 
difficulties in obtaining information, 
coupled with the cost of compiling re- 
ports “is entirely out of proportion to 
the benefits that our members receive 
from such service.” Although the names 
of optometrists will not be carried in 
the Reference Books the Board of Trade 
will continue to answer members’ in- 
quiries for reports on such subjects. 


the balance assembly and 
parts so uniform—tolerances ay. ql 
100,000th of an inch—that complete = 
terchangeability and mass prod » 
has been achieved. The first Henne 
chronometer was delivered to the 
in February, 1942. Exact production | 
a naval secret, but it is permisgihje 
state that thousands are in use, _ " 
“Prior to 1940,” declared Commodo 
J. F. Hellweg, Superintendent of the 
U. S. Naval Observatory in Wag 
ton, D. C., in presenting the fifth Arm A 
Navy “E” to the company recently “one 
Navy had always paid tribute ts 
Europe. All our chronometers y 
made abroad. Now, thanks to Hamilton, 





Because chronometers must maintain high 

accuracy at all temperatures, they are pre. 

tested for performance at various degrees 

of heat and cold, Here is a group of 

chronometers being returned to a tempera. 

ture chamber after performance has been 
checked. 


we will never again be placed in that 
position. America now has its own 
chronometers, better and higher tested 
than those made abroad . . . Hamilton 
met the challenge and produced more 
chronometers and better chronometers 
than had ever been produced before. 
Hamilton built by hundreds while others 
were still building by units.” 

Thus has American ingenuity dis- 
solved the myth that the best chron- 
ometers must come from Europe. Con- 
ceived in the emergency of war, a new 
American industry emerges for peace. 








LINES WANTED 


as distributors or agent, by ac- 
tive responsible firm interested 
in doing good job on limited 
number of items. Cover New 
York trade, office and show- 
room at 42nd & Fifth Avenue. 
Write in confidence to 


Box "B 2162," Care 
The Jewelers’ Circular-Keystone 

















ATTENTION 


MANUFACTURERS & JOBBERS 
Gngent on us to do your contracting 
ur ialty is Ladies’ & Gents’ 
ast Rings and Findings 
Prompt and Courteous Service 
SUPERIOR JEWELERS 
170 East 51st St. New York 22, N. Y. 
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of a demonstration lec- 
- oe avian Purdom of American 
ture oducts on Sept. 5, the Horo- 
Time Produc ag Page As 
} Society of New York is about 
‘eneeh a series of classes in a new 
yA of position adjusting developed by 
o Purdom. 
Mr. Purdom’s revolutionary methods 
re greeted enthusiastically by the 
ae York watchmakers at their opening 
veeting of the year held at the Hotel 
Commodore. In the large gathering of 
over 175 horologists were many who 
come from other states to learn the 
new method of po sition watch rating. 
With the assis! ance of some visual 
aids, Mr. Purdom opened his talk by 
iving some basic facts on position ad- 
iysting. Before any adjusting could be 
attempted, he said, the watch must be 
4s close to mechanical perfection as pos- 
sible. The balance must be in good order 
and in “static poise,” the hairspring cen- 
tered and level with the regulator pins 
in good conditioa and parallel. 
For his lesson Mr. Purdom had two 
watchmakers’ tenches set up with a 
complete set (f adjuster’s tools and 
uipment. He asked for two volunteer 
watchmakers to come to these benches 
and work upon good watches that were 
submitted by members in the audience. 
Two watchmakers who volunteered to 
be student adjusters were Charles K. 
Johns, noted watchmaker, and Mr. Le- 
men of Patek Phillippe. First the two 
watches were timed in the Watchmaster 
Timing Machine and Mr. Purdom diag- 
nosed their ills. Henry Fried, serving 
as his monitor, verified the readings and 
Mr. Purdom instructed the adjusters in 
the procedure he prescribed. The ad- 
justers were to follow his instruction 
regardless of personal difference of 





SALESMAN 
WANTED 


To Complete Manufacturer's 
Post-War Selling Organization 


THE PRODUCT. Nationally advertised. The 
uality and style leader in its field. 
Bresent accumulated needs will be fol- 
lowed by a consistant year-in, year-out 
demand. 


THE JOB. Calling upon wholesalers and 
dealers, mostly in the electrical appliance 
and jewelry fields. Selling merchandise 
and company policy, training wholesalers, 
salesmen and cooperating with dealers. 
Restricted sales territory. 


THE MAN. Must be clean cut, aggressive, 
between 25 and 40. Sales experience in 
the above or kindred lines desirable. 
. Write giving educational background; 
experience and expected salary. All replies 
confidential. 


Write Box “A., 2034" 
c/o Jewelers Circular 

















JOSAR JEWELRY Co. 
Mfr. of 
SOLID GOLD SIGNET RINGS 


Distributors of 
“RicH”. CostUME JEWELRY 
198 Broadway New York 7, N. Y. 














FOR OCTOBER, 1945 








opinion. These watches were first timed 
in the pendant position and found to be 
wanting in several phases of adjust- 
ment. The diagnosis was charted on a 
large blackboard for all to see. After 
the suggested adjustment was made, the 
watch was again timed and the prog- 
ress charted. By following Mr. Pur- 
dom’s methods, the watches were finally 
rated to zero in all positions. 

Mr. Purdom’s demonstration showed 
that certain inclinations of the regulator 
pins affected the watch for definite gains 
or losses. It showed, too, that when the 
hairspring came in contact with a slant- 
ed regulator pin it influenced the hair- 
spring to a quivering rise with a re- 
sultant gain. He further demonstrated 
that the tightening of certain screws in | 








. the watch regardless of distance from 


| tain case screws. 


"New High Index Liquid 


; nounced that arrangements were. being 


the balance also influenced the rate of | 
timing and he showed specific instances | 
by having the watchmaker tighten cer- 


the watch, if in good condition, cannot 
rate well if the regulator is moved from 
its center position. 
The lecture period was split into two | 
sessions. The first was devoted to the 
adjustment of high grade, mechanically 
good watches of pocket size. Then a re- 
cess was declared during which most of 
the watchmakers grouped about, the 
three timing machines for a closer view 
of the operations of the new technique. 
Later the group reassembled and four 
guest adjusters came to the platform 
with. all types of pocket: and wrist 
watches of low jewelled and: 15-jewelled 
calibre. They, too, followed Mr. Pur- 
dom’s directions with revealing results. 
James J. O-Shaughnessy, president of 
the New York Horological Society, an- 


made for classes in the new method. 
(See picture on Page 387) 





For Refractometer Use 


R. P. Cargille, 118 Liberty Street, New 
York, manufacturer of scientific appa- 
ratus and special chemicals, announces 
that he can now ship from stock a liquid 
having an index of refraction of 1.81 for 
use on gem refractometers that require 
a liquid having a higher ‘index than the 
gem being tested. 

“We have specialized for several years 
in the production of certified index of 
refraction liquids for analytical and op- 
tical purposes,” says Mr. Cargille, “and 
production of this special liquid for gem 
refractometer. is «a logical development 
of our activities in this special field.” 

This high index liquid has been difficult 
to obtain in recent years, and the news 
of its availability should be welcome 
news to gemologists and. gemological stu- | 
dents. The Cargille liquid is priced at | 
$5 for 25 grams, is light in color and |} 
stabili ed to insure maximum life. 





The New Jersey RJA will hold its | 
Post War Conference and Banquet on 
Sunday, November I1, at the Essex 
House in Newark. Speakers represent- 
ing manufacturers and wholesalers will 
tell the members what to expect in the 
way of merchandise in 1946. 





He also claimed that ; 
| 
| 


New Method In Position Adjusting Developed By Charles | _— 
purdom Hailed By New York Horos At First Fall Meeting 


o— 





ol oF 
CELLULOID 
PARCHMENT, ETC 
Send for Catalcg 
277 HALSEY ST 


NEWARK 2, N. J 





Manufacturers of ; 


Emblem Yewelry 


32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


Also available, excellent designs in 

Gents Diamond Mountings, Stone 

Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 


Inquiries Invited 


546 S. Meridian St. + Indianapolis 4, Ind. 
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ART-CRAFT JEWELRY CO. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 
moonstones, amethysts and 


topaz set in earrings, pins, 
rings and bracelets. 


| West 47th St. New York 19 
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WATCHES: / (+ 4) | DIAMONDS 
CLOCKS - JEWELRY: SILVERWARE 





q The retail store of Davis & Hawley Nathaniel Goodman, Jewelers Buildin 








573 (ris a. Co., 966 Main St., Bridgeport, Conn., to employ ex-servicemen, T 
peatteitbledledeliadaR SCOR TOR ATICOS i has been sold to Gordon Sires. It is un- Lifset. pair of Tina cose tG 
derstood, however, that the store will join the Goodman firm following 
— » High Class continue to be operated by substantially years service in dental laboratory y 
Y/ the same personnel and under the same in the South Pacific. Eventually, he - 
JEWELER general policies that have prevailed in go on the road, covering the New Bs 
MODELMAKER the past. William C. Hawley will con- | land States. *® 
inue as president while Frederick B. ' ; > 
DESIGNER Hawley will remain as vice president. B. q The Century _ Manuficturiag ica 


: : ‘ idence jewelry man be 
J. Finn, former vice president and man- Syereenes 2 Y ufacturers, have 


ON y 
JEWELRY & WATCH CASES ager of Van Heusen, Charles Co., Al- moved to 101 Sabin Street, that city. 


ALSO bany, will take the new post of gencral where ‘they will have more flogg space, 
manager, . ° q New jewelry firms in the New Ep 

PRODUCTION & SPECIAL ORDER mere aa... | area include the Attleboro Wath Qin 
WORK FOR RETAILERS—MANU- q A “not too-advertised-because-of-Gov- Co. which will manufacture jewelry ang 
FACTURERS — JOBBERS—STONE ernment-restrictions” Gift Show at the later add a line of watch cases, Another 

DEALERS Parker House, Boston, during the week new firm is the Nicole Manufacturi 
P.O. Box 136 of Sept. 10, drew a number of out-of- Co. in Providence, which wil we 
Kk. NYGAARD Waterbury 85, Conn. | towners, the following being noted in tan haley ill manufae- 

formerly of Paris and Geneve local jewelry circles: John E. Palmer, bs IE ry ais 








Claremont, N. H.; Lindsay G. Trask, q Ernest Waterman, official of the She. 
Farmington, Maine; Leonard Vancore, field, Inc., of Attleboro, has left that 
Colebrook, N. H.; Henry L. Desjardins, firm to become a partner in the Colonial 
Beverly, Mass.; Mr. and Mrs, Frank Sul- Stone Jewelry Co. which will be located 
livan, J. P. Howes Co., Keene, N. H.; in the Hillman Building, North Attle. 
pe Downey, Newport, N. H.; A. J. boro. : 

aRochelle, Rochester, N. H.; J. W. : . 4 : 
Tappley, Presque Isle, Maine; Merwin q A. Bellin & Co., Providence jewelry 
Banks, N. C. Nelson Co., Concord, N. makers, has taken out 8 permit to build 
H.; .Harold Strand, Wood & Strand, a $3,300 addition to its manufacturing Q 
Northampton, Mass.; Mr. and Mrs. Har- building. 

vey Allen, A. T. Purdy Co., Gardiner, q Miss Helen R. Ostby has subscribed 
Maine; Orian Archimbault, Woonsocket, for a room in the new Rhode Island 














( rene ot rd ots ¥ R. I.; Mr. and Mrs. W. A. Sawyer, | Hospital in memory of her father, 
WATCHES anne oe Keene, N. H.; Harry Freeman, Harts as al C. Ostby, of Ostby & Barton, 
ee Pe 7817 sewel enmaret vith Jewelers, Quincy, Mass.; Irving Moody, who died while a passenger of the © 
and without Sweephand. Ladies Geld and Geld Waterville, Maine; Mr. Gaskell, of Gas- Titanic. Miss Ostby was with her father 
Ce A SESE Se kell & Hutchinson, Warren, R. I.; C. F. | on the ill-fated ship. | 

LOUIS VAN ZATSMAN Atkins, Bennington, Vt.; John L. Col- ; 
7 West 44th St.. New York 18, N. Y. lins, St. Albans, Vt.; Mr. and Mrs. M. q The J. A. Foster store in Providence ~ 
Phone: MU. 2-9883, MU. 2-9481. me L. Royal, Tick Tock, Jewelry Shop, was fined $500 by the New England War ~ 








Westbrook, Maine; Mr. and Mrs. A. R. | Labor Board for increasing bonus pay- 








Tevasseur, Saco, Maine; Milton D. ments without .prior WLB approval. 

. Hackett, Taunton, Mass.; and W. N. Having granted a bonus of about $2,400 

NICKEL SILVER Manning, Portsmouth, N. H. in 1941 for the latter half of that year, 

main the company in 1942, 1943 and 1944 gave © 

PHOSPHOR BRONZE q Wendell Hay, formerly a salesman bonuses in excess of the 1941 figure. The 9 
with Trefry & Partridge, and still in his | store believed that it was permissible to 

THE SEYMOUR MFC. CO. Navy uniform after three years of ser- double for those years the bonus it had 

SEYMOUR, CONN, vice overseas, is taking an occasional paid in the first half of 1941. The store 
turn behind the counter as he waits on | gdmitted the violation and waived hear, 








former customers while standing by for ings 

his discharge, which he expects shortly. ‘ 

WATCH ATTACHMENTS Then, he'll’ Le back ssveatneetly. , q The Rhode Island office of the OPA 
1 


4 K. GOLD . has charged the I. & S. Polishing Com- 
POPULAR PRICES q Hedley Trott, at one time associated pany and the Paris Enameling Company, 
immediate Delivery with the Waltham Watch Company, beth of Providence, with failing to meet 


si Waltham, end now operator of « jew- OPA regulations for filing base prices, 

vania /Jewetr o. || ¢lry store in Santa Ana, California, vis- | j14 methods of pricing. The OPA asked 

A Y ited old friends around Boston recently. U. S. District H heen for temporary and 
580 Sth Ave. New York 19, N. Y. ¢ Ue ; 











q Kay Jewelry Company, with a coast- permanent injunctions against the firms. 
. to-coast string of some 70 branch stores, P : a ee t 
- S38 y {; opened its most recent store at 505 Degg ste ei tegery hare Tu ail 
voimetlatic Washington Street, Boston, on Sept. 11, as added a line of children’s mu 


Keret Gold on Sterling : boxes and report that the demand is ex- ~ 
end STERLING SILVER = nny san Niee Glue aki obtine, cellent. The music boxes retail at $7.9 ~ 
REAL STONE JEWELRY one at 594 Washington Street, and the and are given window display. tt 

ibbliapesiese ea dhabince other at 75° Summer Street. The new 4 The war job of the American Jewels 7 

W. £&. RICHARDS CO. store fairly dazzles with its lights and Corp. of Attleboro was highly praised as 
ATTLEBORO, MAGS mirrored reflections. Cold cathode lights the firm received the “E” Army-Navy © 
extend along the ceiling from the rear “R” pennant on Aug. 30. More than 250 
of the store right out to the street. Show workers, the management and the super- 
windows extend back from the street visory personnel were lauded for theit | 
through heavy plate glass doors right part by representative members of the 7 
into the store, and mirrors at the rear armed forces. The quartz crystals pro-§ 

















give a double-size appearance to the duced in the Bi , Buildi h 
gney uilding have 
1s place. Ultra modern lighting fixturés, played a vital part in the winning of the 
api Vi i he showcases, and streamlined color effects peace, the audience was told. Mayor § 





a se —~drmanareermnaialecin <apuariite 9 Francis J. O'Neil of Attleboro was mas- J 
wane, sore, ter of ceremonies at the presentation. 
4 As part of the postwar plans of Major Roy H. Booth, A.C. of the Army & 
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THE JEWELERS’ CIRCULAR-KEYSTONE © 








le the presentation and 

\it oo tog oe by President Henry 

Following the ceremony, 

; ¢, Ostrander. nel was entertained at 
er es Lake Pearl. 

» on plans which will add 13,300 

(Espey of floor space have been an- 

ol by the F. G. Balfour Company, 

manufacturers of fraternity 

other jewelry Completion of four 

he on which work is to start at 

opportunity, will enable the Bal- 

t to operate under one roof. 

of the expansion plan is dis- 






: 


Ferzeol 













i part i 
t which calls for an entire 

= eee te face Riverbank Road. 
ity. Inc., men’s jewelry manufac- 
we, $l. of Attleboro, estimate business 
fad ‘ilities in the next few years will 
ase jor tripling of its war employment, 
to J. Carlton Bagnall, execu- 
a » vice-president. Pre-Pearl Harbor 
in wment was about 750 with war-time 
wt, pyment falling to about half. Thus, 
© Hin sees jobs for 1100 within the 
+ few years. Mr. Bagnall also de- 
ef- 4 that the company is rushing plans 
lat B sizable addition to factory facilities. 
ial ing the war Swank produced, among 
ed Bi. things, precision tools, radar equip- 


Tog and medals. 

jyank announces a liberalization of 
| up insurance plan for employees 
ia feed at increasing payments for hospi- 
expenses. The company said that 


™ June 16, 1943, to the same date 
year employees and their dependents 
. ed nearly $40,000 cash benefits. 
sr, fiiie Mason Box Company of Attleboro 
mn, is, suppliers of the jewelry manufac- 
he (ing industry, has acquired the prop- 
er mpot S. M. Howes, Inc. of Taunton, 
s, and will begin production there 
‘Bion as conditions permit. The com- 
c¢ By said that the increased output will 
at “Bite firm in a position to meet the 
Y- Buwted increased demands from the 
- : trade. 
r, ite Wm. C. Grube store in Apponaug, 
ve! Island is preparing a new de- 
he feiment for electrical appliances which 
to include refrigerators, washing ma- 
id “Hes, vacuum cleaners, radios and 
re asters. 
* “Piarking its twenty-fifth anniversary, 
® Armbrust Chain Company, Provi- 
A fer, has issued a pamphlet which 
» Peudes portraits of the executive per- 
r l and pictures of the various de 
 dments at work. 
*. He Treasury Department’s drive 
: income tax evaders in Rhode 
Bai has brought in almost a million 
* “Bars with most of the money coming 
, pajewelry firms and officials. Some of 
¢ @vasions are reported to be out- 
= Pitts of black market activity. Despite 
} lg sum already collected it is re- 
Wei that the drive is no more than 
Wied. The trade hears that much more 
‘ Bibe forthcoming from jewelry firms 
5 “PF ihat a few companies would account 
: the greater part of the total col- 
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ELERS’ SAWS 


Imported, Yellow Blades 
_ All Sizes—$6.00 per gross 
MILLIAM J. ORKIN Inc. 
re : — Estd. 1898 — 
PS Washington St., Boston, Mass. 
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4 Providence jewelry stores report that 


sales are holding up surprisingly well | 


when viewed against the layoffs in this 
area’s war plants. Christmas trade is ex- 


pected to be excellent with volume bol- | 


stered by sales of higher priced merchan- 
dise such as watches and other lines 
which were in very smal] supply last 
year. Meanwhile, many stores are mak- 
ing plans for sales of radios and it is 
possible that at least one store may 
broaden the field to include other elec- 
trical appliances. 





q The Perkins & Sadler jewelry store 


in Brookline, through changes in owner- 


ship, is now known as Perkins & Povall. | 


4 Massud G. Ayoob, formerly with the 
A. & A, Watch Repair Shop, Huntington 


Ave., Boston, has just opened a new | 


store for himself on Main Street, Con- 
cord, N, H. 


4q Hammers and chisels have been busy 
on the heavy walls between the Jewelers 
Bldg. and the Washington Bidg. open- 
ing a doorway into a large office in the 
latter. When redecorating has been com- 


pleted, D. C. Percival & Company will | 


expand their diamond department to the 
new location. This will give the Percival 
firm much-needed space, and in both 
buildings, with entrances in each which 
should prove of much convenience to 
visitors. Occupancy of the new addition 
is expected about Oct. 1. Meantime, 
Arthur Hardy has joined Percival’s sil- 
verware department, and Robert Parker, 
who has been working in war plants dur- 
ing the past three years, has returned 
to the watch department. Don Parker. 
formerly with the firm, is back after 
two years with the U. S. Army Air 
Corps in England. 


4 Donald Somers, of C. W. Somers Co., 
Washington Bldg., is expected home any 
day mw after extended military service 
in Austria. 


q Annual meeting and election of officers 
of the Boston Jewelers Club will be held 
on Friday, Nov. 9. 


q Members of the Boston Jewelers Club 
will hold a beefsteak dinner at the Hotel 
Gardner, Boston, on .Oct. 3. 


q Sam Berman, of Joseph Gann Com- 
pany, Washington Bldg., is back on the 
job after a month’s illness. 


q Arthur W. Fitt, jeweler of 26 West 
Street, Boston, has moved to 77 Sum- 
mer Street. 


q R. W. Nathan, 300 Washington Bidg., 
known as the “Mayor of the 3rd floor” 
is back after a vacation in Provincetown 
and Truro, Cape Cod, acquiring a won- 
derful snake bite in Truro while with 
Herbert Stranger of the same building. 


q George Downie, Malden, Mass., jew- 
eler, is back in his store “unofficially” 
after a month’s illness. 


q.R. J. Gorman, of Wollaston, Mass., 
whose wifg is carrying on his jewelry 
business while he is otherwise engaged 
by Uncle Sam in the South Pacific, re- 
ports he’s carrying on “a bit of jewelry 
business over there.” 


q D. S. Campbell, jeweler of Cohasset, 
Mass., is reported to have caught quite 
a string of fish on his vacation as well 
as a bit of sunburn on one foot which 
prevented his getting his shoe on. Mean- 
time, Mrs. Campbell, carrying on the 
business in his absence, received a severe 
electrical burn on her leg. 








CONSISTORY RINGS 
NOW READY FOR DELIVERY 








These Rings are made in 14-kt. with 
Palladium Eagles. 


GEORGE BLADEN, INC. 
RINGS 
LAFAYETTE BLDG. BUFFALO, N. Y. 
Samples sent to reliable Jewelers on request. 
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Freight prepaid in 





A superior polish 






— made by silver- the United States 
smiths for jewel- in specified mini- 
ers’ use andresale, Sl mum lots. 

REED & BARTON 


TAUNTON. MASS. 








Sold only direst to Retaliers 
WELLS MFG. CO., ATTLEBORO, MASS 

















“CHAMPION” RING GUARDS 
Easy te insert & Adjust 
ASSORTED SIZES 
10K GOLD—$3.50 per Oz. wy 
GOLD FILLED—$1.75 per Dz. us 
Orders Attended to Promptly 
CHAMPION JEWELRY CO. 
37 MAIDEN LANE 
NEW YORK 7, N. Y. 























CALIFORNIA CHARMS 


Our attractive line of fast moving sterling 
silver charms including exclusive movable num- 
open to jobbers. 

For details write 
CALIFORNIA JEWELSMITHS | 
Mfr's of Gold & Sterling Jewelry 
430 South Broadway, Los Angeles 13, California 
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TOPPER LIGHTERS 


_ They retail for $2.00 
COST YOU 


$1.20 


Less 2% 


They're in a smart, 
streamline design 
—of heavy alumi- 
num—with rounded 
edges. Fully guar- 
anteed. The quan- 
tity is limited— 
but new shipments 
are expected daily. 
Orders will be filled 
in rotation as re- 
















BALTIMORE STREET AT HOPKINS PLACE 
BALTIMORE (1), MD. 


oT Lf Being | 
Chang bles Ist 


KOHNER’S 


16) U ar af ee 


U Ala K. mrain ws “We . 


“QUALITY” 
““SERUICE”’ 
‘“UARIETY”’ 


‘in The Future—Try Kohner First’’ 


MAK KOHNER 


Wholesale Jewelers Since 1885 


21 W. BALTIMORE ST. 
BALTIMORE 1, MARYLAND 


“An Institution of Dependability” 
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q The Wills Jewelry Store of 2 North 
Palafox Street, Pensacola, Fla., has 
changed hands. Run for the past 10 
years by Mrs. Bessie Wills, the store is 
now owned by M. J. Savelle of the 
Savelle Jewelry Store, Albany, Georgia. 
and the Savelle Jewelry Company of 
Moultrie, Ga. 

q The Goff Jewelry Company: of Sara- 
sota, Fla., hit the pages of the Sarasota 
Tribune recently when it was discovered 
that the personnel of the store consti- 
tutes a sort of minor United Nations. 
Lucille Licata, store manager is of Ital- 
ian descent; Ruth Greenstein is Jewish; 
Marjorie Ackerman is Canadian; Julic 
Loiselle is French and Doris Gault is 
Irish. It might be added that this is a 
very feminine United Nations! 

q The Stieff Company, silversmiths on 
Keswick Road in ‘Baltimore, though still 
engaged in some war work, is nearing 
completion of its. government contracts 
and has started preparations to get back 
into its regular line of production. 
Among the pieces to be produced in the 
near future are coffee and tea pots, salt 
shakers, ete., in the famous rose pattern. 





~ 
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q Silvain 
telberg Jewelry Company 

Mr. Holden, a native yr ye 
assistant buyer with Finlay Straae 2 


Holden has joined the 


Baltimon, 
we 


New York for nine and a half Years 
q Mrs. Minnie A. Jahnke of Rich 
Va., was recently the subject of a 5 
terview in that city’s News Leader, Ms 
reporter asked Mrs. Jahnke whe 
been selling antique jewelry for the 

50 years, what she thought of the bs 
war prospects for women in bung . 
Mrs. Jahnke, who has had wide pa. 
rience not only in antique jewelry batt 
appraising, designing and diagnosing th 
eccentricities of clocks, told the re 
that she thought women would fing the 
jewelry business very attractive, Said 
she: “I think it would be a shame for 
women to give up now that the war is 
over and many are _ pessimistic about 
their future in business. Ag for the 
jewelry line, I have done my best bug. 
ness in the last year and a half. With 
the lifting of the luxury tax,” she added 
optimistically, “business ‘should be eve, 
better.” 


FETE 


‘3 


The Norfolk-Portsmouth Retail Jewelers topped their year with a bang-up dinner meeting, 
Members heard Harry J. Bromley of National Jeweler tell of rosy post-war era. 


4q The Norfolk. and Portsmouth Retail 
Jewelers’ annual banquet was a thing of 
splendor, to hear its members tell it, Not 
only was there a fine dinner attended by 
65 of the twin cities’ citivens at the 
Hague Club, but the. guest:,speaker was 
Harry J. Bromley of the National 
Jeweler.’ Mr. Bromley predicted more 
merchandise,’ many . weddings and con- 
siderable prosperity.. Votes of thanks 
were given the secretary, C. P. Harmon 
for his work in planning the banquet, 
and Frank Driesell, past president, for 
his work as president. Current officers 
are H. A., Goldberg, president; L. ‘B. 
Rocke, vice-president and Mr. Harmon, 
secretary. 


q There’s one candle on the. birthday 
cake of the Rose Jewelry Company of 
Bluefield, West Virginia. Open in Au- 
gust, 1944, the store celebrated this year 
by staging a mammoth sale. 


4q Baltimore has a new jewelry store: 
Century Jewelers, Inc., located at 234 
N. Eutaw Street. Opened early in Sep- 
tember, the new shop is a credit estab- 
lishment. ‘ 
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It’s Worth 
Looking Into | 


See page 274 | 


U.S. JEWELRY CO. 


WHOLESALERS 


BALTIMORE-1, MD 














ALBERT S. SMYTH C0. 
WHOLESALE 
DIAMONDS - WATCHES 
@®@ JEWELRY ®. 

5 HOPKINS PLACE, BALTIMORE, MD. | 
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Men's 
‘ation is calling « meeting of the 
eye Directors to plan the first 


Street Business 





The , Sansom 


e 





imo 


Ds Was ing to be held since the beginning 
» The, aS iar: The first general meeting 
. m be held the first week in October. 
mond, |" 1 Davis, 713 Sansom Street, is re- 


(So 
nodeling 
commodate 
makers. 


Ben Mazer, 713 Sansom Street, has 
(od the store at 122 S. 8th Street, 
es Sherman & Co., and will occupy the 
new quarters after October Ist. 
Jack Shuster, is back in the United 
states, after almost two years active 
duty in the South Pacific. During that 
time he was awarded the Bronze Star 
jor gallantry in action and the Purple 
Heart for wounds received. 
about | ( Herman Dubrow, Arthur Aisenstein 
md Mickey Orloff, sponsors and or- 
jzers of the new Philadelphia Dia- 
gond Club, are readying plans for the 


his watchmakers shop to ac- 


three additional watch- 


=? pAp”’SREREwTH ~° s 
Sekes ele Bib gos 


With ist meeting. The plan is to pattern 
pes. he club after the New York Diamond 


Dealers Club and add a few innovations 
p fill the needs of the men of the street. 
All of the diamond dealers of the street 
sho have businesses on the street are in- 
sited to join. The first meeting of the 
dub will be called for the early part of 
October. 

‘}(isadore Nemirofsky, 124 S. 8th Street, 
fion September 15th for Florida for 
th’s vacation. 

Spiegleman, son of Jack Spiegle- 
i, of 7271 Sansom St. has just landed 
Pearl Harbor, the same day the Japs 
gked the Yanks to forget all about it. 


- 











Diamonds, Walehes, 
Yours Truly mies, Vovelties 
Malorials, Tools & Lupplies 


AGS 
When Cvailable: 


, bigins, Westelox, 1847 
Community, Seth Thomas 


Nanni ng , aan Cppliances 


Pa 


















» BOWMAN 


Technical School 






Watchmakers 


Jewelers 
pook tet. 







Engravers, 
Write for free 
“Help Yourself t e Better 


Future 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 
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see 1 
| ii 
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Hl &7 veers’ service 
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Courses for Success for | 
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q M/Sgt. Armand Jacoby, formerly of 


Jacaby ‘&. Wiess, 706 Sansom Street, is | 
expected’ “home on furlough on ‘October | 


_ Ist. 
q Sidney Rosen, formerly of the House 


| 


of Milner, and more™'recently of the | 


Signal Corps has joined the force of 
Mickey Orloff, 713 Sansom Street. 

q. Yvette Cohen, has assumed secretarial 
duties for Ben Mazer, of 713 Sansom 
Street. 

q Samuel Lieberman, 713 Sansom Street, 
has moved his business to Los Angeles, 
Cal. 
q The Horological Guild of Philadelphia 
held its regular meeting at the Frank- 
lin Institute on Tuesday evening, Sep- 


tember 11. Plans are in operation for | 


holding classes to instruct members _ in 


all specialized branches of watchmaking. | 


q The Retail Jewelers and the Horo--| 


logical Guild committees are now work- | 
ing on plans for apprenticeship training. | 


Good progress is being made. 
q Philadelphia’s 
maker group No. 12 demonstrated to 40 
members of the trade the new method of 
adjusting watches to positions at a 
meeting in -the Chamber of Commerce 
building. The watchmaster-watchmaker 
group No. 12 was formed by the follow- 
ing watchmakers: Leonard Spinner, El- 
wood Mayall, Joseph Cairone, Herbert 
Holt, Herman Pedrick. The group is 
calling for watchmakers interested in 
taking a test in this type of adjustment. 
Practice periods and examinations will 
be set up for the benefit of the trade. 
For details contact Herman Pedrick, 
Bailey, Banks & Biddle. 





Excise Taxes Have Served Their - 
Purpose, Says NRDGA in Letter 
To Senate Finance Committee 


Most excise taxes have “served their 
purpose and their retention threatens 
the effort to maintain business activities 
and create employment,” said the Na- 
tional Retail Dry Goods Association in 
its recommendations to Senator Walter 
F. George, chairman of. the finance com- 
mittee of the Senate. The only excises 
cited as justified were those on tobacco | 
and liquor. 

Highlights of the suggested tax pro- 
gram includes: Repeal of the. excess 
profits. tax as of Jan. 1, 1946. 

A downward revision of the entire 
surtax rate schedule.* It held that the 
total income tax levied on any indi- 
vidual should in no case exceed 50 per 
cent of his taxable income, with appro- 
priate revisions of the rates in the lower 
brackets. 

Now. that the war is over, the re- 
tailers revert to their traditional opposi- 
tion to a general Federal sales tax at 
any step in the economic process. 

In the matter of corporate taxes, the 
committee holds that corporations should 
be subject to one tax only, to be levied 
on corporate income at the same rate as 


watchmaster - watch- | 





the combined initial rates: on individual 
incomes. 

The two year net loss carry-back 
should be continued for two years after | 
the excess, profits tax is repealed, the i 
committee contended. i 





UNDER NEW OWNERSHIP 
S. GOLDIN & CO. 


124 South 8th Street 
Philadelphia, Pa. 


Watchmaker’s 
Tools and Materials 
Jeweler’s Findings & Supplies 


Bessie Goldberg Possoff — Oscar Goldberg 
WITH OUR COMPETENT STAFF 


Frank Di’Nunzio Bobby Rhueban 
Aaron Isreal 











BEN BRODER 


Wholesale Jeweler 


FOR IMMEDIATE SHIPMENT 


WINDING STEMS 
imported from Switzerland $2.20 doz. 
Bulova 6AM 6AF SAB 7AM 7AP 8AN 
9AF 10AN 
A. S. 970 984 976 340 345 1012 
F. F. 120 125 150 155 170 175 


Benrus BB AK ARAN S AN W 
Gruen 270 400 410 300 328 


280 Market St? NEWARK 5, N. J. 











BELMAR CREATIONS 
Watches & Jewelry 


¢ Louts SickLes « 


1015 Chestnut St 


Philadelphia 


New 


> 


West 48th St 


‘ 1 
YOrk 








BYARD fF. BROGAN 


Monelectures of Listinctive Diamond 
Mountings and Wedding Rings 
on Suieanifeen Philadelphio 











CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


Watch Materials — Jewelers Supplies — 
Watch Cases and Dials to Match 
SPRING RINGS and SISTER HOOKS 
In sterling silver and yellow gold filled 


JUMP RINGS 
in sterling silver and yellow 


134 So. 8th Street, Phila. 7, Pa. 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Sireets 
PHILADELPHIA, PA, 
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Established 1923 = 


pDiAw ON DS 


and Fine Diamond Jewelry 






@ BOUGHT 
@ SOLD 
@ QUOTED 





Your inquiries Solicited 











ALWAYS USE 
* THE NEWALL 
? = "Finger Print” System 
as WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
Your Jobber ~~, 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 





~ 














DIAMONDS 


...all sizes 
and qualities 


r D 
7 eal An + 7 , | 
N ele Kelas Rate ew 


Write, Phone, or Wire 


AMERICAN 
DIAMOND SYNDICATE 








Gold-Silver 
DLATING 


“ASK ABOUT” 


PHODANIZE 
Resistant of Sernishs 


TRADE MARK REG. U.S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


10 S. Wabash Ave., Chicago 3 CENtral susy 




















GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA. Ine. 
Dept. J-10, 541 8. Alexandria, Los Angeles 5, Callf. 
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4 Allen Pinero, representative of Le 
Stage Mfg. Co., in the Chicago territory, 
who has been sojourning at his cduntry 
home, Bon Air, on Indian Lake in the 
Michigan upper peninsula, for the dura- 
tion was in Chicago recently enroute to 
Boonville, Missouri, to enter his son in 
his old Alma Mater, Kemper Military 
Academy. 

4 Goodwin Kaplan, Chicago and midwest 
representative for David Sarkin, Inc., 
New York, has been appointed to cover 
the additional territories included in the 
St. Louis area and the entire state of 
Wisconsin. He has already made his 
first trip to these sections and reports 
enthusiastic acceptance of the Sarkin line 
of rings and diamond merchandise. 

q On the evening of February 16, 1946, 
at the Drake Hotel the Golden Roosters 
of Chicago will celebrate the 25th anni- 
versary of the organization, the occasion 
being the annual dinner dance. The or- 
ganization of the Golden Rooster was 
effected on February 10, 1921. For dis- 
tribution on this 25th anniversary an 
elaborate historical book containing pic- 


tures of the present mem i P 
prepared. bership i being 
q Philip Tolchin, Manager of 

Co., office in Los Ange. Rind: 
two he at the home office jn Chien 
last month with his broth 

Al Tolchin. Sr and partner, 
q Chicago Jewelers Associat 
nounced that its 71st pre bn Me 
will be held at the Stevens Hote} on 
urday night January 5, 1946, and alress, 
extensive planning is under way.’ 
q Among robberies and thefts rep 
recently to police in Chicago w 
Albert Wechler owner ot ~~ 
Jewelers at 1719 W. Chicago Ave, aaj 
C. D. Peacock, corner of State and Mon. 
roe Sts. Mr. Wechler said he was aj 
in the store when two armed men tis) 
him up with wire and looted the store 9 
$4,000 in merchandise. A Monroe g 
window of Peacock’s was smashed 
completely depleted of ite watch display 
q L. P. Black, associated with the trai 
in Muskegon, Illinois, for many ye 
has opened a jewelry and pawnbroke 
store in that city. 








Elgin National Receives 

Certificate of Safety Achievement 

From U. S. Department of Labor 
The Elgin National Watch Company 


| has received a Certificate of Safety 
| Achievement from the U. S. Depart- 


ment of Labor for cutting its accident 
frequency rate by more than 50 per cent 
for the last six months of 1944, as com- 
pared with what it had been for the 
last half of the previous year. A reduc- 


i tion of at least 40. per cent was necessary 


to qualify for the award. 

In a letter informing Earl F. Wolf, 
Elgin’s safety director, of the award, 
former Secretary of Labor Perkins 
wrote, in part: “May I extend my per- 
sonal congratulations upon this achieve- 
ment. I trust that the certificate will not 
only attest to the fact that you cooper- 
ated so splendidly in our nation-wide 
campaign for a 40 per cent reduction in 
work injuries, but will also serve as a 
permanent reminder that accidents can 
be prevented and that their prevention 
is beneficial to your own operations, to 
the health and well-being of those who 
work for you, and to our national 
economy.” 





Chicago Jeweler Surprises Bandit 
When He Returns Unexpectedly to 
His Store to Keep Out of the Rain 


Knowing when to come in out of the 
rain saved Walter Heurich, Chicago 
jeweler, several thousand dollars worth 
of merchandise early last ‘month. 

A thief, who had been busily engaged 
in breaking and entering for two nights 
was caught red-handed when Mr. Heu- 
rich ran back to his shop at 4026 Mil- 
waukee Ave. late on a stormy night just 
as the rains came. $ 

For two nights past, Herman Froeh- 
lich, 64, had béen making his way into 
the jewelry store through a neighboring 
shoe establishment. He carried - with 
him a bag of heavy tools, including saws, 
drills, lever bars and hammers as well 
as a portable radio tuned to police calls! 
After a few hours of hacking the burglar 
made his way through to Heurich’s store. 








It was at this point that the ép 
broke, catching the jeweler at a he 
open-air carnival wearing a b 
hat. To save the hat, he dashed back 
the store for shelter, only to find 
dences of the break-through. 

He tiptoed to his telephone and calle 
the police. In spite of the thief’s 
equipment, he did not hear the 
call since at the time it came over { 
radio he was outside stowing his lm 
away. The police seized him just ast 
rain stopped. He 


Corregidor Radio Man Is Freed 
After Three Years in Japanese 
Prisons; Wore Diamond on Dogtag 


The last man to send a mess 
through from Corregidor is free agai 
He is Sgt. Irving Strobing, nephew « 
Max Friedman of the Longines-Wit 
nauer Watch Co., who spent May 6, 194 





‘at his wireless key, sending messages 


hope to the outside world as he waite 
for the Japanese to come and get | 
garrisen. 

After three and a half years a 
prisoner, he’s free again and seems lk 
a man who has awakened from a |e 
nightmare. During his entire impris 
ment he never knew whether or not 
message got through to his mother 
Brooklyn, N. Y. He had no idea of# 
progress made by our Armies 
surprised and delighted, he told an ini 
viewer in Manila, to find Americans 
Japanese territory. 

sergeant’s most serious tre 
during his imprisonment came as the 
sult of a sentimental attachment for 
piece of jewelry, his uncle told us. 

His mother had given him a gold # 
diamond ring for his confirmation wh 
he treasured highly. A Japanese guar 
made several attempts to get it f 
him by force but finally Sgt. Strot 
devised a method of keeping at least t 
gem out of sight. He broke the ring 
pieces, removed the diamond and @ 
cealed it by securing it to his dog? 
with adhesive. He thus carried his 
worldly possession around his neck 
this September. 
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They’re Coming Home 








—— 


ew York harbor is alive 
pea _ of men who are getting 
- first view of the States in many 
ad onths. These men, from all walks 
hte, with myriad interests and, per- 
- widely divergent viewpoints, agree 
on one thing—“It’s good to be home. 
Here are a few - the jewelry industry 
e to stay: 
win Ore hs Ge Soon son of Nathan 
Stone, of Stone & Co., New York dia- 
mond cutters and importers, Is now back 
home to stay, we heard recently. Lt. 
Stone entered the Army over three years 
and was assigned to the Intelligence 
Service. Eighteen months ago he was 
transferred to the 15th Air Force in 
Italy. Lt. Stone goes from army life to 
the life of a diamond expert with—you 
essed it—Stone & Co. 

Lt. Col. Harry D. Henshel is back, 
too, after serving overseas for 21 months 
on General Omar N. Bradley’s staff. Col. 
Henshel is resuming his activities as di- 
rector, vice-president and secretary of 





lt. Col. Harry D. Henshel ‘receiving the 
bronze star from General Raymond G. 
Moses last June in Weisbaden, Germany. 


the Bulova Watch Company. The Colonel 
was formerly general manager of radio 
station WOV, New York. Keenly inter- 
ested in sports, he is active in the Metro- 
politan and National Association of the 
Amateur Athletic Union. 

(Richard Hug, who conducted a jewel- 
ty store in Wyoming, Ohio, before enter- 
ing the service, is home after three years 
in France and Germany. He’s now work- 
ing for his uncle, Andy Hug, of the 
Schemel Jewelry Store in Cincinnati, as 
a watchmaker. 


' qPvt. Philip Sauer, member of the Town 


Criers of Cincinnati and former corres- 
ent for JC-K in that city, visited 
family recently. He is with the 
ered Tank Division, Fort Knox, 
y: 
q Hyman Koenigsberg, salesman with 
Newstedt & Co., reports that he was 
with General MacArthur when the Amer- 
leans marched into Tokyo. 
4 Lieut. George MacMonagle, formerly 
with the novelty department of A. Stow- 


ell Company, and more recently with 


the Army Air Forces in Europe, is back 
with the Stowell firm following his dis- 


charge after two years overseas, 


m «Ensign Heywood B. Macomber, Jr., 





Whose Dad is with Shreve, Crump and 
low Co., was aboard the U.S.S. Brax- 
ton and among the first to land in Tokyo 
after VJ-Day. 


For OcToper, 1945 





q The many friends of Lt. Col. Eugene 
H. Valle were happy recently to learn 
that he is well after having been through 
three years of very active service with 
Gen. Patton’s army in Europe. Col. 
Valle has been awarded the Bronze Star 


LT. COL. E. H. VALLE 





Medal, Purple Heart, five battle stars, 
and wears six overseas service stripes. 
Before entering the service Col. Valle 
had offices at 170 Broadway, New York, 
where he dealt in fine gems. 

q Corp. Harry J. Miller, who just re- 
turned from overseas, after being in 
the armed forces for two and a half 
years, will be discharged shortly and 
will resume his duties as a partner in 
Miller Bros., Dallas, Tex., importers and 


HARRY J. MILLER 





manufacturers of diamonds, mountings 
and jewelry. He will soon be calling 
again on his friends and customers ip 
the Southwest. 





q Captain E. W. Benjamin, watchmaker 
of North Kansas City, Mo., is shown 
here with his “grasshopper plane” which 
is named for his wife, Mary Jean. Capt. 
Benjamin is an AAF liaison pilot at- 
tached to the Field Artillery in the 
Mediterranean theater, He has 17 com- 
bat missions to his credit. 

















ANOTHER 


a PRP FE Original / / 


Beautifully Finished—American Made— 
Heavy Sterling 


MAN'S IDENT—$36.00 Doz. 


Medium Weight Sterling 


LADY'S IDENT—$18.00 Doz. 
HEAVY STER. CHARM CHAIN 
With Sister Hook—$12.00 Doz. 


Morrey Ht eS 7: 


55 E. Washington Chicago 2 














eContracts Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO.—370-7th Ave., N.Y. 








ATTRACTIVE 
JOB 
ENVELOPES 
IN COLORS. 


SPACE FOR 
YOUR NAME 


H. PAULSON &@ CO. 


7 $O. WABASH AVE n 













WATCH DIALS 


REFINISHED 


MICHIGAN DIAL REFINISHING Co. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 





















ficome WATCH CO. 


5S S.WABASH AVE. CHICAGO ILL 


USED WATCH 
MATERIALS 


USED MOVEMENTS 1) 2 
Good Condition 
Goed Dials 
= s 
altham 
7J, $2.50—15J, $3.50 THE PRICE OF 
Ig Size Hunting, | NEW MATERIALS 
Elgin, Waltham 
7J,$1.25—15J,$1.75 Wheels, pinions, 
18 Size O.F. pollet forks, etc., 
Elgin, Waltham 
73. $1.50—15J, $2.00 for all watches. 
6 Size Elgin, Wal- Send sample of 
them, Hunting what you want! All 
7J,$1 eaten Guaranteed! Remi? 
ec 


: # satisfactory 
63.$2.00—15.82.80 | °"” 
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WE specialize in special 
order work. Send us your 
specifications. We'll sub- 























q Lars Olsson held his garden party for q Fannie Hartman (Frank Hers 











mit a design without the Gerwe-Brown group August 14. It Co.) visited Chicago combining a buy. 
mec was quite a coincidence since it was the ness and pleasure trip. 
obligation. same night President Truman declared q Jack Hughes, who formerly had char 
the war was over. Everyone doubly en- of the Chinaware Dept. at Herschede, 
THE SCHUMER BROTHERS C0 joyed the celebrated occasion. Badmin- | reports he now is a captain in the A us 
. ton and cards were indolend. ips lack (H is - = gers rope! Tmy 
actu eweler. Armacost won the prize in the n- erschede’s reports that bus 
. yg whe 5 ai A i aie ton contest and Walter Bleske won the becoming even more “brisk” Prmmpc 
5 E. Third St. Cincinnati, Ohie bridge honors. merchandise such as silverware, clocks 
q The new jewelry stores anes open- and watches are more plentiful, 
ings Sept. 8—Alvin Roethenpohl, 


Im- q On and after October 1 the 
wood Pl.; Doyle J. Goch, Ludlow, Ky.; Kovac Co., wholesale jewelers, vil'y 


“Horologist” Jewelers (the two proprie- located in their new and larger quarters 
D | AMO N D-C UTTI NG tors are Herb Huel and Mike Bachman, at Room 608 Enquirer Building, 67 
727 E. McMillan St.). Vine Street. The firm began operations 


4 Mr. Geo. E. Brown of the Gerwe in February, 1940, at 24 E. 6 Street, 
Brown Co. is entertaining his nephew, 


EXPERT WORK “Buddy” Knight, who has returned home | Cost Absorption Must Stay 
after being with our fighting forces for OPA Administrator Bowles in R 
FAST SERVICE 





over three years in Europe. All his 


° ° 5 * 
friends are glad to know he will be dis- To’ Retailers’ Recommendations 





charged. His brother, Donnie, will also A proposal by the Retail 
be home any day now. on Cost Absorption that retailers je 
LITWIN & SONS q Hal Thorpe (with Robt. Hummel) has allowed to pass on _ increases ty 
ia just returned from his vacation. the consumer was flatly rejected by 
114 West 6th Street, Cincinnati, Ohio a Clifford Bennett of the Frank Her- Chester Bowles recently. 
schede Co. is now away enjoying a va- Describing the cost absorption 
cation. as the “cornerstone of price control,” 





4 Mr. and Mrs. Ed Herschede with the | Mr. Bowles wrote to Dr. Paul H, Ny. 
Frank Herschede Co. returned from a | strom, chairman of the retailers’ com. 
vacation in Canada. mittee, that “I cannot belive that these 


KLEIN BROTHERS | | ¢ me & mre, thas p Gtitser,jemcler | Jedpment:” OFA, he sald, would op 


| | wedding anniversary. with the policy as planned,” but 
C OM PA N Y 4 Harold Archer, with the Stuart Jewel- | he invited retailers to meet with the 
ers of Little Rock, Ark., is visiting with | #gency to help work out the “ways and 


“ means” of putting the program 
ak as oe ee eee effect in as practical a: way as 


WHOLESALE JEWELERS 4 Bob Rothen, of the Parker Pen Co. sue the ge a c 
reports that Geo. Friedenberg, who for- | * — woul ae bl ame be 
merly used to visit Cincinnati for the | ™& tc i cante, Tease 
Parker Pen Co., is in fine health and the bilizatio -* eelicin baer meg by Fa : 
ENQUIRER BLDG. CINCINNATI, 0. p ipeapaae Geo. will be visiting us Truman, Vir. Bowles - replied that 
4 Cliff Flint, with Carroll’s Jewelers, 5th | thought the policies were “sound, wit 


; and necessary.” 
& Main Sts., returned from a pleasant “In effect what you suggest,” sald 

























vacation. . «s 
: the price administrator, “is that we im- f 
H G Id * qW. E. ne. Pay ey een mediately remove price controls from | §$ 
. all y reenwe tm | returned recently after being away quite | what you call non-essentials, irrespe | 
a while on account of ill health. He is tive of how high prices would go if un R 
The House of Quality and Servic back on the job now and the boys wish controlled, and that for the rest we f 3 
IS WEST 7th STREET, CINCINNATI, OHIO him the best of health. adopt a pricing system which would re 3 
. q Visitors included: Carl Zoellner and sult in a higher price each time any 
VIRGIN Diamonds wife, Portsmouth, Ohio; Walter Bentel, | increase occurred.” The experiences 
Hamilton, Ohio; H. H. Limes, Greenfield, | during the period following World War | — 
CELLINICRAFT Jewelry Ohio; Jack Hagel, Washington, Ind.; I, he pointed out, showed that the use lew 
‘Tommy” O’Connor, Elgin Watch Co.; of cost-plus pricing is the “sure road to 
ELGINS @ HAMILTONS (Zones 7, 8) Thomas Kuhn, Diamond man, New York. | catastrophe.” The OPA will remove |i} 
Lines ef quelity and style that give you pro- q Robert Stocker, with Rosfelder Bros., | price controls as quickly as 
tected profit. You can recommend these lines récently returned from his. vacation. without endangering the stability of the 
te your customers with confidence. q Pat Patterson, who was with . Klein economy. 





Bros., has been discharged from the ser- 
vice and is traveling his old territory. 

4 Robert Gau, former office manager of 
Klein Bros., is now enjoying a furlough 


and will be back with Klein’s soon. 
PROMPT SERVICE ALWAYS q Mr. E. B. Jacobs, of Jacobs & Son, 
recently returned from his vacation from 
Rangley, Me. J. D. Jacobs and wife re- 
GERWE BROWN C0 turned from Cape May, N. J. 
™ ® q Maurice Solomon recently returned 


from a business trip in the east. 











DISTINCTIVE 
JEWELRY 
WATCHES 

















q More visitors: Mr. Don Harshman, DIAMONDS 
Wholesale Jewelers Connersville, Ind. and E. B. Eblan, en. 

Jellico, Tenn. = BS SONS 

q Mr. Bennett, of the Frank Herschede THE D AcO 

Co., enjoyed two weeks’ vacation in At- Wholesale Jewelers 

lantic City and Chicago. 811-13 RACE STREET 

q Mr. Frank Herschede returned re- CINCINNATI 2, OHIO 








| cently from a fishing trip in Canada. 
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ring the long summer’s rest, 

ood rolling was done on the 

iat rer) it of the Bowling League, at 
ee se E. B. Horn Company was 
wich against Bigelow-Kennard’s team; 
ees & Murphy rolled against A. 


Thomas Long vs. 


fee FF 


mpany ; 

wal ton Company, and the Frank 

B dreau team took on that of Smith- 

s. eon Company. Roy Clarke, of 
cks 
an- 
be 
ers 
617 
Ons 


Strike. 





BPsaaes Pest F*sQ Forz =. 





EB, Horn Team vs. Bigelow Kennard. 
Standing left to right, Herb Loynd, of 
E B. Horn's, aiid Jack Ramsay, of 
Ripley Howland. Seated are Rogers, 
am, tad Shinegold, all rolling for 
ligelow-Kennard, and McKenna and 
West, rolling for E. B. Horn. 


hwelry Store Sales Up 9 Per Cent 
bNation During August, Early 
Census Report Shows 


Sales in jewelry stores were 9 per cent 
- |igher for August 1945 than for the 
) | Me month last year, according to a 
fliminary report of 34 states issued 
Wthe Bureau of the Census. Measur- 
igup favorably with the overall retail 

of plus 7 per cent, the jewelry 
fires’ total also is an increase by 2 
frcent over July of this year. 
Most states are holding steady, with a 

increase over last year, but some, 
Wably Montana, Wisconsin, Alabama 
ad Utah, show an unusual increase. 
lontana sales were up 88 per cent, Wis- 
tmsin, 21 per cent, Alabama, 18 per 
tt and Utah 20 per cent. 
On the other hand, 2 states show a 
terease. These are Arkansas, down 5 
recent and Vermont, down 1 per cent. 





Wr OcToBEerR; 1945 





Mite Mahar of Harkins & Murphy Makes a 





ton Bowlers Roll Up High Scores 
at Opening Meet of The Season 


Thomas Long Company, was high single, 
with a score of 307 for three strings. 
The boys all averred that as soon as 
they got into the stride set by Mike 
Mahar, of Harkins & Murphy, who had 
various strikes and spares to his credit, 
they will put on some keen competition. 
The opening meet was staged at the 
School Street Alleys. 





Scorers at Boston Jewelers Bowl- 
ing League Opening Night, School 
Street Bowling Alleys. 





6 xii calli 


The Thomas Long and E. H.. Saxton . 
teams in action—Standing, left to right, 
"Izzy" Rosenberg, bowling for Long's, | 
and Anthony Marino, bowling against | 
him for Sexton's. Left to right in the 
rear are Roy Clark of Long's, scorer, 
Magnifico, Allen, Ware, and Bessler, 
with Carl Lawton of Sexton's in the 
rear. 


Wartime Building Controls Will 
End Oct. 15; Most Materials In 
Good Supply; Wood Still Tight * * 


With the revocation of the Construc- 
tion Order L-41, scheduled for Oct. 15, 
jewelers can proceed with plans for re- 
modeling and renovation of their stores, 
as well as construction of new buildings, 
subject only to the availability of mate- 
rials and labor. 

WPB reports that brick, cast iron 
pipe, gypsum board, clay sewer pipe, 
structural tile and asphalt roofing mate- 
rials are the only key building materials 
which still seem to be in tight supply. 
Lumber has not eased up entirely in 





GRAFNER BROS. 
GENERAL LINE — 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 




















some communities but this situation is 
already improving. 


TT 


BUZZ-Z-Z-Z-Z—Retail $35 





IT’S-A-HONEY...!!) 
Sterling Gold-Finished 
Rhinestones—Simulated Pearls | 
Urie F. Mandle Co. York 16. ast 


; 








CHAS. ASCHERMAN=: 
AND COMPANY * 


—_ 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bidg. | 
CLEVELAND 14, OHIO 








<j .-- 








LIGHTERS 
Mexican Sterling Silver 


$7.95 each MEN'S SIZE! 


WORLD MERCHANDISE CORP. | 
9 West 20 St. New York 11, N.Y. . | 
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Where to Buy NEW RETAIL ENTERPRISES 
IMPORTED a. 


























————___| 
x Name and Address Owner or Manager 
China and Glass Oxford Jewelers, 326 Niagara St., Buffalo, N. Y......... --Louis Dispenza & p, ; Jou: 
Cirincion 

Flint’s Jewelers, 246 Genesee St., Utica, N. Y.........-..+- Mr. & poy Joseph Flin pene 

Nicks Watch Shop, 131 Broad St., Kingsport, Tenn........ Nick Andrews t | depa 

Adam O. Wilbert Jewelry Store, Appleton, Wis............. pany, 
a. Importers of Charles Heisler, 234 State St., Albany, N. Y............+.. Kenna 
7 ENGLISH CHINA Elliott’s Credit Jewelry Store, 28 W. Main St., Meriden, ‘unctic 
aa Conn. ........ selmntale < GU Sita ss 5s.c sls cee eens +004 Valmore H. Ouellette J t 

R. G. Tyack Jewelry Store, Goldendale, Wash....... pe et Stree 

EARTHENWARE ——— Jewelry Company, 125 North Travis St., Sherman, 

MIB oxic 51 dito wea Soee erates a enti ee eee Sr aiale-a bi cassie pets Monroe Orend Fae 
Steck and Import Partners Jewelry, Inc., 11 East 47 St., New York City..... ue dent ' 
FONDEVILLE & CO., INC. Welborn Jewelers, Pickens, S. C. .. ...ccesccceceeseeeee: Mr. & Mrs. Geo. Welbon . 
149 Fifth Ave. New York 10, N. Y. H. E. Setzer, Jeweler, Mooresville, N. C......ccccccccecees Gruen 

: AL. 4.0104 Hosp) 
five m 
LOST, STRAYED OR STOLEN The owner does not have the serial vacati 





number nor the movement size but fro} t? i 
his description we believe it is about ,} °% 
10 or 12 sive. The movement is extre Gruer 
thin, the whole watch including the cay 
being not more than 3/16ths of an ing 
in thickness. 
If this watch comes to you for mp. 
pairs or adjustment, please hold it ang 
notify The Jewelers’ Circular-Keyston 
who will put you in touch with the right. 
ful owner. FREI 


ROVAL DOULTON 


’ English Bone China and Earthenware 


IRISH BELLEEK 


The original prodactien 


WM. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. New Vert, N. ¥ 











JUSTIN THARAUD, Ine. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
Englixh Bone China 
MYOTT’S 
English Staffordshire Ware 








Five Watchmakers Received HIA 
Certificates in August; One 


CW Named in Honolulu 


The Examining Board of the Horo. 
logical Institute of America granted cer} Univ: 
tificates to five watchmakers in August} 540 


























PAUL A. STRAUB & CO., Ine. - Py ——— whose oe va — - The three Certified Watchmakers are} ™2°Y 
19 East 26 Street, New York a 8 “ne a on as ho h 0s k J or George B. Durham, Honolulu, Hawaii: highe 
Importets of ee ee Dalton R. Sarrels, Sherman, Texas, and went 
A to help him in locating it. ’ ’ ’ unde! 
China, Glass and Earthenware It disappeared in New York City on wterlen te Smith, Ada, Oklshoms, Son. 
Dinnerware, Art Goods, Giftwares or about August 3. The case is 18K yel- The Junior Watchmakers are Edwin} wate! 
Murray Hill 38-5460 low gold and the monogram shown on F. Cochron, Waldo L. Hamric, William} Jn 1 
the sketch above is in yellow enamel. The | Malcolm Latta, John B. Towe, all off comp 
watch is a Juvenia movement with the Nashville, Tenn., and Harold Rapp util 
name “Garber” on the dial. Forest Hills, N. Y. Mrs. 
W d d W Grue 
edgwoo are TGR ie Pema Ee we 

Bone Chino Dinnerware, Queensware 
Jesper and Block Basalt IN THE FIELD “ 
‘Trade- Mark WEDGWOOD : dent 

2. 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








EDWARD BOOTE 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramerey 5-1608 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 








MADDOCK & MILLER, INC. 
English China and Earthenware ‘ % 
CROWN OUCAL Dinnerware had 















































—— China Here is Capt. (then first lieutenant) Milton S. — in action oe liaison —- ont bes 

China and Kingsware the Chinese interior. His students, above, are officers of the Chinese army. Capt. Meyer ;, 
aur tiunvia Ene tes toe Earthenware was a partner in the wholesale jewelry and importing firm of Henry Meyer in New York ll 
129 Fifth Avenue, New York 3, N. Y. — 

M. Allan Smith is now manager of 

the fine jewelry departments of the four S DI H RYSTAL My 
Broadway department stores in and WE REC 
ENGLISH CHINA around Los Angeles. Smith has been S C GRE 
Smoking accessories, lustreware pitchers, Toby connected with the fine jewelry trade for Kosta Alsterfors a 
Jugs, Teapots, Sugars and Creamers, individ- years, having managed the Walton & Maleras Bohlmarks _ 
ost Grecktagt Soh Co. Biltmore Hotel branch and other D Gtenley © 1,1 
TEDMAN IMPORTING CO. good stores. At present, he is devoting - Stanley Corcoran «it oy 
225 Fifth Ave. Room 829 Now York, N. Y. considerable attention to a grading up 212 Fitth ~~. ca” a 
; ens program. —i -B 

the 
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Jonx Huvson Exwewt, for the past 
three years manager of the stationery 
department at Bigelow. Kennard & Com- 
any, Boston, is now associated with 
Kennard & Company in the store at the 
junction of Arlington and Newbury 


Streets. 


Farpertck G. Gruen, 73, former presi- 
dent and chairman of the board of the 
Gruen Watch Company, died in Christ 
Hospital, Cincinnati, after an illness of 
fve months. Mr. Gruen became ill while 
vacationing in Chandler, Ariz., returning 
to Cincinnati for treatment two months 
ago. Born in Delaware, Ohio, Mr. 
Gruen, after graduating from Ohio State 


FRED G. GRUEN 





attended 
Saxony Horological Institute in Ger- 


University, and then the 
many from which he graduated with 
highest honors. At the age of 22 he 
went into partnership with his father 
under the firm name of D. Gruen & 
Son. At 28 he designed the thin pocket 
watch for which the firm became noted. 
In 1911 he became president of the 
company and remained in that capacity 
until 1941. Surviving are his daughter, 
Mrs. J. J. Longacre, a brother, George 
Gruen, and a sister, Mrs. Charles W. 
Bieser of Dayton, O. 


E. Morton INGraHam, 65, vice-presi- 
dent of W. Ingraham Co., died August 








2 Mr. Ingraham was a great-great 
dson of Elias Ingraham who founded 
firm in 1831. 


Freep W. Pitcuer, Mexico, Missouri, 
jewelry man, died recently after an ill- 
tess of several weeks. Mr. Pilcher suc- 
teeded his father, Mark R. Pilcher, as 
the head of the jewelry store. He was 
for many years president of the Mexico 
Chamber of Commerce and was a mem- 
ber of the road commission. 


Arsrnur M. Stimay, 53, president of 
the A. G. Schultz Co., silversmiths at 
4% East Lombard Street, Baltimore, 
died suddenly of a heart attack at his 
home on August 22. Mr. Stidman, who 
had risen from office boy to president, 
vas also prominent in civic affairs, hav- 
ing served as choirmaster in several 
churches. 








STATEMENT OF THE OWNERSHIP, 
RANAGEMENT, CIRCULATION, ETC., 
GRgUIRED BY THE ACTS OF CON- 
GRESS OF AUGUST 24, 1912, AND 
MARCH 3, 1933, OF THE JEWELERS’ 

RCULAR-KEYSTONE, published 
emrd at Philadelphia, Pa., for October 


COUNTY OF NEW YORK ) 

STATE OF NEW YORK f 

te efore me, a Notary Public in and for 
e State and county aforesaid, person- 


FOR OcToBer, 1945 





ally appeared P. M. Fahrendorf, who, 
having been duly sworn according to 
law, deposes and says that he is the 
Business Manager of THE JEWELERS’ 
CIRCULAR-KEYSTONE and that the 
following is, to the best of his knowl- 


edge and belief, a true statement of the- 


ownership, management (and if a daily 
paper, the circulation), etc., of the afore- 
said publication for the date shown in 
the above caption, required by the Act 
of August 24, 1912, as amended by the 
Act. of March 3, 1933, embodied in _sec- 
tion 537, Postal Laws and Regulations, 
printed on the reverse of this form, to 
wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and 
business managers are: Publisher, Chil- 
ton Company, Inc., 100 East 42nd St., 
New York 17, N. Y.; Editor, Fred V. 
Cole, 100 East 42nd St., New York 17, 
N. Y.; Managing Editor, none; Business 
Manager, P. M. Fahrendorf, 100 East 
42nd St., New York 17, N. Y. 


2. That the owner is: (if owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of stock- 
holders owning or holding one per cent 
or more of total amount of stock. If not 
owned by a corporation, the names and 
addresses of the individual owners must 
be given. If owned by a firm, company, 
or other unincorporated concern, its name 
and address, as well as those of each in- 
dividual member, must be given.) Holders 
of more than one per cent of the capital 
stock outstanding of Chilton Company: 
Cc. A. Musselman, 260 Sycamore Ave., 
Merion Station, Pa.; J. S. Hildreth, York 
Lynne Manor Apts., City Line & Ber- 
wick Road, Overbrook, Phila., Pa.; Char- 
lotte M. Terhune, 160 E. 48th St., New 
York, N. Y.; C. S. Baur, c/o Chilton Co., 
100 E. 42nd °St., New York 17, N. Y.; 
J. H. Van Deventer, 50 Lake Shore 
Drive, Vails Grove, Peach Lake, Brew- 
ster, N. Y.; Mrs. Beulah Fahrendorf, 19 
Tunstall Rd., Scarsdale, N. Y.; Mary M. 
Acton, 260 Sycamore Ave., Merion Sta- 
tion, Pa.; Mabel M. Musselman, 260 
Sycamore Ave., Merion Station, Pa.; 
Dorothy S. Johnson, 1115 Fifth Ave., 
New York, N. Y.; Ann E. Tomlinson, 
c/o Bankers Trust Company, P. O. Box 
704 Church Street Annex, New York, 
N. Y.; Ethel G. Breen, Trustee u-w of 
Charles W. Anderson, Old Greenwich, 
Conn.—Beneficiaries: Robert C. Ander- 
son, Percival E. Anderson, Charles W. 
Anderson, Jr., Annie L. Clark; John 
Blair Moffett, 1608 Walnut Street, Phila- 
delphia, Pa.—Agent for J. Howard Pew, 

N. Pew, Jr., Mabel P. Myrin, Mary 
Ethel Pew: Elizabeth J. Bailey and 
Fltwood B. Chapman, Trustees Estate of 
James <Artman, Deceased, 930 Real 
Estate Trust Building, Phila., Pa.—Bene- 
ficiaries: Franklin Artman, Vera Wat- 
ters, Alvin C. Artman, Elizabeth J. Art- 
man, Marion A. Pratt, George H. Pratt, 
by assignment, Edwin Moll, by assign- 
ment; Frederick S. Slv, 149-40 35th 
Ave., Flushing, L. I., N. Y. 

3. That the known bondholders, mort- 
gagees, and other security holders own- 
ing or holding 1 per cent or more of total 
amount of bonds, mortgages, or other 
securities are: None. 


4. That the two paragraphs next above, 
giving the names of the owners, stock- 
holders, and security holders, if any, 
contain not only the list of stockholders 
and security holders as they appear upon 
the books of the company but also, in 
cases where the stockholder or security 
holder appears upon the books of the 
company as trustee or in any other fi- 
duciary relation, the name of the person 
or corporation for whom such trustee is 
acting, is given; also that the said two 
paragraphs contain statements embracing 
affiant’s full knowledge and belief as to 
the circumstances and conditions under 
which stockholders and security holders 
who do not appear upon the books of the 
company as trustees, hold stock and se- 
curities in a capacity other than that of 
a bona fide owner: and this affiant has 
no reason to believe that any other per- 
son, association, or corporation has any 
interest direct or indirect in the said 
stock, bonds, or other securities than as 


so stated by him. 
M. Fahrendorf, 


(Signature of editor, publisher, busi- 
ness manager, or owner.) 

Sworn to and subscribed before me this 
12th day of September, 1945. 
‘SEAL Mae A. Gatzenmeier 
(My commission expires March 30, 1946.) 

















} 
| 
| 





Where to Buy 
AMERICAN 
China and Glase 


MARY RYAN 


25° Filth 


Merchendiue 





on Ronen F SEn E: 
ACCESSORIES 
FURNITURE 


Avenue, New Von OFF ANG AS 


bart NOVELTIES 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
D. 8. CORCORAN, Vice Pres. 


DE Ose TABLEWARE 


‘or the 
FINE CHINA TRADE 
* MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y, 








THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 


26.W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY 
NOVELTIES 


CHICAGO, ILL. 
Made im Americe 


LENOX 
LENOX, INC. Trenton, N. Jd. 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for Mstroted Catalog 
ENRIGHT-LE CARBOULEC, INC. 
York City 


166 Fifth Ave. New 
CHeleca 2-5558 


rine CRYSTAL ano BENT GLASS 
Giftware of Distinction «+ * 











KENSINGTON, ING. NEW KENSINGTON, PA. 


GIFTS fot MEN 


A comprehensive selection of 


Accessories with Sporting Motifs 
—also distinguished creations 
in gold plated fashion Jewelry. 


SUN GLO STUDIOS 23.."vorw 10". ¥. 


NEW YORK 10, N.Y. 
HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 
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How to True a Balance Wheel 


Truing a balance is that operation in which the balance is made to appear | 
as perfectly round as possible so that in motion it will appear not 
to wobble both from a trac plane (in the flat) or be eccentric (in the round) 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


Part I: 


RUING a balance is a necessity growing out of 
needs more important than the symmetrical appear- 
lance of the balance. A balance wheel that wobbles up 
| and down needs more room and space to carry on its ec- 
‘centric motion. Aside from the poor performance of the 
: watch, the wild gyrations of such a wheel will cause it 
_to scrape against other parts of the watch, causing pos- 
‘sible stoppage. Balances “out of round” are also out of 
_ poise. This is best explained by the fact that a wheel that 
_is not perfectly round has'some parts of its circumfer- 
ence or wheel rim nearer to the center and other parts 
of its rim are farther away from the center. Since all 
iparts of the wheel are not equally distant from the center, 
those sections farther from the center act as heavier sec- 
‘tions.’ Those nearer to the center become the lighter sec- 
tions of the balance. Conditions such as these prevent 
‘anything like close timing. 
_ To true a balance, a few simple tools are used. The 
‘main piece of equipment used is a balance caliper. This 
-is shown in Illustration No. 1. The balance wheel is 
‘placed in the nibs of the balance caliper. The caliper 
is equipped with two sets of nibs “A” and “B’”. For 
truing, the balance is placed between the nibs marked 
“B.” The magnified illustrations show how the nibs “B” 
prevent the balance staff pivots from breaking. It will 
be noticed that the holes drilled down into the nibs are 
chamfered at the top so that the cones of the staff, rather 
than its pivots, rest against the nibs as shown by the 
arrow in inset “B.” The hole drilled across and through 
the nib is used to aid in observing the pivots and to aid 
in removing any broken pivot that might become lodged 
in the holes of the nibs, as well as to aid in keeping the 
holes clear of dirt and grit. 

The nibs “A” are used when the balance is to be 
poised and for the observation of train wheels for truth. 
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Truing in the Flat 


However, for poising balances, the more reliable poising 
tool is to be preferred. When the nibs “A” are used, the 
caliper must not be tightened as this will only press on 
the pivot ends and break them as the pivot ends rest 
against the coned section of the nibs. ’ 





Balance caliper used in truing operation. 







Balances generally assume certain patterns when they 
are bent. These are caused by improper fittings of thé) 
balance staff, that is, the balance shoulders are either too 
tight or too loose. Other causes are staking the staff too 
tightly and inexperienced manipulation of the balance oF 
the result of accidental bending. Careless removal © 
the old staff also distorts the wheel. In this article, the 
most common bends will be discussed. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











Av 
Ive 





Av 


ep ee er ee 








Alarm 
Clock. Ivory. Luminous numerals and 
hands. O.P.A. ceiling price $5.50 plus tax. 


Coming Soon! “Heralder” Alarm Clock. Available Now! “Troubadour” 


Available Now! “Chantilly” Alarm Clock. 
Ivory. O.P.A. ceiling price $4.95 plus tax. 


Ivory. O.P.A. ceiling price $4.95 plus tax. 


G-E GLUCKS HEADING YOUR WAY! 





Available Now! “Corporal” Alarm Clock. Ivory. 
O.P.A. ceiling price $4.50 plus tax. 





Three styles available now! 
Two more coming soon! 


This General Electric line will put you right back in the 
clock business! 

Your G-E distributor will see that you get your 
share the minute they’re available. 


Then you can offer your customers a selection of the 
most popular models . . . at the fastest-selling prices! 


And every one has all these famous G-E features: 


e Self-starting G-E Motor never needs winding. 

¢ Dependable mechanism, split-second accuracy. 
¢ Sealed-in-oil construction, needs no oiling. 

e Extremely quiet operation. Approved cord sets. 


e Economical operation, costs only a penny a week. 


And remember, General Electric is coming back with a 
full line of chime, striking, and occasional clocks; as 
well as many more alarm and kitchen clocks. General 
Electric Co., Appliance and Merchandise Department, 
Bridgeport, Conn. 

FOR GOOD LISTENING: Don’t miss Art Linkletter, in “The G-E 
House Party,” every afternoon, Monday through Friday, 4 p. m., 
E.W.T., CBS. “The G-E All-Girl Orchestra,” Sunday, 10 p. m., 


E.W.T., NBC. “The World Today,” News, Monday through 
Friday, 6:45 p. m., E.W.T., CBS. 


FOR FINAL VICTORY — BUY AND HOLD MORE WAR BONDS 


General Electric, Clocks 


The Clocks Most Women Want Most 


GENERAL @ ELECTRIC 











FoR OcToBer, 1945 





Cet so f ¥ Too! 
. 01 
Ch. th C.F G busin 
Ocks Oo me 8s 
els no 1 Cia] 


Oo 
Po 
” availa Ble Y ar mod. 


Coming Soon! “Garcon” Kitchen Clock in white, 
ivory, red, or green. O.P.A. ceiling price $3.95 
plus tax. 





To obtain skill in truing balances, it would be well for 
the beginner to take some old 18s balance wheels, staked 
to staffs. Bend these into the shapes shown in the illus- 
trations in the article and then follow the instructions 
for their repair. Also take these balances and bend them 
extremely out of shape so that the wheel resembles a fig- 
ure “S” rather than a wheel. Also bend the balance so 
that one side of the rims point upwards and the other 
side down. 

The truing process starts with the balance out of the 
caliper and roughly bringing it back to shape as near to 
perfect as can be done with the aid of the fingers and 
the judgment of the eye. When this has been done, 
place the balance into the calipers, the top side uper- 
most and in the nibs marked “B.” The index elevator 
“C” can be lowered or raised so that the indicator arm 
“D” is in position. 

Illustration No. 2A and 2B show how the indicator 
arm is placed into position. The indicator arm (2A) is 
placed over the top side of the balance so that just a bit 
of light can be seen through the space between the bal- 
ance and the bottom of the indicator. In this particular 
case, an imaginary line (A) drawn across, shows this 
balance to be flat until it reaches the fourth screw from 











How indicator arm is placed in position. 


the left, then it slightly and gradually becomes lower. 
The caliper indicator should overlap the balance rim 
slightly as shown in Illustration 2B. Remember that 
the rim of the balance is under observation and not the 
screws. 

Except in certain cases, practically all truing opera- 
tions in the “flat’’ are done while the balance is in the 
caliper. After the index has been placed into position, 
the height of each arm of the balance must be made equal 
to one another. If they are not, bring one arm higher or 
lower so that both remain on a common plane and yet 
form right angles to the axis of the balance staff. This 
must be done before any other operation in the truing 
job can be attempted. The raising or lowering of a 
balance arm can be accomplished by placing the thumb- 
nail underneath the low arm and raising it or by de- 
pressing the higher side with the index finger. 

When the arms are equal, the caliper is tightened so 
that the balance may only be moved with the fingers. 
The indicator is again placed over one of the arms and 
the balance is observed through an eyeloupe while the 
caliper is held so that the view is similar to Illustration 
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2A. As soon as the slightest deviation is obseryeq it 
should be corrected. 

A typical balance bend is shown in exaggerated form 
in Illustration No. 3. This usually results from staking 





Typical balance bend exaggerated for illustration, 


the staff too tightly, causing the balance arms to spread 
and forcing the rims to bend upwards or downwards, A 
simple method of bringing such a wheel back to true 
is shown. The thumbnail is placed against the underside 
of the split end of the balance wheel and the index finger, 
slightly in front of the thumb but resting on top of the 
middle of the balance rim. A twisting motion is then 
used. The thumbnail presses the split end upwards and 
the index finger, resting on position (A) acts as the ful- 
crum. Pressure is applied in the direction of the arrows. 
Sometimes, pressing the arm (C) upwards and arm (D) 
downwards will bring the balance back to true in the flat, 

Illustration No. 4 shows a balance where both ends 
of the balance are on level with the rest of the balance 
but the middle of the rim sags. Truing such a balance 
is done as illustrated. The thumb is placed under the 





Balance with bend in middle of rim. 


middle of the rim and the forefinger is placed on top 
of the split end of the balance. A twisting upward 
pressure is applied as shown by the arrows to bring 
this seemingly difficult bend to an easily solved job. The 
finger positions in all drawings should be closely ob 
served if a successful effort is to be expected. 

The most stubborn bends are sharp bends which ae 
not yield to finger manipulations. These bends are 
caused by mishaps at the bench such as drill screw 
drivers slipping against the balance or dropping the 
balance. A form of such bend is shown in Illustration 
No. 5. Here the correction is applied with the balance 
removed from the calipers after the exact spot of devia- 
tion has been determined. A mental note of the spot can 
be made by memorizing the position by the screw num- 
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Come Gee lg 


WHEN YOU’RE IN NEW YORK! 





U. S. Time’s new sales make the biggest-selling line of watches and clocks in 

headquarters are right the world. 
in the center of things at We might not be able to show you just yet all the 
630 FIFTH AVENUE, exciting new models for which our plants are now being 
Rockefeller Center at 51st St. yt But we can show you enough to make you 

mighty glad you dropped in. 

You'll find it enjoyable and profitable to visit this New We’re easy to find. Right at Rockefeller Center. Just a 
York office of The World’s Largest Makers of Watches few short blocks from all the leading hotels. Only two 
and Clocks. blocks from Broadway. In the midst of the smartest 


The distinction of being “largest” belongs to U. S. shopping center om Manhattan. 


Time for one reason of immediate importance to you: we Hope to see you soon! 














‘Chet Luited a Corporation 


World’s Largest Makers of Watches and Clocks. Sales Headquarters, TIME 
International Building, Rockefeller Center, New York 20, N. Y. 
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bers. In this case the bend takes place between the third 
and fourth screw from the arm. A pair of light parallel 
pliers whose jaws are lined with chamois or suede 
leather is used. The balance is gripped at the point of 





Straightening sharp bend in balance. 


bend shown here as (A). The leather lining prevents the 
steel jaws from marring the balance rim. The balance 
is forced back into a level position while the pliers grasp 
the balance rim as shown in the inset drawing and the 
other parts may be bent back with the fingers or a flat 
nosed tweezers also lined with leather. Bending must 
be done cautiously as it is far better to bend a little at a 
time than to overbend and strain the balance wheel. 

In truing a balance in the flat where the balance has 
more than one bend (Illustration 6), the procedure is 
much the same. The bends nearest the arms must be 
treated first without regard to any other bend farther out 
on the rim of the balance wheel. The procedure is shown 
in the illustrations in 6. Here the balance is in the cal- 
iper and the balance has been divided into four sections, 
each representing a different plane or bend. The indi- 
cator is again in position over the arm and an imaginary 
line has been drawn across the top of the balance in all 
four figures. This line is terminated at the figure 1. 
When the balance has been trued in the flat, it must be 
parallel to this line (Fig. IV). In figure I, section A is 
flat; section B bends downwards and its deviation is rep- 
resented by the angle 2. Section C bends upwards and 
its angle of deviation from the indicator line 1 is rep- 
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resented by angle 8. The last section D ig geen; 
only slightly bent but yet needs correction, its angle js 
noted. at 4. 

In this case, straightening is done again with the 
leather lined pliers and tweezers. The first Section to 
be corrected is B..This is done until it is perfectly level 
as in Illustration 6, Fig. II. No further section should be 
treated until the parts nearest the arms are perf 
flat and ture. To ignore this warning is to complicate the 
bends and to introduce new bends and kinks, 



































Steps in removing multiple bends. 


In figure 2, Illustration 6, section B has been straight- 
ened but the angles of sections C and D and angles 3 and 
4 seem changed, appearing worse. This should not alarm 
the person truing the balance but to continue truing the 
balance in the manner illustrated in Illustration 5. 

In figure III, section C and its angle have been elim- 
inated by truing, this is shown completed in this figure 
although the section D seems to have become wi 
the truing process should complete the job shown 
figure 4. Here the balance rim is perfectly par 
with the indicator arm. This is tested by rotating 
balance and noting the amount of light and space 
tween the indicator and the balance. 

All illustrations up to now have been with the s 
or compensated type of balance. However, truing a $ 
balance can be annoying as well. A most common form 
of bend in solid balances is shown in Illustration No. 
One rim of the balance is slanted downwards and the 
posite end slants up. Shown with this drawing is sim 
method of correction. If the index finger pushes the hi 
end downward, the opposite end seesaws upwards. 
this way a return to normal may be affected. Harshet 
bends and complex bends are treated as the bends ill 
trated with the split type of balance. 

When bending the balance while it is in the caliper, 
the calipers must be tightened so that the nibs press 
against the cones of the balance staff pivots. This will 
prevent the balance from slipping out of the nibs and 


breaking the pivots. 
(Please turn to page 408) 
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BROADCAST — Ingraham’s 
famous 8-day alarm. Pedestal 
model, 412 inch dial, radium 
on hour markings and radium 
tipped hands. A _ quiet, 
dependable timepiece with 
mellow toned alarm bell and 
top stem shutoff. 


> 
SA-14—The jewel-like 
Ingraham self-starting minia- 
ture electric alarm clock — 
only 41/44 inches high—in hand- 
some die-cast case, motor 
completely sealed in oil. 








TREASURE — A simply designed and very popu- 
lar wrist watch with raised numeral dial, pig- 
skin strap, 10-karat rolled gold case. 
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OLDING IN CEMENT—Was recommended to 

hold staffs in a cement brass when I can’t find 
chuck that is true enough. I have trouble in making 
the partly finished staff hold in the cement. I melt ce- 
ment on to the brass until there is a ball of it, then press 
staff into it, and true it up. But sometimes the graver 
catching in the steel while turning, loosens the staff and 
it does not turn. Is there a way to avoid this? (Ques- 
tion No. 5773) P. H. C. 


Answer—Our guess would be that one little matter 
is overlooked, heating the staff-blank as well as the ce- 
ment just before inserting it into the cement. While 
doing the last step in forming the ball of cement on the 
brass, hold the staff in tweezers a little above the lamp- 
flame, being careful not to heat it enough to color the 
steel. Thrust it quickly into the cement until centered. 
True it while the cement is cooling, keeping the truing 
point against the staff until the cement is cold. Other- 
wise, the final cooling may draw the cement toward its 
bulkiest side and pull the staff “out of true” by the time 
it is cold. 


EMOVING LETTERING—Is there a way to 

remove a name from a white enamel dial of a Swiss 
watch; the lettering is in black, just like the figures. 
(Question No. 5774) P. L. T. 


Answer—Cut a blunt wedge-shaped piece of peg- 
wood; dip this in diamantine mixed to a paste with oil. 
This will erase the black lettering, by rubbing it in 
straight lines at different angles to each other, and the 
polish on the enamel will be preserved; no traces of let- 
tering will remain. 


ATCH JEWELS—As far as I have been able to 
notice, watches never have an even number of 
jewels. Is there any reason for this? (Question No. 


5775) J. K. 


Answer—It is true that watches generally have an 
uneven number of jewels: 7, 15, 17, and so on. The rea- 
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ANSWER<s 


son is that in legitimately designed watches, any pinions 
or arbors that have their pivot-bearings jeweled, have 
jewels in pairs, upper and lower; then the roller-jewel, 
in lever escapement, adds one, which makes the total 
number uneven, added to the pallet stones which of 
course are always a pair; pallet stones and roller jewels 
being counted among the jewels in all lever escapement 
watches of standard type. This excludes the cheap pin- 
pallet lever, and cylinder escapement watches. In pin 
pallet watches the pallets and roller-pins are made of 
steel; in cylinder watches there are neither pallets nor 
roller-pins. These cylinder watches are usually either 
with 4 jewels (two balance hole jewels and two balance 
cap jewels), or 6 jewels, with escape-pinion pivot holes 
jeweled. 


OFTENING BRASS—Sometimes it is well to have 

brass made very soft, to bend without cracking, ete, 
Can this be done by a process like annealing steel? 
(Question No. 5776) P. A.-S. 


Answer—No. To soften brass, make it red-hot, then 
plunge it into water to cool it quickly. In softening (ar 
nealing) steel, it is made red-hot, but then cooled very 
slowly, by burying it in ashes, etc., to keep the heat 
in as long as possible. Brass responds to the opposite 
treatment to soften it. 


eh ESCAPEMENT INVENTOR—Who invent 
ed the lever escapement and when? Were many 
changes made in it to bring it to its present form? (Quer 
tion No. 5777) C. F. 


Answer—tThe first detached lever escapement was 
made by Thomas ‘Mudge, of London, England (bom 


1715, died 1794), in 1765. This escapement was dead} 


beat, having no draw. Impulse was given through two 
steel vanes on the balance staff, one above the other, 
and safety-action afforded by a steel finger on the pallet 
yoke working in a slotted steel collar on the balance staff 
The principal changes from this in the evolution of the 
modern lever escapement were, first, the roller jewel 
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“T hear Seth Thomas* 
is coming out with 
smart new designs...” 
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sAlD 
“And I’m told it won’t 
be long before we’ll be 
seeing them!” 
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“Right... and I already have a 
Ba buying set-up with my jobber 
| for my share.” 


The boys are right. Seth Thomas has been planning right along 
. for this day when our plant will again start making tradition- 
ally dependable self-starting electric and spring-wound clocks 
for Mr. and Mrs. America. Your customers will welcome 
4 these fine clocks. Get your shelves ready! Seth Thomas Clocks, 








Thomaston, Connecticut. 


Seth Thomas Clocks 


SELF-STARTING ELECTRIC OR SPRING-WOUND 


Ta ” ald — ‘ 
e iC : » . tees iad 
Ve WOUHHLE th jan. et 


Typ.col and popular moues, 1... 


A product of GENERAL TIME Instruments Corporation ee a 
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working in the fork slot with guard-point for safety ac- 
tion; second, the setting of locking faces on pallets at an 
angle to provide draw; third, the banking pins, and 
fourth, club-toothed escape wheels instead of “ratchet” 
toothed wheels. 


ILING PIVOT WHEEL—Whby should we not oil 
the minute-wheel pivot? The watchmaker says be- 
cause the oil would get thick, but doesn’t it get thick 
at the other pivots, too? (Question No. 5778) T. H. G. 
Answer—The difference is that at the minute-wheel 
pivot, the friction is negligible, because there is not the 
pressure in action that there is at pivots in the main 
train, so that oil in good fresh condition would be no ad- 
vantage and after it thickens with age, it would become 
a positive disadvantage, mechanically. 


ESTORING. CASE—How should we proceed in 

restoring a mahogany clock case, ornamented with 

inlaid work in light wood, some of this being loosened 
and curled up? (Question No. 5779) H. T. 


Answer—Clean out any dirt that may be gathered 
where the inlay originally fitted. Make up fresh hot 
glue—old-fashioned glue, not ready-made glue—and 
with brush and if necessary knife-blade point, work glue 
into the inlay-recess, right down into where the inlay is 
still in-its place. Lay a piece of wax-paper over the 
job; on this, lay a flat block of wood. Fasten the wood 
down:against the paper with cabinet-maker clamps or 
by tying it under strong cords passed around the clock 
case and tightened by twisting a loop of it with a stick, 
like a. tourniquet. Let it stand for at least 24 hours. 
Later the surface of the job can be sandpapered to per- 
fect the joining of inlay and background and any re- 
quired refinishing then done. 


ROTECTING ENAMEL-—In resizing a Masonic 

82d. degree enameléd ring, to make it a good deal 
smaller, how can I prevent the enamel on the sides of 
the shank from cracking or breaking out? (Question 
‘No. 5780) N. A. R. 


Answer—Unfortunately we cannot tell.you any way 
to assure no damage to enamel, on a ring that must be 
bent considerably smaller in resizing. Hard enamel will 
crack unless softened at very high heat during any bend- 
ing operation but to do this is impracticable. A radical 
change in size of an enameled ring would therefore re- 
quire re-enameling after the metal has been re-formed. 


ITTING CHUCKS—In a set of new chucks I 
“M added to my outfit, three of them take a little force 
“to push fully into the spindle, and two of these do not 
run entirely true. Explain the reason, and say if there 
is any way to correct this, since things take so long these 
days to get back from factories. (Question No. 5781) 
E. W. 

Answer—The most likely cause of the fault you de- 
scribe is that the slots milled in the bodies of the chucks, 
next the threaded parts, are slightly too shallow, which 
causes the throat-pin in the spindle to bind on the bottom 
of the slots, which would have both of the effects you 
describe. The remedy is to take a small square file 
with one side uncut (a “safe-edge” file) and file the slot 
a little deeper. Or in any set of escapement files, there 
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are several that you can see would be suitable fo, this 
job. The chucks should be laid for firm support ina 
groove cut in a piece of soft wood while doing the filing 
LOCK STOPS—I repaired a cuckoo clock in which 
the center pinion pivot hole was badly worn, whic, 
I bushed. Everything else seemed in good enough 
shape; clock was cleaned and oiled. It stops Sometimes 
and I cannot see anything to cause this. Can yon s 
gest what to look for? (Question No. 5782) C. C.§, 
Answer—We believe that if you will examine th 
side-shakes of the pivots that are next to the holes you 
bushed, you may find that they are considerably greater 
than in the newly bushed holes. It is characteristic of 
cuckoo clocks that they are not closely fitted in the 
parts throughout; not as closely as is the case in Ameri. 
can factory-made clocks. Assuming that you made what 
would be a good job of bushing for an American clock, 
this in a cuckoo (German-made) clock would be not in 
harmony with the shakes elsewhere, so that the depth. 
ing between the part you bushed and the next one, might 
bind. We suggest that you broach out the bushings yoy 
installed, to give a little more side-shake. 





HOW TO TRUE A BALANCE WHEEL 
(Continued from page 404) 


While these illustrations have shown exaggerated 
bends, they are pictured so that the conditions will be 
clearly visible. However in practice, the slightest and 
smallest variation shown by the indicator must be cor 
rected. This is only observed with the aid of an eye- 
loupe and the indicator as close to the balance as pos 





Common form of bend in solid balance 


sible. The balance should be turned with the fingers very 
slowly. Spinning the balance only results in a pleasant 
but illusionary effect of the balance being true. The 
speed of the balance in this case blending all errors into 
a common line resembling a concentric wheel. Some 
times the balance will seem true in the calipers with 
very fine inspection but when placed in the watch, its 
motion is clearly eccentric. In this case suspicion should 
be centered on the balance pivots. These may not be 
straight or the side shake in the jewels may be excessive. 
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21 West 46th Street 


RECONVERSION 


| Let your post-war planning include the disposition 
of unnecessary scrap—filings and sweeps. Quicker 
turn-over means larger profits and more efficient 


management. Make a thorough cleanup. 


Kastenhuber & Lehrfeld 


Tel. BRyant 9-1060 
We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 


New York 


Your Old Gold shipments will receive special attention 
BACK THE ATTACK—BUY MORE WAR BONDS 








—<t— QU-A-L1-T-Y—_az 


S ANDSTEEL 


CROSSCURVED MAINSPRINGS 
MADE IN U.S.A. 


WATCH-MOTOR MAIN SPRING CO, 1Ne. 
Manufactirers, NEW YORK 


FoR OcToBer, 1945 





























Just a metal can! Yet it houses the 
basic unit of a frequency standard 
that splits seconds with unbelievable 
accuracy. 


During the war it governed the oper- 


The ation of many American Time Prod- 

+ Scan ucts’ instruments used by the armed 

r @ recor rd i- 

Ag ae forces. The same standard of preci 


sion demanded by the Government 
now reverts to the advantage of the 
watchmaker. 


THE WATCHMASTER 
IS BACK AGAIN. 


hour rate of any 

in uny posi- 

tion, indicating the 

cause on any irreg- 

ularity — all in 
30 seconds. 


American Time Products 





580 Fifth Ave. Ine. New York, N. Y. 
Distributor of Western Electric Watch-rate Recorders 
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Special Notices 

Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Se. a word. 

SITUATION WANTED 7Se. for first 25 
words, Additional words, Se. a word. 

Heavy type. $3.00 for first 25 words. Ad- 
ditional words. 10c. a word. 

Name, address, initials and abbreviations 
eount as words, and are charged for as part 
ef the advertisement. 

If answers are to be forwarded, enclose 15c. 
extra te cover postage. 

All answers will be directed care Jewelers’ 
Circuler-Keystone, unless otherwise instructed. 

in answering ads, do not enclose original 
letters of rec dati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 


75e. for first 25 words, Se. for each addi- 
tional werd; minimum eharge 75e. 





FIRST CLASS jewelry *, “er, stone set- 
ter and engraver; 2, ,72ars’ experience; 
best references. AJdmss “M., 2055,” 
care J. C-K. 


YOUNG MAN, 24, five years’ experience 
Maiden Lane district, seeks position 
with wholesale watch or jewelry con- 
cern. Address “B., 1936,” care J C-K. 

WATCHMAKER, expert on Swiss and 
American; Bowman graduate; 20 
years’ experience; light jewelry repair- 
ing; best of references; sober; sales- 
man. Address “B., 1974,’ care J C-K. 





RETAIL expert; enviably qualified as- 
suming full charge modern credit store; 
accustomed large volume _ operation; 
ninimum salary first year $12,000. Ad- 
adress ‘“‘C., 2036,” care J C-K. 





‘IT mMOND salesman; high class execu- 
tive type; long successful experience; 
svailable prominent store San Fran- 
cisco, Los Angeles or San Diego. Ad- 
dress “N., 1959,” care J C-K. 


A LOGICAL man for your store; high 
powered salesman; cash or install- 
ment; peak production either perform- 
ance; highest unsolicited reference. Ad- 
dress “G., 2007,” care J C-K. 





PENNSYLVANIA registered optometrist 
and watchmaker, also plain engraver; 
35 years’ experience; desires to locate 
in city 50,000 to 75,000 population. Ad- 
dress “M., 2024,” care J C-K. 


COMPETENT watchmaker wishes posi- 
tion with establishment offering post- 
war opportunity; married, sober, go 
anywhere. Address “Circular 1400,’” 
Room 1415, Heyworth Bldg., Chicago 2. 


YOUOING LADY, showroom experience, 
assist at jewelry bench, skilled stenog- 
rapher and typist; attractive; 
Judgment; can assume _ responsibility. 
Address “A., 2097,” care J C-K. 


JEWELER doing finest type platinum 
work, would like position with New 
York or out of town concern on per- 
manent basis. Address “P., 2157,” 
care J C-K. 














DEPARTMENT manager, now with large 
midwestern concern, experienced sales- 
man, take in up-to-date merchandising ; 
36 years of age, married; desires 
change to metropolitan area. Address 

“J., 1955,” care J C-K. 


STORE MANAGER available progressive 
installment chain; young, self-reliant, 
resourceful, dependable; thoroughly 
experienced; highly recommended ; 
$8,000 plus liberal bonus. Address “C., 
1975,” care J C-K. 


MANAGER-salesman; very desirable 
man; admirably equipped going after 
accounts, collections, trimming win- 
dows, advertising; location immaterial; 
available next year. Address “F., 
2006,” care J C-K. 


good * 





MANAGER, young man, 49, now ecm- 
ployed will be available after Sept. 
lst; can produce and is experienced 
in every branch of the credit jewelry 
business; best of references; salary 
$7,500. Address “E., 1929,” care J C-K. 

WATCHMAKER, very capable, desires 
to locate with high grade concern in 
Tampa, St. Petersburg or Clearwater; 
nine years at the trade; age 27; 
married; state all particulars. Address 
“Y., 1992,” care J C-K. 


BOOKKEEPEER-stenographer, thoroughly 
experienced, full charge one gir] office; 
three years diamond import and whole- 
sale office experience; very capable 
and presentable; excellent references. 
Address “W., 1994,” care J C-K. 


JEWELER-setter, expert all around, 27 
years’ experience best firms; designing 
to finishing; fine hand-made _ special 
order and stock; want permanent posi- 
tion, fine retail store. Address “N., 
2058,” care J C-K. 

CAPABLE young man, well groomed, 

unquestionable character reference, 

very high code of ethics, desires a 

position as a diamond importer or 

buyer’s helper. Rollin Hargis, 115 Ter- 

race Ave., Hempstead, L. I., N. Y. 


JEWELER, able model maker rubber 
moulds process; has equipment and 
materials for casting; wish contact 
firm interested casting production; sal- 
ary or independent contract basis. Ad- 
dress “O., 2156,” care J C-K. 

EXECUTIVE salesman; diamonds, 
watches, silverware: desires position 
reputable retail establishment Southern 
California; interested hearing only 
from firms conducting highest ethical 
jon Address “A., 2035,” care 


WATCHMAKER, unusually accurate 
workman, age 44; 29 years of experi- 
ence on all types including chrono- 














graphs; one who times closely; born 
U.S.A.; excellent reference; state hours 
and salary. Address “R., 2031,’ care 
J C-K. 


WATCHMAKER, very capable, desires 
to locate with high grade concern 
where fine workmanship is desired; 
almost 30 years of experience; age 43; 
born in U. S. A.; state all particulars 


including hours and salary. Address 
“T., 2032,” care J C-K. 
POLISHER, expert lapper, platinum, 


gold watch cases, rings and fine hand 
made jewelry of every description, 
producing the highest grade finishes, 
rapid workmanship, capable taking 
charge; best references. Address “K., 
2110,” care J C-K. 


ENGRAVER, highly skilled in lettering 
on gold and silver; 25 years’ experi- 
ence in the finest stores and shops; 
high grade monogram and inscription 
work; east or south; top salary or 
piece work: A-1 references. Address 
"2 &. dese 1998," care J C-K. 





MAN, in government war agency for past 
three and a half years, who formerly 
sold and bought diamonds and jewel- 


ry, wishes position with importer, 
manufacturer, pawnbroker, jobber or 
retailer: references. Address “W., 


1971,” care J C-K. 
GOOD MAN wishes to exercise unusual 
creative ability in large: credit store, 
selling radios, refrigerators, etc., as 
well as diamonds, watches, clocks and 
silverware:’ very finest reference. 9b- 





tainable: confidential. Address “M., 
1958,” care J C-K. 
SALESMAN-manager: before’ entering 


the army, three years ago, I was em- 
ployed for eight years in a _ retail 
jewelry store; my age is 27 and I am 
married: it is my desire to obtain this 
type of employment in the Denver, 
Colo., vicinitv: for furthehr details in- 
quire “G., 2102,” care J C-K. 


YOUNG MAN, 28, veteran, college educa- 
tion, excellent appearance, seeks op- 
portunity to learn retail jewelry busi- 
ness; have good sales ability and ref- 
erences and quickly adaptable; south- 
ern California preferred; require rea- 
sonable livable salary to start. Address 
“D., 2100,” care J C-K. 








AGGRESSIVE counte. sales: 
sale and retail experience, con ie 
repair estimator, excellent dinnett 
knowledge, is interested in Dositio: 
with A-l company that apprecig 
or and oe responsible job: 
your full inquiries invited, Ad ‘ 
1954,” care J C-K. dress “H. 








oe ee 
MANAGER, excellent salesman, buyer: 
20 years’ experience in cash and credit 
jewelry business; full knowledge in 
merchandising, credit collection, win. 
dow trimming, advertising, etc,; ¢. 
pert on diamonds; age 39; marrieq- 
reliable references; thoroughly depend. 
able. Address ‘“‘N., 2025,” care J CK 


a 

MANAGER, retail credit and cash store, 
employed at present, wishes to 
change, Los Angeles area preferred: 
20 years’ experience in all p ' 
the jewelry business; showed far more 
than average increase where now em- 
ployed; excellent executive; best ref. 
erences, Address “‘J., 2084,” care J C.K. 





DIAMOND and _ colored. stone expert, 
certified Gemologist, salesman; thor- 
oughly experienced in all demands of 
exclusive jewel shop, desires worthy 
position in buying, management, or as- 
sist owner; best of habits and refer. 
ences; middle-west preferred. Addregg 
“H., 2048,” care J C-K. 





THOROUGHLY experienced lady wishes 
to become connected with first class 
jewelry store in Iowa, Illinois or In- 
diana; capable of taking charge of 
repair department, taking in repairs 
or as sales person; prefer town of be- 
tween 15,000 and 25,000 population, 
Address “Y., 1998,” care J C-K. 


CERTIFIED watchmaker wants posi- 
tion; have no bad habits; first class 
workman; have dealt with public 15 
years; American; married, with family; 
can satisfy the public and build the 
repair business; answers will be held 
confidential; give full details. Address 
“S., 1986,” care J C-K. 


THOROUGHLY experienced retail 
jeweler watchmaker and engraver is 
interested in jewelry department on 
percentage basis; have sold my store 
and am desirous of locating in good 
North Carolina city; Gentile and 
married. Address “C., 2138,” care 
J C-K. 

MANAGER, 30, married, veteran; tops 

in salesmanship, supervising and train- 

ing of personnel; pleasing personality; 
five languages, knowing all phases of 
the business; thoroughly dependable; at 
present connected but desirous of mak- 
ing a change; prefer retail establish- 
ment of the higher calibre trade. Ad- 
dress “S., 1863,” care J C-K. 








COMPETENT, experienced salesman- 
manager is interested in making con- 
nection with good retail store, nm 
objection to location of store; 25 years’ 
experience; married; to anyone inter- 
ested will furnish particulars, evidence 
of ability and references. Address 
“Circular 1402,” Room 1415, Heyworth 
Bldg., Chicago 2 





FIRST CLASS engraver, silver and gold 
lettering and inscriptions and all latest 
style monograms, also enamel cutting; 
only first class store considered 
permanent position; first class refer- 


ences; salary $75 per week; trans 
portation must be paid: available im 
ge a Address “B., 2000,” care 
J C-K. 


ee 


SUCCESSFUL salesman seeks position 
managing reputable jewelry store do- 
ing large volume business; fully capa 
ble handling buying, merchandising, 
all forms advertising; excellent super 
vision credits, collections, general 
maintenance, personnel co-ordination; 
man of widely diversified experience; 
prime of life; highest reference. Ad- 
dress “K., 1956,” care J C-K. 
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| QTUATIONS WANTED—Continued 





— 
wEsT COAST jewelry salesman, seeks 
connection With well known manu- 
facturer of jewelry or watches; 
broad experience, over nine years 
handling manufacturers’ lines to job- 
trade and retail stores in Cali- 
fornia and West Coast area; excel- 
Jent references and record. Leo 
Colman, 940 South Spaulding Ave., 
Los Angeles 36, California. 


a ——— - 
WATCHMAKER, Bradley graduate, age 
$i, now employed, wishes to locate in 
3 larger city, Chicago preferred; five 

rs’ experience on a great variety 
of makes, all sizes, no clocks; good, 
careful workman; good appearance, 
sober and reliable; not a floater; a 

rmanent position with a well estab- 
lished firm will be my first considera- 
tion. Address “E., 1950,” care J C-K. 


MANAGER, thoroughly experienced in 
every phase of cash or credit jew- 
elry business; merchandising, cred- 
its, collections, window trimming 
and advertising; minimum salary 
$125 weekly; best of references 
furnished; want association with a 
firm that is quick to recognize an ex- 
cellent manager, and that can give 

future; others need not an- 
swer. Address “P., 1964,” care 

J cK. 

MANAGER, successful and thoroughly 
experienced in every phase of mod- 
ern high grade cash and credit 
store management; fine personal- 
ity; creative merchandiser and ad- 
yertiser; good executive; now em- 
ployed, but ready for a change to 
better self; can furnish finest ref- 
erences and a splendid record of 
accomplishment; salary $150 per 
week, plus share in profits; age 48; 
married; interested only in a high 
class store operation; will recipro- 
eate full details. Address “‘P., 2091,” 
care J] C-K. . 


——ESESESEEEEEEE es 
Side Lines 

Minimum eharge (235 werds) $1.50 

Additional werds, 5 cents a werd 








SALESMAN calling on retail trade in 
Chicago and middle west, to sell high 
grade line of diamonds and diamond 
jewelry ; excellent opportunity. Address 
“C., 2098,” care J C-K. 


MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
etc.; many territories open. Address 


ies 1309,” care J C-K. 





GOOD competitive line of gold and ster- 
ling charms; see our page ad October 
issue; territories open for salesmen 
with good following; give all details 
first letter. Cleo-Del of Hollywood, 
iL, Loew's State Bldg., Los Angeles 14, 
alif. 





NATIONALLY know cigarette lighter 

manufacturer with exceptional line 

of sterling silver cigarette lighters; 

state background. Address “F., 
1905,” care J C-K. 


WANTED, resident salesmen represent- 
ing top concerns; exclusive territories 
available to experienced men with es- 
tablished retail and department store 
trade for nationally advertised costume 
Jewelry line; commission; send com- 
plete details and references in first 
letter. Address “W., 1312,” care J C-K. 








MANUFACTURER’S representative 
with office in New York City, de- 
sires connection with well known 
manufacturers selling the whole- 
sale trade; has had 30 years’ experi- 
ence with A-] record of large sales. 
Address “E., 2140,” care J C-K. 


WATCH 





importer with excellent line, 
seeks two traveling salesmen calling 
on retail jewelers; well introduced: 
good references; one to cover midwest 
out of Chicago, one west out of prefer- 
ably San Francisco; no objection non- 
conflicting lines; commission basis; 
excellent opportunity. Address “S., 
2067,” care J C-K. 


SALESMAN for California, preferably 
one who covers territory by automo- 
bile and has experience in selling 
to retail stores a line of ladies’ and 
gents’ solid gold rings and crosses; 
we have a well established trade 
throughout this state and a live 
wire salesman can earn from $100 
to $200 per week; man carrying 
only one other non-conflicting line 
preferred; write full details in con- 


cx Address “T., 1991,” care 














Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





ATTRACTIVE ring mounting line wanted 
for distribution on Pacific Coast. Ad- 
dress “L., 1957,” care J C-K. 


WANTED, line to cover state of Michi- 
gan (3 brothers). Miller Bros., Jewel- 
ers, 3200 W. Chicago, Detroit 6, Mich. 


PACIFIC COAST representative desires 
diamond cutter’s line; volume of busi- 
ness assured. Address “P., 2119,’ care 








EXPERIENCED Pacific Coast  repre- 
sentative wishes manufacturer’s line; 








finest jobbing accounts. Address “L., 
2117,” care J C-K. 

JEWELRY line wanted for Detroit, 
Mich., territory; showroom; contact 


with leading downtown jewelry stores. 

Address “A., 2073,” care J C-K. 
PACIFIC COAST salesman desires fine 
platinum and diamond jewelry line, 
only quality merchandise entertained. 
Address “N., 2118,” care J C-K. 











PACIFIC COAST salesman requires fine 
manufacturer’s line; can be in New 
York for interview if necessary Octo- 

ber. Address “T., 2121,” care J C-K. 





SALESMAN seeks better class stone ring 
line for Washington, Oregon, Cali- 
fornia; please don’t answer unless you 
make the best. Address “E., 2037,” 
care J C-K. 

SALESMAN calling on jobbers New 
York, Pittsburgh, St. Louis, large fol- 





lowing, wants gold and high grade 
kay line. Address “L., 2020,” care 








WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled: 
commission basis. Address “E., 1449,” 
care J C-K. 


EXCLUSIVE west coast representation 
available reputable watch importers or 
distributors; highly regarded man of 
39; strictly confidential. Address “H., 
1935,” care J C-K. 

SALESMAN in Chicago wants manufac- 
turer’s line of jewelry, made exclusively 
for wholesalers. Address “Circular 
1404,” Room 1415, Heyworth Bldg., 
Chicago 2. 

PACIFIC COAST ring salesman desires 
stone ring line, 10 and 14K, ladies’ 
and gents’; have sold in territory over 
20 years; commission basis. Address 
“G., 1450,” care J C-K. 











WANTED by Pacific Coast representa- 
tive manufacturer’s gold filled line; 
excellent connection among jobbers and 
large users. Address “R., 2120,” care 
J C-K. 


NEW YORK jobber desires additional 
lines, gold and gold filled merchandise, 
all types, will act as manufacturer’s 
agent; strong following. Address “T., 
1968,” care J C-K. 





LUCRATIVE coast to coast represen- 
tation available reputable manufac- 
turers of high grade diamond 
goods; mountings; stone and wed- 
ding rings; confidential. Address 
“G., 2038,” care J C-K. 








WATCHES; experienced salesman resid- 
ing in territory covering Philadelphia, 
Baltimore, Washington, New Jersey, 
Pennsylvania, Delaware, Maryland, Vir- 
ginia; will positively produce results. 
Address “V., 2033,” care J C-K. 

PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 





watch cases and specialties; best of 
connections. Address “C., 1448,” care 
J C-K. 





COSTUME jewelry or compact factory 
line wanted by well known, experienced 
sales organization, traveling entire 
United States; A-1 jobber following; 
New York showroom. Address “P., 
1324.” care J C-K. 


AGGRESSIVE, dependable salesman 
covering mid-south by car, head- 
quarters Memphis, desires connec- 
tion with reputable house; excel- 
lent references; strong following; 
commission preferred. Address “K.,.¢ 
2053,” care J C-K. 

SALESMAN covering Missouri, Kansas 
and Nebraska with large following 
among better jewelers and department 
stores, desires line of 10 and 14K 
ladies’ and gents’ stone rings, wedding 
rings, mountings, diamond goods, 
watches, watch cases, costume and gold 











filled jewelry; 20 years’ experience; 
references. Address “M., 2154,” care 
J C-K 

MANUFACTURER’S representative 


with office in New York City, de- 
_ sires connection with well known 
manufacturers selling the whole- 
sale trade; has had 30 years’ experi- 
ence with A-1 record of large sales. 
Address “D., 2139,” care J C-K. 


COSTUME jewelry; manufacturers 
representative with beautiful show- 
room on Fifth Ave. and large sales 
organization covering finest active 
jobbing and retail accounts all over 
United States, desires to represent 
manufacturer of popular priced 
costume and novelty jewelry; com- 
mission basis; financial responsibil- 
ity and references exchanged. Ad- 
dress “C., 1976,” care J C-K. 








Help Wanted 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 





SCHIFFMAN’S, Greensboro, N. C.; hea& 
engraver desired for permanent posi- 
tion; fine work required. 

WATCHMAKER who can do plain en- 
graving and jewelry repairing. New- 
ton’s Jewelry Store, McAlester, Okla. 

WATCHMAKER wanted; permanent 
position. Klivans Bros. Co., 271-3275. 
E. Federal St., Youngstown, Ohio. 

WANTED, jewelers for repairin 
special order work. Charles F. 
Inc., 703 Main St., Buffalo, N. Y. 

WATCH and clock maker wanted in 
York, Pa.; write giving particulars to 
“N., 2114,” care J C-K. 











and 
amm, 
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(Continued from page 411) 





EXPERIENCED watchmaker wanted; 
permanent position. Blum’s Jewelers, 
128 State St., Madison 3, Wis. 





SALESMAN, postwar future; good sal- 
ary and pleasant surroundings. Rost 
Jewelry Company, Indianapolis, Ind. 


DIAMOND SETTER and engraver; per- 
manent position; fair salary. Newton’s 
Jewelry Store, Joplin, Mo. 


WANTED, first class watchmaker and 
engraver; $75 week. J. W. Anderson, 
Jeweler, Beloit, Wis. 


WATCHMAKER, experienced and capa- 
ble of holding state license. Rost 
Jewelry Co.,. Indianapolis, Ind. 














JEWELER, engraver and carver; ‘state 
exactly what you can do in first let- 
ter. Address “R., 2045,” care J C-K. 


WANTED jeweler and diamond setter; 
good proposition for good mechanic. 
—* 10 Pine Ave., Long Beach 3, 

alif. 








JEWELRY repairer who can do some 
stone setting and new work; 48 hours 
a@ week; state salary and reference. 
Address “M., 2123,” care J C-K. 


WATCHMAKER,- experienced in _ all 
types of watches; can make from $75 
to $100 per week; location New York 
City. Address “J. 2152,” care J C-K. 


WATCHMAKER; permanent, good hours 
and working conditions; living accom- 
* modations guaranteed; excellent sal- 
ary. Address Kox 128, Petersburg, Va. 











ONE inside jewelry salesman, also one 
optician for old established New Jer- 
ey, Yee Address “A., 2124,” care 


WANTED, jewelry repairman and stone 
setter for Ohio retail store; steady; 
To pe. Address “D., 2080,” care 








JEWELER on special order work; one 
Possessing ability to look after the 
shop if opportunity is given. Address 
“T., 2046,” care J C-K. 


YOUNG MAN, 365 to 40 years old; execu- 
tive position in western New York 
state, old line store. Address “D., 
1977,” care J C-K. 


WANTED, salesman to cover Atlantic 
Coast territory; experienced only; ref- 
erences required. Reply to “M., 2112,” 
care J C-K. 











JEWELER on cast rings and stone rings, 
practical man; excellent position and 
a fine city in which to live. Address 
“J., 2043,” care J C-K. 


WANTED by October ist, man to do 
light pewelry repairs and wait on 
trade; single man preferred. Apply 
Box 420, Fredericksburg, Va. 


WATCHMAKER, for railroad watch 
repairing; permanent position; sal- 
ary $75 per week. C. E. Ross, El 
Paso, Texas. 














FIRST CLASS watchmaker and en- 
graver; give qualifications, references 
and salary wanted. S. F. Sonnedecker, 
530 E. State St., Salem, Ohio. 


WANTED, watchmaker; will pay 
$3,000 a year, plus commission, 
plus bonus end of each _ year. 


Klivans Jewelry Co., Oil City, Pa. 








COMBINATION watchmaker and en- 
graver, or straight watchmaker; fair 
salary; permanent position. Newton’s 
Jewelry Store, Joplin, Mo. 





IF YOU can engrave we have a real 
opening for you. Write Friedman’s 





JUNIOR watchmaker for retail store, to 
work under experienced watchmaker ; 
salary and percentage. M. L. Green & 
Son, Mi. Clemens, Mich. 


WATCHMAKER; permanent position, 
very good salary; excellent work- 
ing conditions. Gold-Stone’s, 148 
East Front St., Plainfield, N. J. 

PLATINUM worker; wanted a first class 
platinum worker, capable of creating 
special designs, desiring permanent 
position; state references, Linz Bros., 
Jewelers, Dallas, Tex. 


WATCHMAKER, or jeweler-watchmaker 
combination man; permanent position; 
good place for returning service man; 
state full particulars. Paul Arnold, 
207 S. Tryon St., Charlotte 2, N. C. 


JEWELER, for general repairs and stone 
setting; permanent position; good 
place for returning service man; give 
full particulars. Paul Arnold, 207 
South Tryon St., Charlotte, N. C. 


WATCHMAKER, experienced, also one 
who can handle sizing; good salary 
and commission in well established 
firm; references; location; Carolina 
Jewelers, Asheville, N. C. 


WATCHMAKER, first class workman; 
permanent position; send references 
and salary expected; living conditions 
as nearly normal as any city in the 
country. Henebry & Son, Roanoke, Va. 


JEWELER and setter combined; won- 
derful opportunity; fine city and good 
pay; when replying state exactly what 
you can do. Address “B., 2042,” care 
J C-K. 

EXPERIENCED salesman for diamond 
and watch department; single man 
preferred, as houses or apartments not 
= available. Henebry’s, Oak Ridge, 

enn. 





























CLOCK repairman; permanent full time 
employment; must be able to drive; 
experience necessary; state qualifica- 
tions and age. Address “B., 2127,” 
care J C-K. 


WATCHMAKER, first class workman, 
opportunity for high earnings on com- 
mission or straight salary; good ref- 
erence required. Write Henebry’s, Oak 
Ridge, Tenn. 








WATCHMAKER;; fine position for re- 
liable man; permanent; railroad watch 
inspection; give age and experience. 
Fred N. Pauli, 28 W. Huron S&t., 
Pontiac 14, Mich. 





MATERIAL man, experienced, and an 
apprentice to learn watch material 
and tool business. Friedman-Gessler 
Company, 220 W. 5th St., Los An- 
geles, Calif. 





DIAMOND SETTER wanted; attractive 
proposition; salary or piecework; per- 
manent. Wayne Jewelry Company, 
601-2 Griswold Bldg., 1214 Griswold, 
Detroit 26, Mich. 





SALESMAN wanted with following; dia- 
mond rings, wedding rings and mount- 
ings; calling on better jewelers and 
department stores. Address “D., 2047,” 
care J C-K. 





EXPERIENCED jeweler; piece work; 
approximately or a week; excellent 
working conditions; permanent; 
Jacques Adler, 12 North Tejon, Colo- 
rado Springs, Colo. 





SALES LADY, experienced in _ retail 
credit jewelry store; steady position 
in North Carolina; write full particu- 
lars in first letter. Address “D., 2004,” 
care J C-K, 





WE ARE seeking outstanding, aggres- 
sive and consistent representatives to 
show costume jewelry in Atlanta, Chi- 
cago, Dallas, Los Angeles. Address 
“V., 2069,” care J C-K. 





WANTED, watchmaker or combination 
watchmaker and jewelry repairman for 





SALESMAN, experienced, re 
credit store; good opportunity at ane 
neat position i, reply stating ioe 
ry desired. Bartley’s, 3 : 
Norfolk, Va. ys $17 Granby gt) 





WANTED, engraver for high 
ry store in one of the farser wee 
cities; permanent position and a 
portunity for excellent post-war an, 
ings. P. O. Box 2168, Miami, Fig” 
JEWELER, capable of runni 
shop for four men; situated .— 
western town; good opportunity for 
business interest; no money required, 
Address “L., 2153,” care J C-K, 








WANTED watchmaker; permanent Posi- 
tion, salary or commission; agreeable 
working conditions; full Particulars 
first letter. Iaggi Jewelry Shop, 299 
State St., St. Joseph, Mich ; 





WANTED: first class watchmaker, $75 
per week; permanent Position; nice 
working conditions; nice town, 
Write Phillip’s Brothers, Inc, 
Lynchburg, Virginia. 


WANTED, watchmaker first class, ex. 
perienced on railroad work, can esti. 
mate jobs: permanent position; sa 
up to $100 weekly; send qualifications, 
Geo. W. Taylor, Williamson, W. Va, 


WATCHMAKER wanted by old estab- 
lished firm; permanent position, 
good hours; pleasant working ¢on. 
ditions at top salary. Bigwood’s, 
20 North 6th St., Terre Haute, Ind, 


SALESLADY, experienced in all ‘kinds 
of retail jewelry; mechanical capa- 
bilities preferred; good salary; loca- 
tion New York City. Address “I, 
2151,” care J C-K. 











LAPIDARIST; fine permanent posi- 
tion for skilled calibre and facet 
cutter; South California; excellent 
working conditions; references, Ad- 


dress “A., 1934,” care J C-K. 


WANTED watchmaker, capable of tak- 
ing charge of shop; permanent posi- 
tion for right man; good salary; write 
giving references, experience, etc. Ad- 
dress “A., 1941," care J C-K. 


WATCHMAKER;; permanent position, 
good salary; best working condi- 
tions; Indiana’s leading jewelry 
store. Bitterman Brothers., 202-204 
Main St., Evansville, Ind. 














JOBBING jeweler and _ repair man; 
wanted a first class jobbing jeweler 
and repair man _ desiring permanent 
position; state references. Linz Bros, 
Jewelers, Dallas, Tex. 


JEWELER and diamond setter, first 
class mechanic; permanent job as 
sured; name your own wages. 
Denker & Endicott, 617-18 Farns 
worth Bldg., Memphis 3, Tenn. 


RETAIL salesman for selling only, in 
established credit jewelry store; 
experience and salary desired; replies 
kept confidential. Address “G., 1953, 
care J C-K. 


SALES MANAGER wanted; nationally 
known cigarette lighter manufac 
turer of sterling silver cigarette 
lighters; exceptional opening. 


dress “E., 1904,” care J C-K. 


WATCHMAKER, permanent position; 
firm established 73 years; air-con- 
ditioned store; top salary; wire or 
phone our expense. H. Post & Sons, 
Decatur, IIl. 

















WATCHMAKER for Indiana, well estab- 
lished retail store; no waiting on 
trade; air conditioned shop; permanent 








Ohio; good steady job; no _ rash 
Jewelers, 101 W. Broughton St., promises; advise salary you are worth. position at top salary. Address ‘F., 
Savannah, Georgia. Address “B., 2079,” care J C-K. 1692,” care J C-K. 
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HELP WANTED—Continued 





CHMAKERS; trade shop in New 

be will give work out to first class 

watchmakers, no others: write for 

interview. Address “N., 1179,” care 

J CK. 

FIRST CLASS watchmaker and jew- 

eler; $85 and commission; no wait- 

ing on trade required; position per- 

manent. Harts Jewelry, Waycross, 
Ga. 








——_—_e 
, jewelers, polishers, setters; 
tine conditions; air condi- 


; good pay; steady work. Apply 
ume ‘Wood & Sons, Inc., 216 EB. 45th 
Street, 7th Floor, New York City. 





IAMOND setter and all around jewel- 
- eaire permanent position; very 
attractive proposition that will pay you 
to investigate; guaranteed salary $100 
per week. Address “G., 1693,” care 


J C-K. 


JEWELERS, general repairmen, spe- 
cial order men; top salary guaran- 
teed with steady employment. John 
A. Marshall, 508 Close Bldg., To- 
ledo, Ohio. 


WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 


INSTRUCTOR, at leading school for 
engraving, jewelry repairing and 
stone setting; a dependable posi- 
tion, now and after the war, Ad- 
dress “E., 872”, care J C-K. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321," care J C-K. 

















WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, permanent position for 
A-1, experienced in high ade Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Apply 
to Box “M., 4889,” care J C-K. 





WANTED, watchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 


TWO JEWELERS, one an experienced 
diamond setter, permanent, with 
oldest and finest store in healthful 
climate. Rosenzweig’s, Phoenix, 
Arizona. 








JEWELERS, engravers, setters, jobbing, 
special order, fraternity, Permanent 40 
hour week and overtime; large mod- 
ern shop. Midwest Jewelry Company, 
Oklahoma City, Oklahoma. 





WANTED watchmaker and engraver; 
must be top man; salary $125 per 
week; work in the West; modern store; 
ideal working conditions; permanent 
Position; send full particulars and ref- 
erences to “F., 1981,” care J C-K. 





SALESMAN for diamond department, 
must have knowledge of diamonds and 
special order work; good living condi- 
tions; state experience and give refer- 
ence. Write Leo F Henebry, Henebry 
& Son, Roanoke, Va. 





WANTED, three experienced watch- 
makers, one who can take care of 
store, also one clockmaker; weekly sal- 
ary or piece work; high grade work 
at good prices. Frank Laine, 667 Han- 
cock St., Quincy, Mass. 





SALESMAN, experienced, wanted by 
wholesaler of many nationally known 
commodities to cover New York state, 
Pennsylvania, New Jersey, Delaware 
and Maryland. Address “D., 2130,” 
care J C-K. 


WATCHMAKER or combination watch- 
maker and light jewelry repairing, 
good steady position; salary $80 a 
week; Fort Wayne, Ind.; you will be 
pleased to locate with us. Address “P., 
1931,” care J C-K. 

PERMANENT job for first class watch- 
maker; give reference and _ salary 
wanted in first letter; one of the oldest 
and largest jewelers in South; modern 
shops. Bromberg & Company, Bir- 
mingham, Ala. 


WANTED, a good all around combina- 
tion watchmaker; permanent position 
to a good workman; state salary, ex- 
perience, give full particulars and 
sample of engraving. L. Daiches, 
Laredo, Tex. 


WATCHMAKER, or combination watch- 
maker and jeweler, or light engraving; 
steady position; excellent opportunity 
for good wages. Write me soon, Carl 
Ww; Rose, 826 Calhoun St., Fort Wayne, 
nd. 


SALESMAN, experienced, wanted by 
wholesaler of many nationally known 
commodities, to cover West Virginia, 
Virginia, North Carolina, South Caro- 
Fn ge ori. Address ‘“‘C., 2129,” care 




















WANTED, sales manager to reside in 
Texas for large wholesale jewelry firm 
having extended sales force; excellent 
opportunity; address “A., 2095,” care 
J C-K., giving details, experience, sal- 
ary desired. 


SALESMAN and saleswoman, experi- 
enced better retail stores for modern 
high type cash and credit jewelry 
store; good opportunity and pay; posi- 
tion permanent. Apply 188 Market St., 
Newark, N. J. 


WATCHMAKER; permanent position; 
very good salary; store has a complete 
set of new tools; new modern store; 
best location; air conditioned; in 
Northern Illinois. Address “R., 1983,” 
care J C-K. 


JEWELER, stone setter, engraver or 
either one; good salary; permanent 
Position; excellent working conditions; 
reference, salary expected first letter. 
Schwaner Brothers, 414 Dan Wagg 
Bldg., Fort Worth, Tex. 


WANTED, factory manager to reside in 
Texas and organize shop for large 
wholesale jewelry firm; excellent op- 
portunity. Address “B., 2096,” care 
J C-K., giving details, experience, sal- 
ary desired. 


JEWELRY salesman, must be experi- 
enced for installment jewelry store, 
located 20 miles from Chicago; excel- 
lent opportunity for man capable of 
assuming managership. Address “R., 
2066,” care J C-K. 


WANTED, man for general floor and 
store work and window display as- 
sistant to manager; responsible and 
experienced; $100 week; good future 
for ambitious man; Ohio. Address “F., 
2081,” care J C-K. 


WANTED first class watchmaker, one 
eapable of taking charge of repair 
department with old _ established 
firm; $75 per week and commis- 
sien Address “M., 2088,” care 


EXPERIENCED, 


























reliable watchmaker ; 
permanent position; general run of 
watchwork, also railroad inspection; 
pleasant working conditions; old estab- 
lished store. Wire, write Le Roy’s 
Jewelers, Fairbury, Neb. 


WANTED jeweler or jeweler and stone 

_ setter on a permanent basis; ideal 
working conditions. Write giving 
references to Friedman’s Jewelers, 
1436 Main St., Columbia, South 
Carolina. 








STONE SETTER wanted; steady year 
round job, excellent salary; store 
located .southeast; give references 
and as much information as pos- 
sible first letter. Address “K., 
2014,” care J C-K. 


WATCHMAKER, thoroughly experienced 
and reliable; top salary. and permanent 
position in 30 to 90 days; located in 
central part of North Carolina with 
the best working conditions. Address 
“G., 2082,” care J C-K. 


WATCHMAKER; permanent; top 
working conditions, above average 
postwar possibilities; old estab- 
lished firm; salary or 40 hours, 
plus time and a half; very desirable. 
Hughes & Son, Inc., Lima, Ohio. 


WANTED, salesmen for leather billfold 
line with established territory; unique 
selling feature offered, makes this line 
@ moneymaker; exclusive territories. 
Regency House, 402 Sixth St, N.W., 
Washington 1, D. C. 


WANTED experienced jewelry salesman, 
one who knows the jewelry business 
from A to Z; steady position in North 
Carolina; write full particulars in first 
letter, salary expected and when avail- 
able. Address “B., 2003,” care J C-K. 


WANTED, engraver, mostly lettering; 
good opportunity to learn pearl set- 
ting on fraternity pins; good work- 
ing conditions; attractive salary. J. 
O. Pollack & Co., 337 W. Madison 
St., Chicago, Ill. 




















WANTED, salesmen, representing top 
concerns, for exclusively manufactured 
gold wedding rings, and gold or gold 
filled earrings; 10% commission; state 
territory and references in first letter. 
Address “K., 2086,” care J C-K. 


WANTED, watchmaker; we have a po- 
sition open paying a good salary on 
a permanent basis under ideal work- 
ing conditions; write giving refer- 
ence to Friedman’s Jewelers, 101 
W. Broughton St., Savannah, Ga. 


WANTED, jeweler and stone setter, 
capable of doing finest quality work; 
permanent position and good opportu- 
nity for postwar earnings in one of 
the larger Florida cities. P. O. Box 
2168, Miami, Fla. 


WANTED junior watchmaker who has 
had some experience; an excellent 
opening on a permanent basis, at a 
good salary. Apply Friedman’s Jew- 
elers, 101 W. Broughton St., Savan- 
nah, Ga. 


WANTED, watchmaker with reputation 
for high class workmanship; excellent 
opportunity in fine jewelry store; ex- 
cellent salary and satisfactory living 
conditions. P. O. Box 114, Jackson- 
ville, Fla. 

















WANTED, engraver: permanent posi- 
tion with one of the country’s lead- 
ing jewelers; ideal working condi- 
tions; liberal bonus arrangement; 
write giving references. Geo. T. 
Brodnax, Inc., Memphis, Tenn. 


EXPERIENCED salesmen wanted to 
carry small line of solid gold jewel- 
ry as side line, calling on department 
and jewelry stores; exclusive terri- 
tories; commission basis. Address “N., 
2155,” care J C- 


WANTED jewelers; now is the time to 
secure permanent employment with 
one of the nation’s leading jewelers; 
ideal working conditions; write giv- 
ing references and experience. Geo. 
T. Brodnax, Inc., Memphis, Tenn. 











(Continued on page 414) 








FOR OcTOBER, 1945 


413 











HEL? WANTED—Continued 





(Continued from page 413) 





SEEKING an experienced jewelry man 
to manage cash-credit store, about 50 
miles from New York City; excellent 
opportunity for a bright future with a 
growing chain orgauization. Address 
“G., 1672,” care J C-K. 





WATCHMAKERS wanted, permanent 
Positions; good hours, pleasant work- 
ing conditions; state age and salary 
expected; jobs open in Lakeland, Ft. 
Myers and Tampa, Fla. Apply to 
Goff Jewelry Company, Tampa 2, Fla. 





WATCHMAKER wanted, capable of 
taking complete charge of repair 
department; will pay $85 to $100 
per week; give references in first 
letter. Neiman’s Jewelers, Charlotte, 





WATCHMAKER, permanent position; 
salary $85 to $100 according to ability; 
good hours; ideal working conditions; 
air-conditioned store; expenses paid 
for interview. Herbert's Jewelers, 7th 
Ave. and 58th St., Kenosha, Wis. 





WANTED, watchmaker and engraver; 
$75 week guaranteed and all overtime 
you want to make; plenty of 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





WANTED, watchmaker, by high class 
store. 40 years established business; 
as either first or second watch- 
maker, absolutely permanent; mod- 
ern store, fine working conditions. 
M. Meyer, Marion, Indiana. 





WATCHMAKER wanted, in state of 
Oregon; $100 per week; this is not a 
boom town proposition, but a perma- 
nent position; air conditioned store, 
pleasant working and living conditions. 
Address “S., 506,” care J C-K. 





WANTED, diamond setters and jewel- 
ers; unusually good opportunity for 
right men; good salaries and after 
war positions assured. Orkin 
Jewelry Manufacturing Co., South- 
land Life Bldg., Dallas, Texas. 





WANTED jeweler, special order work 
and repair man, also letter engraver: 
excellent pay with pleasant working 
conditions and steady job. Address 
Star Jewelry Co., 600 Southern Stand- 
ard Bldg., Houston 2, Tex. 





DIAMOND buyer, experienced as- 
sorter, capable pick for mountings; 
permanent position; must locate in 
Chicago; good opportunity: give 
fullest particulars in confidence. 


Address ““W., 1740,” care J C-K. 





SALESMAN, by old established manufac- 


turer of high grade jewelry, for middle 
west; prefer one residing in Chicago, 
and desire our line given preference if 
you have other lines; state lines 
carried, experience and references. Ad- 
dress “F., 2101,” care J C-K. 





MATERIAL man for south’s oldest and 
largest material house; $80 for 40 
hour week; this is a permanent job 
and definite possibilities for the right 
man; our employees know of this ad; 
all replies strictly confidential. Address 
“T., 2068,” care J C-K. 

WANTED, jeweler and diamond setter; 
unusually good opportunity for compe- 
tent man in high grade store in Con- 
necticut; permanent position, excellent 
salary and working conditions; replies 
“Ss Address “N., 2089,’ care 





WANTED, a good watchmaker; wonder- 
ful opportunity for a permanent job 
with an old establishment in a pros- 
perous town; can offer 50-50 commis- 
sion and furnish all materials; abun- 
dant supply of work. Patton’s Jewel- 
ry Store, Morganton, N. C. 





WANTED young man of good back- 
ground and references to learn assort- 
ing and selling for New York whole- 
sale diamond business; excellent op- 
portunity for right party. Phone Mur- 
ray Hill 2-0898, or write “J., 2115,” 
care J C-K. 


SALESMAN wanted, Pacific Coast terri- 
tory, with good connections to handle 
medium priced gold, boys’ men’s, miss, 
baby and ladies’ stone rings; commis- 
sion basis; write immediately giving 





details. Address “R., 1966,” care 
J CK. 
WANTED experienced watchmakers; 


good working conditions; 40 hour 
week, time-and-half for overtime; per- 
manent positions; good salary. H. E. 
Scatterday, care The Webb C. Ball 
Co., 11144Euclid Ave., Cleveland 15, 
Ohio. 


WATCHMAKER, by old firm; perma- 
nent position; only better class 
work taken in; must be of good 
habits, willing worker; pleasant 
working conditions and good city to 
live in; fine climate. Hale’s Jewel- 


ers, Estb. 1856, Greenville, S. C. 


WANTED, first class flatware and hol- 
lowware engraver; permanent job with 
one of the oldest and largest firms in 
South; modern air-conditioned shop; 
state salary expected and references 
in first letter. Bromberg & Company, 
Birmingham, Ala. 





DIAMOND SETTER, engraver, minor 
repairman; permanent position; ex- 
cellent working conditions and good 
opportunity for right man; un- 
limited earning possibilities. Big- 
wood’s, 20 North 6th St., Terre 
Haute, Ind. 





SALESMEN to travel West, Midwest 
and South calling on manufacturing 
and wholesale jewelry trade; salary 
and expenses; give full particulars in 
first letter: all replies will be held 
strictly confidential. Address “F., 2141,” 
care J C-K. 





WE HAVE an opening in our repair 
department in Columbia, South 
Carolina, for a junior and senior 
watchmaker; if you are interested 
in a worthwhile position write Fried- 
man’s Jewelers, 1436 Main St., 
Columbia, South Carolina. 





GOOD competitive line of gold and ster- 
ling charms; see our page ad October 
issue; territories open for salesmen 
with good following; give all details 
first letter. Cleo-Del of Hollywood, 321 
jeoe® State Bldg., Los Angeles 14, 

alif. 


WANTED watchmakers, by reputable 
Nebraska jewelers; excellent oppor- 
tunities; must be capable of precision 
work; railroad watches, etc.; give ref- 
erences, age, experience and compensa- 
tion expected, first communication. Ad- 
dress “J., 2052,” care J C-K. 








WANTED for midwest, two  watch- 
makers able to repair all kinds of 
American and Swiss watches; a per- 
manent job all year around; good sal- 
aries for right men; state full in- 
formation and salary expected in first 
letter. Address “D., 1979,” care J C-K. 





ENGRAVER: retail jewelry store; ex- 
cellent opportunity for man with ex- 
perience in engraving jewelry, silver- 
ware; permanent position; state all 
qualifications in replying to this ad. 
Louis Esser Company, 315 E. Wiscon- 
sin Ave., Milwaukee 2, Wis. 





COMBINATION jeweler and engraver, . 


or watchmaker and engraver, by 
old firm; must be reliable and of 
good habits; dependable and per- 
manent position; good working con- 
ditions and climate. Hale’s Jewelers, 


Estab. 1856, Greenville, S. C. 


JEWELER and diamond setter 


class mechanics; permanent Tob 
sured; doing work for the finest je 
ry stores in midwest; fine opportuni 
for the right men; write for furthe, 
details, Address ““W., 1770," att 
J K. 





rir. 
WE ARE looking for three speedy, ap. 


curate watchmakers to work 50%, 
commission basis, with bonus at eng 
of year; as many work hours ag de- 
sired; pleasant working conditions and 
grat prices. Address “C., 1603,” care 








WANTED; first class watchmaker, one 


capable of taking care of watch de 
partment; must be able to produce 
good work; good salary; we have 
wonderful opportunity for the t 
man; near Reading, Pa. Address “ 
1355,” care J C-K. 





WANTED, three well qualified watch. 


makers; two for straight shop work 

and one for a take-in man and 9. 

sistant manager; permanent; state 

age, qualifications and salary ex. 

— Button Jewelers, Yakima, 
ash. 








SATISFACTORY position open for fing 


watchmaker in well equipped air con- 
ditioned jewelry store; can make as 
much as you want to; plenty of work 
in one of the best towns in Texas, 
Roettger’s Jewelry Store, R. Vosatko, 
owner, Midland, Tex. 








ENGRAVER, first class, age 30 to 45 


years; steady job; enjoy wonderful 
climate while working near ocean and 
mountains; sunny southern California; 
work release needed by civilian; write 
full particulars J. Jessop & Sons, 1041 
Fifth Ave., San Diego, Calif. 





WATCHMAKER wanted by high class 


store; 50 years established business; 
good clean southern city with excel- 
lent opportunity; permanent position; 
state qualifications and references, also 
salary expected. Address “G., 1837,” 
care J C-K. 





MANUFACTURER is looking for a good, 


WATCHMAKER wanted; first class 


workman; excellent working con- 
ditions; permanent position; write 
full details, age, experience, ref- 
erences; send photo and state salary 
expected in first letter. V. V. Vick, 
Jeweler, Columbus, Georgia. 








capable jeweler, one who has business 
ability and capable of assisting fore- 
man; the class of work is wedding 
rings, mountings and special work; 
the position carries a future for a 
7 man, Address “Q., 2044,” care 





DIAMOND salesman for Jarge old estab- 


COSTUME jewelry house of national 


reputation can take on a few good men 
to cover the following territories: 
Illinois, Missouri, Kansas, also Louisi- 
ana Mississippi, Alabama; must have 
following among department, specialty 
and jewelry stores; commission basis. 
Address “D., 1928,” care J C-K. 








lished Atlanta retail store; must pos- 
sess complete kncwledge of diamonds 
and have abilicy to serve high grade 
clientele; this is a permanent connec- 
tion with liberal pay and unequalled 
opportunity for future advancement. 
Address “G., 1926,” care J C-K. 





SALESMAN for one of the finest credit 


jewelry stores in central New York, in 
a city of 40,000 population; must have 
experience in the credit field; excel- 
lent chances for advancement; give 
Wages expected and full particulars 
ne writing. Address Box 429, Rome, 





JEWELRY 





salesmen or _  saleswomen 
wanted with department store follow- 
ing, to represent new, distinctive line; 
excellent opportunity for capable, ¢x- 
perienced individuals with record 
high earnings; write full details. <Ad- 
dress “Circular 1403,” Room 1415, Hey- 
worth Bldg., Chicago 2. 
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" GELP WANTED—Continued 


R, special order work, diamond 
awn and general repairs, must be 
tully experienced and dependable; per- 
ition with guaranteed top 





t pos : } 
walay : medium size retail store doing 
not quantity work; located 


qn New York state; references re- 


quired. Address “L., 2087,” care J C-K. 


SALES representative; prominent 
manufacturer and refiner of preci- 
ous metals, expanding sales organi- 
zation has opening for experienced 
salesman to call on manufacturing 
jewelers ; principally in metropoli- 
tan area; salary. Address “O., 
2026”, care J C-K. 





WATCHMAKERS wanted; average 
$150 weekly; clean store work; 
pleasant conditions; steady; only 
experts need apply; we are the 
largest wholesale repairers in the 
country; contact us at once. Alma 
Service Company, 72 Bowery, New 
York City. 





WATCHMAKER or watch repair es- 
timator for fine jewelry store to take 
in watch work and do minor repairs 
only; all other repairs given out; ex- 
cellent salary; location southern part 
of Connecticut; 50 minutes from New 
York; state experience and age, Ad- 
dress “J., 1522," care J C-K. 





WANTED young watchmaker, returned 
service man preferred; front man in 
large, old established store in South; 
take in and deliver work; must have 
education and appearance to meet bet- 
ter class trade; permanent guaranteed 
future; excellent starting salary. Ad- 
dress “J., 1455," care J C-K. 





WANTED jewelry salesmen: we have 
openings for two good experienced 
salesmen; must be reliable, neat and 
willing workers; excellent proposi- 
tions to those who qualify; state 
salary desired in your reply. Shaw- 
Rogers Co., 113-115 S. Main St., 
Akron, Ohio. 





WANTED, diamond setters and jew- 
elers, also special order man; un- 
usually good opportunity for right 
men; top salaries and commissions; 
good working conditions in air con- 
ditioned building. C. E. Mounce, 
Mfg. Jlr., 109 Ardis Bldg., Shreve- 

port, La. 





WANTED, buyer and manager, thor- 
oughly experienced watch and jewelry 
line; capable assuming full responsi- 
bility. buying, selling, management and 
advertising; excellent opportunity for 
right party; first class references re- 
quired: send photo with application. 
Address “C., 1341,” care J C-K. 





WATCHMAKER, jewelry repair, or com- 
bination man; must be good, reliable 
and well recommended: good salary; 
a dependable and permanent position, 
now and after te war with the most 
progressive jewelry firm in the state 
7 Texas. Address “C., 1328,” care 





JEWELER: production manager for es- 
tablished New York firm, must have 
experience in manufacturing’ styled 
jewelry in bracelets, brooches and ear- 
rings; tooled and casted: fine oppor- 
tunity for suitable person; staté fully 
experience and references, Address “G., 
1618,” care J C-K. 











WATCHMAKER, first class workman to 
take care of department; permanent 
sition; salary in keeping with abil- 
ty; excellent working conditions; 
wonderful opportunity for the man 
who can handle the job; state age and 
qualifications. Wright’s Jewelry, 8229 
Georgia Ave., Silver Spring, Md. 





SALESMAN to assist owner of high type 
cash and credit jewelry store, carry- 
ing the finest line of diamonds, 
watches, and sterling silver; unusual 
opportunity for ambitious man; loca- 
tion southern part of Connecticut; 50 
minutes from New York; state experi- 
T2 age. Address “K., 1533,” care 





WANTED first class watchmaker, must 
have own tools, capable of doing rail- 
road work; plenty of chance for ad- 
vancement; will pay $100 per week to 
start; can work in either Flagstaff or 
Williams, Ariz.; world’s finest climate 
for asthma, hayfever’ and other bron- 
chial ailments. Townsend Jewelry Co., 
Wm. E. Townsend, Flagstaff, Ariz. 








MATERIAL man; substantial future; 
good starting salary for experienced, 
capable, reliable individual familiar 
with Swiss and American materials, 
who can handle counter trade; write 
fully, giving age and background; all 
replies held in strictest confidence. New 
Jersey Jewelers Supply, 280 Plane St., 
Newark 2, N. J. 





WATCHMAKER, or combination man, 
one who can do good work and 
wants permanent position in charge 
of repair department; commission 
basis; capable man can average $100 
to $125, or more, per week; col- 
lege town 7000 population. Robert 
Ernst Jewelry Store, established 
1893, Huntsville, Texas. 





MANAGER wanted for one of South’s 
largest installment jewelry chains lo- 
cated in fine progressive southern city; 
for man able to take complete charge 
we have an interesting and well pay- 
ing proposition; position is absolutely 
permanent and _ working conditions 
pleasant; give all essential details in 
reply. Address “F., 1925,” care J C-K. 


JEWELRY salesman wanted, experi- 
enced, for the Middle West and West 
Coast for a manufacturer’s line of fine 
diamond jewelry; popular priced goods, 
such as diamond watches, watch brace- 
lets, rings, etc.; good opportunity for 
right man; long established firm: no 
objection to side line. Address “A., 
1921,” care J C-K. 





COMBINATION man; _ engraver-watch- 
maker, or watchmaker who can do 
clock and light jewelry repairing; we 
can use a man who combines any of 
these trades: must be congenial and 
have retommendations; no _ floaters, 
grouches or trouble makers considered ; 
permanent job; good hours and condi- 
tions in nice college town. Samuel F. 
Crabtree, State College, Pa. 


WATCHMAKER; permanent position 
for a first class man; salary and com- 
mission; chance to take complete 
charge of the repair department; 
established 1868; high grade store; 
a postwar job with a fine future for 
the proper man; essential workers 
need release statements. Geo. E. 


Taylor, 115 Park Ave., Plainfield, 





EXCELLENT permanent positions open 
for two first-class watchmakers in re- 
tail establishments, one Petersburg, 
Va., other Miami, Fla.: $100 week flat 
salary, plus all additional overtime 
work desired on commission basis: ap- 
plicants must furnish own tools; de- 
partment otherwise fully equipped; 
references. Phone Petersburg 3366, or 
write P. O. Box 307, Petersburg, Va. 


WANTED, manager and assistant man- 
ager, for retail jewelry store in mid- 
west; must have full experience with 
credit and cash basis, able to sell 
watches and diamonds and to trim 
windows; permanent position and good 
opportunity for right man; give com- 
plete information in your reply, also 
salary expected. Address “E., 1980,” 
care J C-K. 


A NATIONALLY know New England 
jewelry manufacturer, distributing 
principally through the wholesale 
jeweler, wants two capable repre- 
sentatives to take complete charge 
of the New York office, also Chi- 
cago office and surrounding terri- 
tory; state full qualifications; all 
replies confidential. Address “A., 
1973,” care J C-K. 





WANTED, first class watchmaker or 
combination watchmaker and engraver, 
to take complete charge of repair de- 
partment and capable of waiting on 
trade; can make from $75 to $150 
weekly; best of working conditions, 
good climate; 50 miles from Washing- 
ton, D. C., in Virginia; do not reply 
unless you are reliable and competent. 
Address “P., 2065,” care J C-K. 





SALESMAN wanted for midwestern terri- 
tory including Chicago, Milwaukee, St. 
Paul, Minneapolis and _ surrounding 
territory; Chicago resident preferred; 
must have experience and following 
amongst jewelry trade; our line is we 
known and has immediate acceptance 
reply stating fully experience and 
whether you are available for Ne~= 
York interview. Address “F., 2% 
care J C-K. 








WANTED, retail jewelry salesmen 
large old established concern in the 
metropolitan area, presently expand- 
ing, can use several capable salesmen ; 
applicants must be gentlemen of pleas- 
ing personality accustomed to handling 
high class select clientele; permanent 

} positions in nice surroundings; top 

salaries with an unusual opportunity 

for advancement. Address “G., 1982, 

care J C-K. 








SALESMEN to represent large New York 
wholesale house with full line on dia- 
mond rings, watches, clocks, silver- 
ware, jewelry, electrical appliances, 
one for southeastern and one for south- 
western territory; applicants kindly 
state experience, qualifications, back- 
ground; must be well acquainted with 

| trade; prefer men to live in territory; 

fine possibilities for large earnings. 

Address “A., 2135,” care J C-K. 


TWO of the oldest and largest school- 
club, jewelry and medal manufac- 
turing plants on Pacific Coast are 
combining and need services of ex- 
perienced persons with knowledge 
of this business in organizational, 
mail, advertising, selling depart- 
ments (craftsmen and plant facili- 
ties ample at present) write giving 
past experience. J. A. Meyers & 
Co., 1031 West 7th St., Los Angeles 
14, Calif. 


DIE CUTTER A-1, must be able to cut 
hubs and also clean up detail of ma- 
chine cut dies; company now engaged 
entirely on war work, but will recon- 
vert and resume old established line 
as soon as permitted: the position is 
permanent and applicant must be 
capable of high class, accurate work; 

| write direct sending samples of work 

done, stating experience and _ salary. 

The D. L. Auld Company, Fifth Ave. 

and Fifth St., Columbus 1, Ohio. 


(Continued on page 416) 
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(Continued from page 415) 
WATCHMAKERS wanted; first, sec- 


ond or junior watchmakers ; first or 
second man may, if he desires, wait 
on watch repair trade in addition to 
repairing, if you are limited in ex- 
perience. you will have opportunity 
to work under a watchmaker of un- 
usual ability and add to your knowl- 
edge; not a wartime job, but a good 
paying permanent position in mod- 
ern high class store, established 40 
years. M. Meyer, Marion, Ind. 


MANAGER wanted for new store open- 
ing in Iowa; the man we want must be 
experienced in managing a successful 
jewelry and appliance store and have 
unquestionable references; this is a 
permanent position with a fast grow- 
ing organization and offers a good sal- 
ary plus bonus to the right party; all 
replies will be_ strictly confidential. 
Block’s Jewelry Store, attention Walter 
ne Block, 207 Jefferson St., Burlington, 
owa. 











A WELL known manufacturer of gold, 
silver and silver plated hollowware has 
openings in its sales organization for 
experienced and successful salesmen to 
cover its west coast, southern and 
middle west territories; applicants 
must have a big following among lead- 
ing jewelry and department stores in 
their region and be highly recom- 
mended ; they must show a high record 
of earnings for at least six years. Ad- 
dress “A., 1999,” care J C-K. 





REQUIRED west coast representative, 
by important Swiss watch factory 
which has well established distribution 
among fine United States retailers; 
must be thoroughly acquainted with 
the trade in the territory, and offer 
outstanding qualifications as to char- 
acter and ability; this is a rare op- 
portunity for the proper person; give 
full information as to previous and 
present connections; all replies con- 
ra Address “E., 2005,” care 





CHAIN retail jewelry organization in- 
vites associates; young men with re- 
tail jewelry experience to manage 
stores on part ownership basis; invest- 
ment required; must have proven abil- 
ity, excellent character and references ; 
our organization has operated highest 
type time-payment stores for 18 years; 
well known and highly respected in 
the trade; for interview, write in de- 
tail, giving full information as to ex- 
perience and references. Address “K., 
2116,” care J C-K. 





WANTED A-1 jeweler; we are opening 
a complete jewelry repair shop to 
service a few of our stores; must 
have an A-l jeweler, one who has 
good habits and knows and does 
good work; he must be punctual 
and honest; if you are interested in 
a real opportunity then apply; state 
age, actual experience and salary 
desired and the type of work you 
are able to do; this is an Ohio or- 
ganization. Address “E., 2132,” 
eare J C-K. 





WATCHMAKER wanted; prefer a 
man who can help out on jewelry 
repairs or set diamonds when neces- 
sary, do plain engraving; this is a 
good position for a qualified man, 
in a good air-conditioned store; an 
old reliable store over 50 years; 
ideal living conditions; situated on 
main lines half way between Dallas 
and Oklahoma City; railroad watch 
inspectors; good salary for right 
man and permanent. Write or wire 
Will Scott Abrams, Strasmicks Jew- 
elers, Ardmore, Oklahoma. 





DIAMOND salesman; Denver west, 
established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 


ness with mounted diamond line of 


delivery merchandise, to travel Den- 
ver west, including California and 
Pacific Northwest; this is an estab- 
lished territory with active ac- 
counts; prefer man who has fol- 
lowing among retail jewelers in this 
territory, to carry only this line; 
10% commission paid; drawing. ac- 
count given; all replies will be con- 
fidential. Mack M. Burnstine, 220 
West Fifth St., Los Angeles 13, 
California. 





WATCHMAKERS; work-—live—pros- 
per in the Pacific Northwest: the 
Northwest’s largest chain of credit 
jewelers has openings for several ex- 
perienced watchmakers to earn 
$100 to $150 weekly; rapidly ex- 
panding old-established firms as- 
sures postwar security; choose your 
city, Seattle, Bellingham, Portland 
or Tacoma; enjoy salt water, stream 
or lake fishing at your backdoor; 
hunt, ski, camp in the magnificent 
Cascade and Olympic Mountain 
Ranges; invigorating year-round 
mild climate. Write stating details 
of your experence and other perti- 
nent facts to Mr. Herbert Vitt, 
Weisfield & Goldberg, 414 Pike St., 
Seattle, Washington. 


WATCHMAKER, permanent position, 
pleasant working conditions in our 
shop, which is located on the third 
floor in the building adjoining our 
retail store; there are no unneces- 
sary interruptions by customers in 
our repair department as shop is 
separated from the store; approxi- 
mate earnings from $75 to $100 or 
more per 48 hour week are possible, 
since we emphasize quality work- 
manship and receive corresponding 
prices; only man having thorough 
training and experience, capable of 
the best workmanship need apply; 
would appreciate references; write 
or contact this well established 
store. Homer F. Bean, Jeweler, 113 
East Crawford St., Findlay, Ohio. 
Phone 91J (population 20,000, 45 
miles straight south of Toledo, 
Ohio). 











For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 werds) $1.50 
Additienal werds, 5 eents a werd 





WATCHMAKERS and jewelers supply 
business in the south, well established 
and paying a good profit. For particu- 
lars address ‘“X., 2070,” care J C-K. 


FOR SALE, jewelry business; excellent 
stock; finest tools, materials, jewelry, 
beautiful diamonds. Mrs. W. C. Vick- 
ore 611 South Seaman St., Eastland, 

ex. 


FOR SALE, well established jewelry 
business in county seat, Suwannee 
County; about $4,000 stock; work 
enough for two repair men; reason for 
selling account of healthh. Chas. 
Smith, Box 238, Live Oak, Fla. 


RING MOUNTING manufacturing 
business New York City, established 
20 years; excellent reputation; sell- 
ing because of health; $20,000 re- 
Pt Address “D., 1947,” care 














ESTABLISHED downtown je 
iami; 90% location; Beelty store, 
two window front, modern fixtures 
equipment; clean stock; very gat 
_: age tong an reason retiring 
rite or wire ick Real 
met Bldg., Miami, Fla." 229 Cal. 
WATCH repairing shop, very fine taan 
excellent prices, doing $12,000 po 
business; all the work you can ly 
dle; complete stock of materials; on, 
45 minutes to New York City; selling 
on account of old age. Address Rut 
kay, Gurley Bldg., Stamford, Conn, 


PE Sa 
EXCELLENT opportunity to b 
established jewelry store, = an old 


fixtures, located in Virginia, about ts 
Cc . 








miles from Washington, D. C.; clean 
stock; best reputation in this section: 
all the watch and jewelry repair wor 
two men can do; owner has other in- 
terests; do not apply unless you have 
cash to purchase this business, Aq. 
dress “N., 2064,” care J C-K, 


WELL KNOWN and old established 
jewelry store firm in New York 
City; good trade in fine jewelry, 
diamonds, watches, also 
especially cuckoo clocks (import. 
ed); plenty of repair work; reason 
for retiring, on account of health; 
$15,000 cash will handle the deal, 
Address “B., 1372,” care J CK, 


ESTABLISHED jewelry and loan bus- 
and largest 








ness located in the best 

business city in the state of Texas; 
present population over 500,000; doing 
a good and prosperous business; a 
chance of a life-time to be able to buy 
a business of this kind; poor health 
and old age compels the owner to re- 
tire ; $25,000 cash will handle the deal; 


speculators or agents need not an- 
bx Address “H. F., 1902,” care 





MANUFACTURER who produces the 
better kind of merchandise is now 
contemplating retiring; fine estab- 
lished business with a great oppor 
tunity for a future; hundreds of 
fine accounts of the better jewelers; 
a very fine inventory and a complete 
plant ready to do business; only 
those financially situated need re- 
ply; will require approximately 
ix Address “J., 1881,” care 








For Sale 


Tools, Equipments, Ete. 
Minimum eharge (25 words) $1.50 
Additienal words, 5 eents a word 





FOR SALE invisible glass window, pre- 
war, about 4 ft. wide, $300. EB. J. 
Scheer, Inc., Rochester, N. Y 


FOR SALE, jewelry store fixtures, three 
floor cases, one curved; two wall cases, 
one alcove; perfect condition; reason- 
ably priced. Harry L. Walters, 544 
Ridge Ave., Macon, Ga. 


FOR SALE about 300 sterling silver mar- 
casite pins, some are set with mar- 
casites and some are unset, also about 
50 models mostly flower design pins. 
Address “F., 1951,” care J C-K. 


SAWS, black Hercules 5/0, 6/0, Swiss 
yellow 4/0, #3 Swiss mainsprings 
Serius trade mark, staffs, Glarron and 
Grobet files. George Gazton, 31la 
Amsterdam Ave., New York City. 


STRONGHOLD and Protection style ring 
guards, oe filled white and yellow 
ladies, size $1.50, mens $1.75 dozen. 
BE. Pergament, 3224 Grand Concourse, 
Bronx, New York City. 


640 LADIES’ imported Swiss watch 
cases, 514 ligne, yellow rolled gold; 
approved O.P.A. price $4; make offer 
for lot; sample sent upon request 
Herberts, 404 Pike St., Seattle 1, Wash. 


























416 


THE JEWELERS’ CIRCULAR-KEYSTONE 





rth a tl es il 








~~ FOR SALE—Cont. 


CAL jewel glows in the dark; 
TROP Tite aye pins, earrings, hair 
pean ao ents; dealers, jobbers write for 

‘price list. Gifthouse, Box 


ilustreee“ coral Gables, Fila. 








gaAFE welers with and without 
LES proof chests, also with or with- 
ut jewelers drawers. Mike Krasilovsky 
Safe & Machinery Movers, Showroom: 
245 Canal St, New York 13, N. ¥. 





yANUFACTURERS of assembled and 
ANUP cabled 14K yellow gold pierced 
ear wires. Joseph Ring “Co., Inc., 93 
Nassau St, New York City. Beekman 


3-4114. 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 














LER and watchmaker signs, hun- 
dreds of stock items, also seasonal 
occasional signs in_ stock; beautiful 
blue cards size 7 x 11 five asst. $1.25; 
write for list. Address “H., 1913,” care 
J C-K. 

NE DOZEN Ingersoll pocket and wrist 
veataben not running $9; five Swiss 
wrist watches in white cases requiring 
some repairing $15, in yellow cases $25. 
&. Lowe, Holland Bldg., St. Louis 1, 








NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments, R. P. “Dick” 
Gallien, 220 W. Sth St., Los An- 
geles, Cal. 





RING TAGS, dumbbell shape, of parch- 
ment paper-gummed, ladies size plain 
$1.15, men’s $1.30; printed with 10 or 
14K, ladies’ $1.80, men’s $2.00 per 
1000. E. Pergament, 3224 Grand Con- 
course, Bronx, New York. 





MANUFACTURERS of 10K and 14K as- 
sembled French screw back ear wire 
findings for unpierced ears and 14K 
hand made baby signet rings. Joseph 
Ring Co., Inc. 93 Nassau St., New 
York City. 





MI-CONCAVE crystals, sizes 7 to 21, 
141 sizes, 35c. dozen; 100 lentilles 
bracelet sizes $2.49; 100 Genevas $1.98; 
100 case screws 0 to 18 size 79c.; stems, 
crowns, staffs, jewels, etc.; send for 
bargain bulletin. Beck Bros. Lau 
Bldg., Fort Wayne, Ind. 





INDIAN design bracelets, rings, etc., 
will be sent to any reliable jeweler 
on approval; inexpensive bracelets 
to retail for $5 and less; send for 
sample line today. Thunderbird 
Jewelry Makers, 508 Denver The- 
atre Bldg., Denver 2, Colorado. 





FOR SALE, absolutely new electric auto 
engraving machine with extra one- 
fourth inch scrip alphabet, priced at 
$190.50 complete; this engraver was 
purchased from the Auto Engraver 
Company, 1776 Broadway, New York 
19, N. Y. Address Grant Jewelers, 
Owensboro, Ky. 








FOR SALE about 300 complete sets of 
tools and dies, consisting of ladies’ 
stone rings; ladies’ diamond mount- 
ings, gents’ stone rings and gents’ dia- 
mond mountings, ladies’ flexible brace- 
lets, ladies’ bar pins, ball joints, pin 

ms; a very large assortment of cut- 
ters of tops, cutters for low square 
settings; emblem dies of all orders and 
many more items for the manufac- 
turer. Address “P., 2027,” care J C-K. 





JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc. and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St, New York 10, N. Y. 
Algonquin 4-3174-5. U. 8S. parcel post 
makes us your next door neighbor; 
a get acquainted; write for sam- 
ples. 


DIAMOND lapidary drills $6.50 each; 
diamond reamers $6.50; diamond laps 
$10 each; diamond lapidary set con- 
sisting of drill, reamer and lap $22 
set, for onyx, jade and other precious 
and hard stones and crystals; Tung- 
sten carbide tipped engraver (long 
Point to withstand repeated sharpen- 
ing) just the thing for removing bal- 
ance shafts, guaranteed to cut hard- 
ened steel, $5 each; engraver and lap 
set containing engraver and diamond 
lap for keeping the engraver sharp $14 
set; diamond pencil or scriber $3 each. 
Action Diamond Tool Co., 125 W. Hub- 
bard St., Chicago 10, IIL 


JEWELERS! read carefully; this is im- 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes ; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business. stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description; 31 B. 23nd 
St. New York 10, N. Y.; estimates 
given; write for samples; ls house 
to get acquainted with; U. S. parcel 
post delivery service, makes us your 
—, ag neighbor. Phones Algonquin 


DIAMOND lapidary drills $6.50 each; 
diamond reamers $6.50; diamond 
laps $10 each; diamond lapidary 
set consisting of drill, reamer and 
lap $22 set, for onyx, jade and 
other precious and hard stones 
and crystals; Tungsten carbide 
tipped engraver (long point to with- 
stand repeated sharpening) just the 
thing for removing balance shafts, 
guaranteed to cut hardened steel, 
$5 each; engraver and lap set con- 
taining engraver and diamond lap 
for keeping the engraver sharp $14 
set; diamond pencil or scriber $3 
each; we have received nothing but 
favorable reports from all over the 
country on these tools, and trust 
we may have the pleasure of add- 
ing your name to our long list of 
satisfied customers; a check with 
your order will insure immediate 
delivery. Action Diamond Tool Co., 
oy W. Hubbard St., Chicago 10, 














Business Opportunities 
Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 





EVERY EFFORT ie made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
g columne clean. Advertisera 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pase the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





WANTED, store western Pennsylvania, 
established jewelry business; full par- 
ticulars in first letter. Address “J., 
2107,” care J C-K. 


EX-SERVICE man will buy reputable 
jewelry store; have up to $50,000 
cash; write details and reason for sell- 
ing. Address “M., 1530,” care J C-K. 








GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
Stock; for details see our advertise- 
ment page 33. 





WANTED to buy store, well established 
jewelry business in medium size town 
or city fi’ midwest; give full particu- 
lafs and reason for selling. Address 
“H., 2106,” care J C-K. 





WANTED, jewelry store in Kentucky, 
Tennessee or Alabama; give reasons for 
selling; all correspondence confidential ; 
will pay cash. Address “C., 1855,” 
eare J C-K. 





WANTED, good sized established jewel- 
ry store, either cash or credit; individ- 
ual has cash available for immediate 
transaction; all replies confidential. 
Address “R., 2103,” care J C-K. 


HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 








CASH for diamonds, watches and jewel- 
ry; established 37 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 39 E. Madison St., 

Chicago, Ill. 





$5,000 TO $10,000 with services to in- 
vest as partner, or outright purchase 
of wholesale jewelry or material busi- 
ness, by experienced man; will con- 
sider established retail store. Address 
“A,, 2094,” care J C-K. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
er New York. Telephone, Rector 





JACK M. WERST will pay you spot 
for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





JEWELRY stores and stocks bought for 
cash, any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, wil) 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 





ARE YOU GOING out of business? I 
can mtee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 





(Continued on page 418) 
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BUSINESS OPPORTUNITIES—Cont. 








(Continued from page 417) 





WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your g 
will is an asset that will bring .you 
cash the same as your stock: Write 
as for complete details, you will 
not be obligated, references from 
many jewelers who have had us 
liquidate their business recently will 
be sent you along with unques- 
tioned bank references; no atore 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, Ill. 


ee 
Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additienal words, 5 cents a word 





WANTED, retail jewelry store and stock, 


near Erie, Pa.; will deal with owner. 
Howard Gilbreath, 461 W. ith St., 
Erie, Pa. 





WATCHMAKERS screwplate, lathe and 
chucks; good prices paid if in good 
ox age Address “L., 1054,” care 





WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 





WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L.. 2513,” care Jewelers’ Cir- 
cular-Keystone. 








WANTED to buy desirable jewelry store 
in good college town, west coast pre- 
ferred; pay cash. Address “D.,' 1689,” 
care J C-K. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales. drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, II1. 


COSTUME jewelry; interested buying 
recently discarded press tools and 
moulds; offers to U. D. Co., Room 
_ 21 W. 46th St., New York 19, 


WANTED, jewelers findings, stampings, 
mountings, ornaments, chains, ear 
clips, dress clips, ete. in sterling. sil- 
ver; check by return mail. Address 
“Circular 1399” Room 1415 Heyworth 
Bldg. Chicago. 








WE PAY highest prices for old gold, 
silver, gold filled jewelry scrap; check 
mailed same day shipment received; 
satisfaction guaranteed. Rodse Smelt- 
ing & Refining Company, 29 E. Madison 
St., Chicago, Ill. Dept. J. 





I'LL BUY your store if it’s a going 
credit business with an annual volume 


of $35,000: am interested only in a 
well established legitimate business. 
Address “Circular 1405,” Room 14165, 


Heyworth Bldg., Chicago 2. 








JEWELRY business wanted; will pay 
up to $200,000 cash for an established, 
successful jewelry jobbing business in 
San Francisco, Los Angeles or any 
other good, active west coast town; 
might consider a good retail business ; 
write in confidence, giving sufficient in- 
formation to warrant further negotia- 
tion. Address “C., 1938,” care J C-K. 


WANTED to purchase by individual, 
jewelry store in Indiana, Michigan 
or Wisconsin town of 10, to 
50,000 population; will pay cash; 
give details in first letter; prefer 
store doing $50,000 or more .an- 
nually; all correspondence confiden- 
tial, Address “B., 1922,” care J C-K. 





Watch Work, etc., for 
the Trade 


Minimum charge (25 werds) $1.50 
Additienal werds, 5 cents a word 





CAREFUL watch repairing, skilled work- 
manship; good service for out-of-town 
customers. Frederick Lowey, 48 W. 
48th St.,. New York City. 





SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W 48th St., 
New York 19, N. Y. 





CLOCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Ill. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 





INCREASED facilities at our new loca- 
tion enable us at present to handle the 
watch repair needs of a few more ac- 
counts; our workmanship is guar- 
anteed and our service is prompt; over 
50 retail stores throughout the coun- 
try send us work regularly: price lists 
sent upon request. Dependable Watch 
Co., 132 Nassau St., New York, N. Y. 





Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virta- 
nen, 45 Park Place, Morristown, 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City: ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. ‘ 





LETTER engraving for the trade; all 
jobs shipped within 24 hours; reason- 
able prices; best workmanship. Blan- 
chards Mfg. Jewelers, 434-16th St, 
Denever, Colo. 














JE 











WELRY AND WA 
since 1914 we have repeat Peltg: 
and jewelry for the trade: 


finished like new. Haseniadger Ba 
ide, & 





Louis, Mo. 





PEARL and bead stringing; 9 


Jewelry Co., 505 Arcade 
ET 


z 


service; genuine and cultured 
necklaces our specialty; ld 
ver clasps always in stoc 
Bead & Novelty Co., 71 N 
New York 7, N. Y. 


He 





ENGRAVER, particular and trustworthy 
’ 


| 


wants work on jewelry, silv 
watches, etc., for crests, — and 
letterings, carvings, designing, best 
references. Bernard A. Thorsell, 39 w 
Washington St., Chicago 2, Ill,’ : 











ENGRAVING for the trade; 













trade engraving shop western Pe 
sylvania; 10 skilled engravers 
service your requirements in 24 
48 hours; special attention al] 
of-town and state mail; gu 
delivery up to three days 
Christmas on all accounts ope 
before October 15th; send for 
style card and price list, A, 
Thacker Company, 2005-2007 
kins Arcade, Pittsburgh, Pa, 


To Let » 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





DESIRABLE space for diamond de 


——— ae 


PATENT your good ideas; send me your 


RRR en Rien STIRS BOR CPE BH 









engraver or watchmaker. M. Billma 
Room 44, 99-105 Canal St., New York 
City. Worth 4-5156. 1 


Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





simple sketch or model; free co 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad 
way, New York City. 


Miscellaneous 


Minimum charge (25 words) $1.50 
Additional werds, 5 eents a word 





LEARN WATCH repairing by doing Iti 


WATCHMAKERS: increase your abillty 


ee | 


thorough training under expert in 
tors. For information write Standard 
Watchmakers Institute, 2061 Broad 
way, New York City. 


ee 


ye i lee 


through the highly recommended books; 
“Rules and Practice for Adjus 
Watches” and “Practical Balance 
Hairspring Work’ by Walter Kleinlelt. 
Your jobber or trade journal. 


~~. 
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PUZZLED BY TRADE-MARKS? 


Then You Should Have a Copy of This Authoritative Book 
Trade-Marks of the Jewelry and Kindred Trades 


Over 300 Pages of Vital Information— 
Thousands of Trade-Marks and Trade 
Names in This Fifth Edition. 

The only book published containing 
Trade-Marks and Trade Names used 
by Manufacturers, Importers and 
Wholesalers of Jewelry, Rings, 
Watches, Clocks, Silverware, Sup- 
plies, Materials and Tools, Leather 
Goods, Pens, Pencils, China and 
Glassware, Gifts,’ etc. Also lists 
names of Watches used by 148 com- 
panies; lists Sterling and Plated Flat- 
ware Pattern Names; and data on 
Commercial Standards and Federal 
and State Stamping Laws. _ 


FoR Octoper, 1945 


TPANEC AADYVC 
TRADE-MARKS 





SG ofp) POSTAGE PREPAID 
Get your copy NOW! 


---------- 


The Jewelers’ Circular-Keystone 
100 East 42nd Street, New York 17 


Please send me 


‘vp-wae gal Cama copies of "Trade-Marks of the Jewelry and 
Kindred Trades", Fifth edition, for which check is enclosed. 


 ePrrrrrrrrrrrrr rir trite ys oneeeces ‘ 
STREET........ veonpesesvaded soapenenseal qnace 
CITY... cece cecceeean's STATE... cccccccces ° 














Manufacturers’ News 


First Set of Community Plate 
‘Marks Start of Reconversion 





The first set of Community off the 
production line of Oneida, Ltd’s. factory 
at Oneida, New York, was presented 
to Sales Director Harley H. Noyes by 
Vice-President in Charge of Manufac- 
turing Martin W. Keller. 

Reading left to right, Robert W. 
Wayland-Smith, Production Manager; 
Keller, Noyes, Frank L. Ernenwein, 
Superintendent of Factory. 

Up to the present moment Oneida, 
Ltd. has not made any announcement 
in relation to when sufficient merchan- 
dise will be ready for distribution to 
the trade, but jewelers will be glad to 
know that sufficient plant reconversion 
has been done to enable the release of 
the news that Community is now in pro- 
duction. 

The first set, pictured above, is a 
50-Piece Service for eight in the Corona- 
tion Pattern. 





Special Custom House Service 
For Watch and Jewelry Imports 


A new custom house service specializ- 
ing in the handling and clearance of 
watch and jewelry shipments has re- 
cently been organized by a group of men 
thoroughly experienced in such matters. 

The new company, which is styled 
Watch Importers’ Clearance Corp., with 
offices at 29 Broadway, New York, is 
prepared to handle all details in connec- 
tion with the clearing of watch and jew- 
elry imports through customs, and the 
forwarding of shipments to consignees. 
Personal attendance and supervision at 
major Atlantic ports are provided. 

Personnel of the company includes men 
who are experienced not only in customs 
procedure and foreign freight forward- 
ing but also in jewelry, thus furnishing 
a@ service of unique value to importers 
in this specialized field. 





Providence Jewelers, Inc. 
Expands Sales Force 


Providence Jewelers, Inc., manufac- 
turers and importers of costume and 
novelty jewelry with home offices in 
Providence, R. I., announces the open- 
ing of an office and showroom in Los 
Angeles. The new branch is located in 
Loew’s State Bldg., at 707 So. Broad- 
way, and is in charge of Max Kane. 

The company has also appointed 
Philip Wild as representative for the 
state of Ohio. 
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Elgin Watches Are On the Way, 
Is Theme of New Ad Campaign 


With full-page black and white inser- 
tions scheduled for October appearance 
in 13 national magazines, the Elgin Na- 
tional Watch Co. will launch a new 
and intensified magazine campaign, it 
has been announced by Gordon Howard, 
advertising manager. 

“Like recent Elgin magazine cam- 
paigns, the new series will have as its 
objective the holding of the valued con- 
sumer franchise for dealers against the 
day (now within sight) when Elgins can 
be supplied to them in sufficient quanti- 
ties to meet full customer demand,” 
Howard stated. “Limited quantities,” 
he added, “will be supplied to dealers 
for Christmas sales.” 

Copy for the new series of ads is 
built around the well-known Elgin 
theme, “Hold Fast to Your Desire— 
There Will Be More Elgins.” Concisé 
copy reminds the reader that Elgin 
craftsmen, who devoted their skill to 
making precision instruments for the 
armed forces during the war are now 
turning that war-sharpened skill to the 
creation of Elgin watches, and that while 
they may not be available overnight be- 
cause the making of fine watches takes 
time and patient work, the new Elgins 
are on the way. 





Providence Wholesalers 
Expand in New Quarters 


Bert Marks, owner of Bert Marks Co., 
Providence wholesale jewelers, has an- 
nounced the removal of the firm’s head- 


BERT MARKS 





quarters to the sixth floor of the Gard- 
ner Bldg., 40 Fountain St. Providence, 
where they have more than tripled their 
available space for showroom, offices and 
stockrooms. 

Bert Marks Co. is represented in the 
South by Benjamin S. Wise, and in the 
Southwest by W. Cohen, both of whom 
handle the firm’s complete lines. Plans 
are now being formulated for other rep- 
resentatives in other territories through- 
out the country. 





Gruen Pays Dividend 


Payment of a quarterly dividend of 
20 cents per share on the common stock 
of the Gruen Watch Company on Oct. 
1, 1945, to shareholders of record Sept. 
15, 1945, has been announced by Benja- 
min S. Katz, president. 





New Gorham Co. Booklet 
Shows Manufacturing Processes 





An interesting booklet showing every 


step in the manufacture of sterling silver 
flatware from the designer’s draf 
board to the delivery of the finished 
product has just been issued by the Gor- 
ham Co., Providence, R. I. 


Each process is clearly and interest- 
ingly described in simple, non-technical 
language, and illustrated with generous 
full page close-up photographs that pic- 
ture the operation described. It vir- 
tually takes the reader on a trip through 
the factory in a manner that is enlight- 
ening to dealer and consumer alike. 


The brochure, which is entitled “Hands 
at Work,” was prepared by Paul Don- 
elan, Director of Advertising and Sales 
Promotion. It contains 20 pages in a 
flat-opening spiral binder. 


Copies are obtainable either from Gor- 
ham representatives, or by writing di- 
rect to the Gorham Co., Providence, 
B. 8. 


Transparent Window Shades 
Protection Against Sunlight 


Transparent sun shades for store 
windows are again back on the market 
after an absence of four years according 
to an announcement by Sunfilter Shade 
Co., 1063 S. La Cienaga Blvd., Los 
Angeles. These shades are custombuilt 
for each individual window requirement, 
and are claimed to give full protection 
to displayed merchandise and window 
drapes against the fading and deteriora- 
tion caused by strong sunlight beating 
upon the windows. 





Lewy-Goodman to Represent 
Campus Jewelry Co. in West 


Campus Jewelry Co., Providence, 
R. I., manufacturers of a popular-priced 
line of men’s jewelry, have appoin 
Lewy-Goodman Co. of Chicago as sales 
representatives. Leonard B. Lewy and 
T. Leonard Goodman will call on whole- 
salers in the huge territory west from 
Albany including the Southwest. Ray 
Curran is president of Campus Jewelry 
Co. 
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Harvel Watch to Miss America 


f the awards in the recent 
beauty oe — 

ly designe arvel “Miss 
OY roa 4 ae presented to the 
“Miss America” by 
Harteveldt, President of the 
Watch Co. The presentation 
took place on Saturday, Sep- 


newly-crowned 
Henry H. 
Harvel 
ceremony 

ber 9. } , 

The new beauty queen is Miss 
participated in 


Bess 


Meyerson, who the 





Henry H. Harteveldt, President of the Har- 
vel Watch Co., presents the Harvel “Miss 
Victory" watch to Miss Bess Meyerson of New 
York City, who was crowned "Miss America” 
at the nationwide Atlantic City Beauty 
Pageant. John B. Kennedy, noted news 
onalyst and star of Harvel’s coast-to-coast 
radio program, looks on. 


beauty pageant as “Miss New York.” 
By an odd coincidence, one of the 
judges who selected Miss Meyerson as 
the representative for New York was 
Mrs. Henry Harteveldt. 

On Sunday, September 10, “Miss 
America” was interviewed by John B. 
Kennedy on the “John B. Kennedy and 
The News” program, which is heard 
every Sunday over a _ coast-to-coast 
hook-up and is sponsored by the Harvel 
Watch Co. 

This is the fourth consecutive year 
that the Harvel “Miss Victory” has been 
selected as the official presentation 
watch.for the traditional Atlantic City 
beauty pageant. 





6. E. Radio Making to Begin Oct. | 


General Electric will begin manufac- 
ture of home radios on October 1 and 
is preparing to start production of tele- 
vision and frequency modulation re- 
ceivers soon after, I. J. Kaar, manager 
of the receiver division, has announced. 

Scheduled for early distribution are 
4 variety of portables, table models, con- 
soles, radio phonograph combinations 
and farm sets. 

All radios will incorporate new fea- 
tures which will give them an efficiency 
not achieved in prewar sets, Mr. Kaar 
said. The phonograph combinations, he 
added, will be equipped with the re- 
cently perfected electronic reproducer 
which almost entirely eliminates needle 
scratch and gives recorded music a new 
dimension in enjoyment. 

Television sets, available some months 
after initial production of radio re- 
teivers, will range from the smaller di- 
tect view receivers to large-screen sets. 

Many of the frequency modulation re- 
ceivers, Mr. Kaar said, will be built in 
combination with standard receivers so 
as to be of immediate use in cities other 
than where FM stations are now op: 
erating. 
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Major Ad Campaign for 
“Bretton” Bands 


What is claimed to be the most ex- 
tensive national advertising campaign 
ever launched for watch bands exclusive- 
ly was begun this month by Bruner-Rit- 
ter, Inc. New York, for its new line 
of Bretton bands. 

Sixteen of the nation’s leading weekly 
and monthly magazines, and 59 Sun- 
day newspaper supplement sections in 
56 key cities from coast to coast, are 
currently carrying the Bretton adver- 
tising and the schedule is to be con- 
tinued indefinitely. 

According to Saul Ritter, President 
of Bruner-Ritter, Inc., this advertis- 
ing campaign will regularly reach over 
40,000,000 watch wearers, and will high- 
light the new and distinctive watch band 
creations born of his firm’s intensive 
wartime experience in the manufacture 
of various materiel for the armed ser- 
vices. 

New and exclusive features will spark 
the new Bretton bands, which will 
become gradually available, according 
to Mr. Ritter. All former B/R crea- 
tions, 1/20 kt. gold filled and better 
qualities, now come under the Bretton 
banner. The firm’s Bradfield line con- 
tinues as heretofore. 





Lou Stern in Switzerland 


Lou Stern of Edward L. Stern & Co. 
is now in Europe, having left via Clip- 
per on August 21. His trip to Europe 
will include a three or four-week visit 
to the factory in Switzerland which is 
the source of the Defender watches that 
the company has been featuring. The 
line has been consistently advertised in 
national publications throughout the 
year. 





MAURICE SCHAAP 





J. J. Schmukler & Sons, 630 Fifth 
Ave., New York, wholesale distributors 
of American watches, jewelry, silver- 
ware, clocks and appliances, announce 
the appointment of Maurice Schaap as 
buyer of clocks, silverware and appli- 
ances. Mr. Shaap comes to Schmukler 
from the National Silver Co. where he 
was connected with the Miami division. 





C. S. Davis Joins Helbros 


Helbros Watch Co. has appointed C. 
S. Davis as sales representative for New 
York and the New England states. 

During the past two years Mr. Davis 
has been a Lieutenant Colonel in the 
United States Army and spent a con- 
siderable part of that time overseas. 
From 1939 to 1942 he was General Sales 
Manager of the United States Time 
Corp., manufacturers of watches, clocks 
and other time instruments. 

Mr. Davis’ headquarters will be at the 
home office of the company, 6 West 48th 
St., New York 19, N. Y. 





Fisher Buys M. Fred Hirsh Co.; Re-names It Fisher Silversmiths 





Company employees pledge their cooperation to Samuel Fisher, president and principal 
owner of The Fisher Silversmiths, Inc., at a welcoming dinner on September 13. The com- 
pany is the one formerly named the M. Fred Hirsh Co. 


Samuel Fisher, formerly Vice Presi- 
dent in charge of production of the 
M. Fred Hirsh Co., Inc., who has been 
with the company since its inception, has 
bought the interest of M. Fred Hirsh 
former President. The name of the com- 
pany has been changed to The Fisher 
Silversmiths, Inc., and Mr. Fisher has 
been elected President. 

The company will continue to occupy 
the same premises at 346 Claremont 
Ave., Jersey City, N. J., and will also 
continue the same company policy which 








the firm has maintained throughout its 
25-year history. 

Showrooms will be operated at 358 
Fifth Ave., New York, and at 643 So. 
Olive St., Los Angeles. District sales 
representatives will be Jules G. Bick 
for the South and Southwest, Jack Katz 
in the Midwest, and Allen E. Fisher on 
the Pacific Coast. 

The néw owner and president was offi- 
cially greeted by the employees at a testi- 
monial dinner which they tendered to Mr. 
Fisher on September 13 at the Oyster 
Bay Restaurant in New York City. 
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Milhening Completes 75th Year 
Of Fine Jewelry Craftsmanship 


It was back in 1870 that Joseph Mil- 
hening, father of Frank Milhening, the 
present head of J. Milhening, Inc., 
started to manufacture fine jewelry in 
a little workshop at the corner of Clark 
and Lake Streets in Chicago. 

The company has been at it ever since, 
interrupted only by the war needs of the 
past four years during which the firm’s 
entire manufacturing facilities were de- 
voted to the production of essential 
parts for the tools of war. Here, too, 
as in the manufacture of their jewelry, 
J. Milhening, Inc., earned an enviable 
reputation for quality and performance. 
Now their skill is again being turned to 
the making of fine jewelry, which today 
is being carried on in the company’s fine 
modern plant at 4626 Ravenswood Ave. 
on Chicago’s North Side. 

The house of Milhening has seen three 
wars, three major depressions, and the 
great Chicago fire, through all of which 
it has forged steadily ahead, carving out 
for itself a strong and unique position 
in the industry. Today, after 75 years, 
it is looking confidently to the future. 

Commemorating its 75th anniversary, 
J. Milhening, Inc., has issued a hand- 
some illustrated booklet, telling of the 
firm’s early history, its war activities, 
and its program for the future. 


Epstein to Represent 
Jacobson in Southwest 


Joseph H. Jacobson & Sons, New 
York diamond ring manufacturers, an- 
nounce the appointment of Ralph Ep- 


RALPH EPSTEIN 





stein as sales representative for the 
Southwest. ; 

Mr. Epstein will cover the states of 
Mississippi, Louisiana, Arkansas, Texas, 
Oklahoma and Colorado, and will main- 
tain offices and headquarters in the 
Southland Hotel, Dallas, Texas. 

Widely experienced as a _ traveling 
man, Mr. Epstein’s career was tem- 
porarily interrupted by his service in 
the Armed Forces, but is now being re- 
sumed in his connection with the Jacob- 
son organization. 





Gillman Is Seth Thomas Sales Mgr. 


Charles J. Gillman has been appointed 
General Sales Manager of Seth Thomas 
Clocks, as of September 10, 1945, the 
company announces. 

To many in the trade, Mr. Gillman 
needs no introduction, having been asso- 
ciated with Westclox for many years 
and recently as their Sales Manager. He 
is fully versed in all phases of clock 
merchandising and is a strong advocate 
of constructive policies. 
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National Silver Lays Plans 
For Vigorous Post-War Campaign 


“Guildcraft,”’ a new line of silver- 
plated flatware by the National Silver 
Co., will soon be placed on the market, 
announces Bernard Bernstein, officer 





National Silver Co. officials inspect the 
firm's new line of silverplated flatware to be 
marketed under the name of “Guildcraft." 
Left to right: B. B. Young, Adv. and Sales 
Promotion Mgr.; Harry Greenberg, Comp- 
troller; Bernard Bernstein, Director; Walter 
Jacobs, Sales Mgr.; Barney Finley, Mgr., 
Flatware Division. 


and director of the company. Mr. Bern- 
stein states that, “Guildcraft” will be 
a line of carefully and authentically de- 
signed high-quality plated patterns and 
“we intend that it shall signify the very 
“finest in silver plate.” 


The new silverware will be priced to 
insure a substantial retailer mark-up, 
Mr. Bernstein said, and added, “Our 
selling and merchandising policies will 
be based on an effort to offer our prod- 
uct to the finest stores in an attractive 
and dignified manner and at established 
and maintained prices.” 


The public will be thoroughly ac- 
quainted with Guildcraft through an in- 
tensive and long range national adver- 
tising campaign starting this fall and 
directed by National Silver’s advertis- 
ing agency, McCann-Erickson, Inc., New 
York, which has developed the adver- 
tising and merchandising programs, Mr. 
Bernstein added. 

The company anticipates a_ tre- 
mendous pent-up demand for silver- 
plated flatware as a result of the war 
stoppage of production of this type of 
goods and is aggressively planning to 
get a substantial share of this market. 





New Cheever, Tweedy Trade Mark 


Ray Sturdy, president of Cheever, 
Tweedy & Co., North Attleboro, jewelry 
manufacturers, announces that his com- 
pany plans to bring out a new trade 
mark design in the immediate future. 

The new trade mark utilizes the in- 
itials “C.T.,”’ familiar to the jewelry 
trade as the Cheever, Tweedy trade 
mark for over sixty years; and spells 
them out into a suitable trade mark 
design “CeeTee.” 

The long familiar “C.T.” trade mark 
will always appear on the Cheever, 
Tweedy line. declares Mr. Sturdy, while 
the new “CeeTee” trade mark will be 
used on gift boxes and promotional ma: 
terial. 

To familiarize the industry with the 
new trade mark, Cheever, Tweedy plans 
to feature it in forthcoming trade ad- 
vertising. 





War-time Steel Base 
Elgin American Offers to Accept 
Goods for Credit 


Elgin American has offered to 
the return for full credit against fy 
purchases of every unsold Elgin Ameri. 
can steel compact or cigarette cage 
any dealer may have in stock. The on} 
condition is that the goods be returned 
not later than Nov. 1. 

To meet trade demands for metal com- 
pacts and cigarette cases during war. 
time restrictions and shortages of ster. 
ling silver and copper alloy, the compan 
explains that it was necessary to 
steel as the base metal for a limiteg 
quantity of Elgin American produ. 
tion. 

This stee] merchandise was acceptable 
during the emergency, and was of high 
quality in design and craftsmanship, but 
because of the material that had to be 
used is fot considered as desirable today 
as sterling silver or goods on a copper 
alloy base. Hence, the offer to ex. 
change, in order that Elgin American 
dealers may have every possible com- 
petitive selling advantage. 

Maximum civilian production is being 
rapidly restored, and the company. js 
confident that by Jan. 1 all requirements 
for Elgin American compacts, cigar. 
ette cases and dresser sets can be fully 
met. 


Natl. League's Outstanding Pitcher 
Wins Award of Longines Watch 





Before a crowd of 46,805 at the Polo 
Grounds, just before the start of the August 
8th night game with the Cardinals, Bill 
Voiselle of the Giants was presented with 
the "Sporting News" award as the most 
outstanding National League pitcher of 
1944. The award, a handsome and suitably. 
engraved Longines watch, was presented by 
Commodore Giles C. Stedman, Supt. of the 
U. S. Merchant Marine Academy at Kings 
Point, N. Y. Left to right: Lieut. Thomas R. 
Rooney, Voiselle, Commodore Stedman, and 
Art Flynn, Eastern Representative of the 
"Sporting News" 





"Purity" Diamond Fall Line 
Now Ready 


Leo Sanet, Sales Manager of M. W. 
Schiffman & Co., creators of “Purity” 
diamonds, has dispatched his sales force 
to their respective territories with the 
firm’s recently completed new fall line. 
This group of wedding and engagement 
rings, Mr. Sanet states, is, in his opinion, 
the finest he has ever had the privilege 
of offering the trade, and he is especially 
proud of their styling and design. With 
a retail price range running all the way 
from $50 to $5.000, and with “Purity’s” 
exclusive franchise arrangement, Mr. 
Sanet believes these diamond rings will 
be a highly attractive line to many jew- 
elers. 
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New Los Angeles Office 


For Hill & Co. 
On Sept. 4, Hill & Co., wholesale 
‘ewelers with headquarters in Chicago, 
established new West Coast offices and 
showrooms in the Loew Building, 707 
South Broadway, Los Angeles. 
Resident manager of the new branch 
will be A. Salam, partner of Hill & Co. 
Well known to West Coast jewelers, 
Mr. Salam has traveled extensively in 
this area and is well acquainted with 
jocal promotional problems. . 
The purpose of establishing this new 
branch, according to Mr. Salam, “is 
to provide West Coast jewelers with 
closer co-operation, more personal at- 
tention and better service. Since com- 
plete stocks will be carried in Los An- 
Jes, shipments will be quicker and 
more economical in reducing transporta- 
tion costs to the dealer.” 
The management extends a cordial in- 
yitation to all dealers in the vicinity to 
yisit the new offices and showrocms. 





Diamond Craft of America Features 
Insurance Against Chipping 





Diamond Craft of America, formerly 
Louis Roselaar & Co., has introduced a | 
guarantee in which the purchaser is 
protected by an insurance policy against 
chipping of the stone. The policy is un- | 
derwritten by the St. Paul Fire & 
Marine Insurance Co., and accompanies 


each “Multifaceted” diamond ring. | 


According to executives of Diamond 
Craft of America, retail jewelers report 
that a considerable number of diamonds 
is returned to them for re-cutting be- 
cause of chipping at the girdle. The 
company claims that the “Multifacet” 
diamond’s faceted girdle protects it 
against such chinning and is now backing 
up the claim with this insurance policy 
to purchasers. It is also claimed that 
the faceted girdle affords a more se- 
cure purchase for the prongs of the 
mounting and prevents the turning of 
the diamond in the setting that gradu- 
ally loosens the stone. 





California Jewelry Creations Expands 


Because of the large demand for his 
patented designs in the bracelet field, 
notably the President and the Presi- 
dent’s Lady, says Jules Braunstein, 
head of California Jewelry Creations, 
the firm will expand its production facil- 
ities immediately. 

The company has taken larger manu- 
facturing quarters in Los Angeles, and 
will bring out an additional, complete 
line of gold and _ sterling silver 
bracelets. According to Mr. Braunstein, 
the firm will also expand its distributing 
facilities. The sales of California 
Jewelry Creations bracelets for the 
western part of the United States are 
handled by Keber-Cline, and Friedman- 
Gessler Comnany, whose headquarters 
are in Los Angeles. The company is 
how negotiating with iobbers and dis- 
tributors in the mid-West and East to 

ndle its products in these areas. 

Along with the expansion plans, Mr. 
Braunstein announces the engagement 
of Advertising Engineers Corp. to con- 
duct market research tests on all new 
bracelet desiens to determine scientifi- 
cally the designs which are most ac- 
ceptable to women and men throughout 





the country. 
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They Repair Anything 

Jewelers who are having difficulty in 
getting repair work done—especially re- 
pairs to articles, or of a kind, that are 
a little out of the ordinary—will prob- 
ably find that they can solve their prob- 
lem by getting in touch with the Alma 
Service Co., 72 Bowery, New York. 

This unique concern makes a business 
of doing every conceivable kind of re- 
pair work for the jewelry trade on any 
and all jewelry and allied products, in- 
cluding pens and pencils, optical goods, 
radios, cameras, electric appliances, 
luggage, etc., as well as strictly jewelry 
items, watches, clocks and silverware. 

Services include mechanical repairs of 
all kinds, replating, refinishing, engrav- 
ing, mounting, sizing, enameling, solder- 
ing, and jewelry special order work of 
all kinds. In fact, it is the firm’s boast 
that “If you send it, we'll repair it.” 

The company, organized about 18 
months ago, has already been obliged to 
move to the present larger quarters at 
72 Bowery, which provide five times the 
original space and permit the rendering 
of prompt service on every order. 





Crawley Heads Parker's 
Wholesale Division 


The Parker Pen Co. announces the 
appointment of J. F. Crawley as Sales 
Manager of the Wholesale Division. Mr. 


J. F. CRAWLEY 





Crawley’s headquarters will be at the 
home office in Janesville, Wis. 

“Joe” Crawley, as he is known to his 
many friends throughout the country, 
started in the fountain pen industry im- 
mediately upon his return from over- 
seas service in the last war, 1919 and 
helped to introduce Sheaffer pens in 
New York, also the Realite Pencil, later 
known as the Autopoint. 

After several years with the sales or- 
ganivation of the Wahl Co., original 
manufacturers of Eversharp Pencils, 
which he joined in 1923, Mr. Crawley re- 
signed and went to California. 

Deciding to return to the pen business, 
he selected The Parker Pen Co., joining 
the organization in New York as Assist- 
ant Eastern Sales Manager under D. R. 
Dayhoff. He held that position until his 
recent appointment as Wholesale Sales 
Manager. 





“Watchmaster" Adds District Agents 


As part of the sales-expansion plans 
of American Time Products, Inc., New 
York, manufacturers of the “Watch- 
master” rate recorder, the Prague-Kurtz 
Co. has been appointed agent for Hous- 
ton, Texas, area. 

The company also announces that 
William Pillath, Jr. has been appointed 
agent for the Chicago area. 








Swank Plans Post-war Expansion 


Complete conversion of the manufac- 
turing operations of Swank, Inc., to a 
peacetime basis, with employment levels 
of the war period to be doubled as 
soon as personnel can be recruited, has 
been announced by J. Carlton Bagnall, 
executive vice president. 

The company, which manufactures 
men’s jewelry, was converted to the 
making of close tolerance precision tools 
for machine gun and ammunition manu- 
facturers within a few weeks after 
declaration of war. As those assign- 
ments were completed, production was 
shifted to radar equipment and then to 
bronze star award and purple heart 
medals. Work on the medals is being 
cleared up now, and assigned personnel 
gradually shifted to peacetime work 
with no loss of normal working hours. 

“Our pre-Pearl Harbor employment 
was approximately 750 persons,” Mr. 
Bagnall said. “Our war contract em- 
ployment reached only half of this. We 
intend to reach pre-war employment 
levels just as quickly as the metals 
necessary for our products begin to 
come through in sufficient quantities. 

“Our estimate of business possibilities 
in the next few years leads us to be- 
lieve we shall not only double, but triple 
our war period employment, making a 
total of 1,100. We are rushing to com- 
pletion plans for a sizable addition to 
our factory facilities to make increased 
output possible.” 

Mr. Bagnall pointed out that all of 
Swank’s employes who are in service 
will find good jobs waiting for them. 
In addition, he said, several hundred 
other returning service men and women 
probably will be given employment of 
a permanent nature. 





Former Hirsch Executives 
Organize New Company 


Carl K. Klein and Irving L. Hirsch, 
formerly of M. Fred Hirsch Co., an- 
nounce that they have formed and will 
hereafter operate a new silversmithing 
company to be known as the Hunt Sil- 
ver Co., Ine. 

The new concern will have a complete 
line of sterling silver hollowware in a 
group of attractive patterns and will be 
in a position to start making deliveries 
in the near future. 

The company’s factory and showrooms 
are located at 160 West 18th St., New 
York 11, New York. 





Telechron Plans Increase in Jobs 


Plans for expansion that will increase 
its present employment even further 
within the next few months were an- 
nounced today by the Warren Tele- 
chron Company, manufacturer of elec- 
tric clocks and other timing devices. 

Roy W. Johnson, vice president, said 
that sometime in October the company 
will occupy a five-story building in 
Worcester, Mass., with 100,000 square 
feet of floor space. It will be devoted 
entirely to the manufacture of electric 
clocks. Another plant in Worcester, 
started a year ago for war production, 
will continue; facilities in Lowell are 
being converted quickly to clock and 
timer production; and the two Tele- 
chron plants in Ashland will be op- 
erated at maximum capacity on clocks 
and motors. 
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Within walking distance 


T’s not even too far to hobble, when 

you're leaving the blank walls of a 
hospital room for a brief while, on 
your way to a place of laughter and 
song and play. 

The welcoming doors of a U.S.O. 
lounge club are just outside the hos- 
pital grounds — at more than 500 
hospitals. 

Here, at the house of smiles, war- 
shattered veterans escape from hospital 
routine, from the smell of ether and 
disinfectants. Here they enjoy their 
favorite phonograph records, today’s 
newspaper, the checker-board that 
a ave them when you gave to your 
ocal community fund. 

These are little things, but they’re 
good medicine! The nearby U.S.O. 
lounge is theater, club—almost home 
—to the shocked and hurt boy whose 
present home is a hospital room. 


Your donation to the community 
war fund supports the U.S.O. and 20 
other agencies. It provides maternity 
care for wives of servicemen, whole- 
some recreation to keep children off 
the streets, help for the stricken people 
of our allies, and help for your own. 


You help many who can’t help 
themselves, yet you are asked for only 
one gift. Let your heart decide how 
big it should be. 


Your Community 
War Fund |24& 


se 7 
Representing the National War Fund 
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LET'S FINISH THE JOB 


YES, THE SHOOTING has stopped, but it will be a long 
while before all the boys are home again, because they 
still have a job to do over there in Germany and Japan. 

So, too, have we civilians, although our job is here at 
home. Just as the work of our men in uniform won't 
be finished until they have made secure the peace they 
have so dearly won, our work won't be finished until our 
service men and women are home again; until our 
prisoners of war are restored to home and health; and 
until the critical needs of war sufferers have been met. 

To provide the means for carrying out those obliga- 
tions two campaigns begin this month—the National War 
Fund Drive and the Victory Loan Campaign. 

Everyone by now is familiar with both. The National 
War Fund is the agency that provides the recreational 
and welfare services for our service men and women 
both here and abroad; that furnishes the desperately 
needed emergency aid for the innocent victims of the 
war-torn regions; that gives the returning veteran who 
needs it a helping hand. 

The Victory Loan is the eighth and final War Bond 
campaign to help pay the bill which we—all of us— 
undertook to cover for the cost of fighting and winning 
the war. It’s a debt of honor that must be paid. 

Let’s finish the job—let’s pay our debts—let’s support 
both these last efforts just as enthusiastically as we did 
in the days when the fighting was still going on. 


AT THE CROSSROADS 


EvERYONE WHo believes in the principle of free enter- 
prise—and any business man who didn’t believe in it 
would be a very queer fish indeed—must feel a good 
deal of concern over the present worldwide trend toward 
state socialism, as exemplified in the recent British elec- 
tion. 

Even though, as in Great Britain, and with our own 
American radicals, the movement to the left may start 
with limited objectives, such as the nationalization of 
mines, railroads, banks and public utilities, such move- 
ments inevitably tend to keep reaching out for domina- 
tion over more and more of the economic structure until 
even retailing is taken over. (Try to find a privately 
owned store in Russia.) 

The whole system of private enterprise—yes, includ- 
ing your store—is at the cross-roads and must fight for 
its very life. 

But what weapon has the relatively small individual 
merchant with which to fight? The answer is in the 
conduct of his own business. The job that private busi- 
ness must do, if it does not want to become the whipping 
boy for every radical movement, is to “win friends and 
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influence people.” And how can that be done more effew 
tively than by so conducting our businesses ag to og. 
people’s good will? 

Every one of the voters whose opinions make the laws 
are customers of retail stores. They are the ones 
will decide whether we shall have a free America org. 
socialistic state. If we will so conduct our businesses as. 
to earn and hold their good will, it will do more to con.” 
vince them of the rightness of the American way than all 
the indignant editorials or impassioned speeches that 
were ever written or spoken. 

We must render a real service—we must study the 
needs of our customers and provide them with what 
they want—our advertising and selling must be truthfyj 
—our prices must be reasonable—our store policies and 
our dealings must be scrupulously fair, even generous, In 
short, we must do as we would be done by. 

Our fate is in our own hands. Shall we keep or sh 
we destroy the friendship that we need? 


CONFIDENTIAL 


RETAILERS ARE complaining—and justifiably so, in” 
our opinion—about the practice of some manufacturers 
and wholesalers in sending out post card and un-enclosed 
circulars in which the net prices to the dealer of various 
jewelry items are quoted. 

The mailing of such circulars, it is pointed out, reveal 
information that is, or should be, a confidential matter 
between supplier and retailer. And while the retaile 
has nothing to conceal or to be ashamed of, he does 
object to having the intimate facts of his business bre 
cast. : 


That view seems to us an eminently reasonable ong 
No business man cares to have everyone know the detailf 
of his costs and operations—simply because that inform 


tion is none of anyone’s business. The very firms that 
broadcast their net selling prices in this manner would” 
probably object with equal vigor to having their costs 
divulged. “E 
Probably the explanation is simply thoughtlessness, _ 
but whatever the reason for it, it’s something that should 
be corrected. Prices either should be quoted on a code 
basis like the “Keystone” scale; or, if net figures 
given, price lists should be distributed only when enclosed 
in envelopes. 4 


Editor 
"3 
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